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ITH the OPA finally off its back, the appli- 

ance industry is making day by day announce- 

ments of upward price revisions made neces- 
sary by advancing costs. The increases will not be 
spotty, but must be general; small motor price 
increases force new pricing on refrigerators, wash- 
ers, ironers and all other motor-driven devices even 
if other components had not increased—although 
they have or will. 

Repricing on a higher level is not confined to 
appliances; practically all manufactured goods will 
follow the same course. Coming as they do all at 
once, these necessary actions make headlines in the 
press and the consumer reaction cannot be described 
as enthusiastic. People generally lose sight of the 
fact that such revisions of price would have taken 
place gradually months ago but for the artificial and 
uneconomic restrictions of government attempts at 
control. These efforts to defeat the normal relation 
of cost and price have in many instances forced pro- 
ducers to operate below cost. Further, control prices 
on components have been a cause of scarcity. 


OW business is free again to produce and sell 

under the known and familiar conditions of 
competition. It is free again, yes, but freedom brings 
responsibilities with it. The sky is not the limit; the 
consuming public is a taskmaster more exacting and 
more prompt to discipline than the OPA ever 
could be. 

Judging from the price advances announced when 
this is written, the manufacturers are exercising great 
restraint. Increases are not great; they are so small, 
in fact, as to indicate that the makers are aiming at 
covering costs and little more. It is evident that 
they are doing everything possible to avoid a bad 
customer reaction and to fulfill the purpose of more 


goods for more people at the lowest price that will 
maintain quality standards. 

It is now most decidedly up to the distributing 
trades to take their full responsibility in carrying out 
this same policy. There is no longer a legal restriction 
on margins and therefore there will be a widespread 
demand for increases. There is talk in the automo- 
tive business—loose talk, but you hear it—that new 
cars could be put up on auction, as it were, and sold 
for whatever the buyer would pay. This is a fine way 
to ruin a business. 

The retailer and the wholesaler in the appliance 
business will, we hope, take a good look at this situ- 
ation and act for the long term benefit. 


ITH a mounting production in the months just 
past, appliance wholesalers and retailers have 
been doing well. Appliances are currently being pro- 
duced at above 1941 levels and, although there. is 
almost no visible supply, it is because the movement 
to buyers has been so rapid. But large business is 
being done in spite of complaints that the dealer can’t 
get enough. In consequence, distribution is profitable. 
The dealer has to do his part to keep prices as 
low as possible. His greatest contribution will be in 
making clear to his customer why prices are above 
the starvation figures of six months ago. He must 
not forget that those starvation prices were accom- 
panied by famine levels of supply. 

The wise dealer will realize that today he can 
sell more goods at higher prices, which means more 
dollars in his margin whatever the percentage may 
be. He should be convinced that the best course is 
to be moderate in his demands on his supplier and 
his customer alike. It will be only justice if a dealer 
finds himself out of business tomorrow because he 
has tried to grab all he can get today. 
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OVER 66,000,000 COFFEE. 


The only glass filter with a lifetime guarantee 
ELL Pi ... The only glass filter that locks in . . . can’t 














bob up or fall out... is now available for 


; out , IMMEDIATE DELIVERY 
| 7h b r™ Can be sold to millions of users of vacuum 
glass coffee mokers. 


A tremendous consumer campaign through- 
gut the fall season started September 14th 
‘in the national consymer magazines listed, 
. with the eye-appealing four color advertise- 
‘ . __ ment illustrated. 
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The Greatest 
Forward Step in 


Carrier History 


* 


660,000 sa. ft. more 
to build Carrier 
Air Conditioning and 
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Today, more than ever before, Carrier leads in air 
conditioning and refrigeration. For the acquisition of 
a huge, new 660,000-sq.-ft. plant in East Syracuse 
gives Carrier Corporation facilities that are among 
the largest, most modern in the world for the manufac- 
ture of air conditioning and refrigeration equipment! 
+ This additional plant—part of Carrier's great expan 
sion program—is necessary to meet the ever-mounting 
demand for Carrier products. Together with the large 
plant in Syracuse, it will in a matter of months pro- 
duce the greatest yolume of air conditioning and 
refrigeration in Carrier history. 

Here, in these vast new facilities, is impressive 
evidence of Carrier’s position in the air-conditioning 
field . . . a dramatic re-statement of the Carrier leader- 
ship which began with the creation of air conditioning 
44 years ago. 


sees ; ‘ MEE ag 


Carrier 





PAGE 35 

















“sp RE, 
: aA * / ‘ey 
¢ 
ee 
- § ; ‘ 
— * 
ts 


oni 

. 
ae al 

See 


» 























Younger shoppers like the two special fixtures merchandising a score of currently 
popular hits on self-service basis. Lifting earphone off hook automatically starts 
turntable. Bin above each player holds stock corresponding to disc on turntable. 


Gimbel's merchandising policy calls for the display of about six models in the same 
price class to a room rather than turning any one room exclusively over to a single 
brand. The model featured on each window platform also is hooked-up in this room. 


By LANSDELL ANDERSON 


PP XUHE new music center at Gim- 
bel Brothers, one of Philadel- 
~ phia’s leading department stores, 
attractively combines three major 
departments — radio and _ television, 
phonograph records, and pianos and 
organs—together with a large section 
of musical instruments, facilities for 
private music lessons, including a band 
rehearsal room, and a complete service 
division. These components are har- 
moniously blended together into a 
modern, highly efficient merchandising 
layout covering approximately 22,000 
square feet of floor area. Customers 
find this music center impressive, com- 
plete, and comfortable, just as they 
also do the modern appliance center 
which Gimbel opened about a year ago. 
From start to finish, the music 
center is almost wholly a Gimbel 
3rothers product, even to construc- 
tion of the fixtures in their own shop. 
It represents a solid year of intensive 
research and investigation, consulta- 
tion and planning, winding up with 
the construction and decoration com- 
pleted in time to open this past Octo- 
ber, ready for the start of the peak 
season in these Ines. 

Our picture tour illustrates many of 
the details of this music center. The 
general layout, roughly, is as follows: 

The area is about square, with the 
wall on one side, the starting point for 


this tour, taken up by elevators. Ther 
along the wall on the left, there is a re 
ceiving counter for the service div 
sion, a row of radio hearing rooms, a 
closing room and office, and, at the far 
left corner, a large room for organs 
Most of the third wall, all the way 
across the floor, is taken up by a row 
of five piano show rooms, plus two 
additional entrances to the music cen- 
ter. From this far right corner, con- 
tinuing back along the right-hand wall 
for some distance, a long, shallow bay 
wraps up the musical instrument sec- 
tion, with several doors in the remain- 
ing portion of this fourth wall open- 
ing into other departments of the 
store. 


The Radio Department 


Now, getting back to the starting 
point, the elevators open directly into 
the radio and television department 
which covers nearly a third of the 
music center area. Here, on the oper 
floor, consoles and combinations are 
grouped around building columns, 
while table sets, all hooked up for 
demonstration, are displayed on three- 
tier fixtures. The curved receiving 
counter for the service division is in 
the left-hand corner; and the repair 
shop itself is located in a separate 
room off this same corner of the sales 
floor. 


Customers shopping in the radio department or proceeding on through to other 
departments in the music center hardly can miss this television display on the open 


floor facing the elevators. 














Whenever broadcasts are on, this area always is jammed. 
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22,000 square feet of floor area. 


General view of the record department which covers nearly a third of the music center's 
This department is built around a large island— 


a rectangular counter which encircles 10 cases of shelving holding 6,500 albums. 


Lined up along the left wall are the 

e glass-fronted radio hearing rooms, 
each 14 by 16 feet, with all-glass doors. 
An average of six consoles and com- 
binations are connected for demons- 
tration in each room, the selection of 
the models for any one room being 
brand. In this way Gimbel’s utilizes the 
voting any individual room to a single 
brand. In this way Gimbel’s utilizes the 
to merchandise five different 
price lines of sets, with the leader in 
each room featured on the platform 
at the glass front as well as being 
highlighted on the inside demonstra- 
tion display. 


rooms 


Ready for Television 


Adequately furnished in living 
room style for comfort, the rooms are 
further dressed by photo-panels of 
leading radio and screen personalities, 
plus specially-created display pieces 
which inject an electronic note into 
the general atmosphere. The floor 
covering, heavy carpeting, is the same 
as used throughout the center. Each 





room is wired for a-m, f-m, and tele 
vision—and the wiring was not mere- 
ly thrown in; it was a surveyed, en- 
gineered proposition. Each room is 
acoustically treated, and is ventilated 
by fresh air pulled in from outside the 
building. 

While television reception as yet 
is not demonstrated in these rooms, 
attention now is focused on television 
on the open floor through a set fea- 
tured against a drape backdrop with 
big-ticket combinations flanking it on 
the wings. Directly facing the ele- 
vators, it is this backdrop, extending 
about half way across the floor, which 
pulls the radic department together, at 
the same time setting it off somewhat 
from the record department. 


The Record Department 


Taking over nearly another third 
of the total space, the record depart- 
ment is built around a _ rectangular 
counter approximately 60 feet long and 
nearly 20 feet wide encircling 10 cases 

(Continued on page 58) 


Most impressive feature of the radio department layout—which covers nearly another 
third of the music center's total space—is a row of five glass-fronted hearing rooms, 
each 14 by 16 feet, for demonstration of large consoles, combinations and television. 





Combining spacious radio and record 
departments, the modern Music 
Center recently opened at Gimbel 
Brothers, Philadelphia, features a 
highly efficient merchandising layout 




























Popular albums are carried on one side of this island, classical recordings on the other, 
with single discs also stocked in slotted compartments in the counter itself which is 60 
feet long and nearly 20 feet wide. All fixtures are finished in limed oak. 



































Serving classical record buyers, a row of 
seven individual listening rooms, each 7 by 7 
feet, faces one side of the island. 


Consoles and combinations grouped around 
building columns on the open floor are 
highlighted by fluorescent tube in platform. 


GIMBEL S HAS... 


A NEW APPLIANCE CENTER TOO 


(Turn to Next Page Please) 
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GIMBEL S$ HAS... NEW APPLIANCE CENTER 


{Continued From Page 31) 
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General view of the central portion of the appliance center showing the low divider, 
lined solidly both inside and out with ranges and sinks, which encircles the four com- 
plete model kitchens built into the angles formed by two intersecting partitions. 

















Any major appliance in these model kitchens can be replaced by another quickly. te 


Low dividers, extending out from wall, separate the various automatic washer displays. 


Refrigerators are displayed in the conventional manner, on a platform against wall. 





GUOuge 














Lectures are held at this demonstration kitchen in corner of appliance center. 


Focal point of the compact Appliance 
Center at Gimbel's is the unique 
arrangement of four complete model 


kitchens. 


UB of the appliance center, a 
compact department approxi- 
mately 10,000 square feet in area, is a 
set of four complete model kitchens ar- 
ranged in the corners formed by two 
intersecting partitions of normal home 
ceiling height. Any of the major units 
in each of these four kitchens can be 
replaced by another in a few moments 
to satisfy the whim of a prospective 
buyer who desires to see, there in the 
store, exactly how her own new kitch- 
en will look with such-and-such a 
or refrigerator, etc., in place. 
The lighting arrangement for these 
model kitchens, as shown in the ac- 
companying pictures, is particularly 
well handled. 
Encircling the four kitchens is a 
low, curving divider with a half-dozen 


range, 


openings for traffic This is solid) 
lined on the inside with ranges anj 
banked on the outside with both range 
and sinks. Refrigerators are displayed 
in the conventional manner, on a long 
floor platform against a _ partit 
Wringer washers are grouped on th 
open floor in the usual manner anf 
automatic demonstrate( 
in separate bays formed by low divider 
extending out from a side wall. 

Immediately adjoining this part ¢ 
the appliance center are the section 
carrying various small appliances 
The three open sides of the appliances 
center are occupied by the paint, tod 
and unpainted furniture departments 
Stanley Frazee is the buyer for the ap 
pliance center. 
















washers are 


Gimbel's is set to go 
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APPLIANCE PARTS JOBBERS MEET 


In CINCINNATI 


hen dealers in the Cincinnati area 
looked at the service clinic put on by 
Paul A. Welchans, manager of parts 
service for the Electric Household 
tilities Corporation, and Robert I. 
berg, October 26 they had a birds- 
view of what may be done widely 

er the U. S. under the sponsorship 

f the appliance Parts Jobbers Associa- 


[oo many service shops have been 
oing half way or faulty repair jobs, 
and the association members feel that 
hey can undertake training in line 
with their distribution of parts. 

At the present moment possession 
of a monkey wrench makes a mechanic 
a repairman, and President Ray Jones 


Into sultry Cincinnati came President and Mrs. Ray Jones 
from cool Denver. Mrs. Jones wore a fur coat. 


Reading his mail is Robert Thompson, asst. Mgr., Servall 
Co., Detroit, Mich. Louis M. Pearsol, Cleveland, first 


president, sits quietly digesting his food. 


‘ - 


\ 


of the Parts Jobbers \ssociation feels 
that the time has come when each indi- 
vidual servicing washers should have 
a certificate testifying to the public 
that he has been properly trained to do 
the job. Such training envisages 
future schools and examinations. 

More than 80 persons were present 
at the fall meeting at the Gibson Hotel 
in Cincinnati, the largest attendance 
since its founding in 1939. More cata- 
logs are going out, 35,000 this time, 
according to Secretary-Treasurer Wil- 
frid E. Cloutier. Next meeting will be 
held February 21-22 in St. Louis, Mo. 
The eighth annual meeting and election 
is scheduled for April in Philadelphia, 
as is the Housewares Exhibition. 


nett, Gopher Appliance Co., Minneapolis. 


memory stunt of introducing every guest. 


and Mrs. E. H. Shand of Flint, Mich. 


Grizzled veteran P. M. Decker of Electric Warehouse, 
Philadelphia, looks quizzically at new member E. F. Ben- 


Secretary W. L. Cloutier continues his back-breaking 








, 
Y 


Pointing out John Krull, Mgr., parts and service, Apex, 
is Sanford Mandell, asst. mgr., Pearsol Appliance Corp. 


" 
Mca 


A new member is always good for a picture. This is Mr. 
and Mrs. Lawrence J. Cooper of Sioux City, lowa. 
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Mr. and Mrs. John Voss of Voss Bros., and Tom Robinson, of Automatic Washer, 
are just in the act of getting their victuals. 


~Sae 
~ 


The hosts, Mr. and Mrs. Geo. H. Klinker of Cincinnati 
and Mrs. Ray Jones (left). 


Wm. F. Macy, asst. mgr., C. J. Roberts, Eng, Springfield, 


Mass., Robert M. Mitchell, 1900 Corp., St. Joseph, Mich., 
and Ralph A. Simons, mgr., parts and service, 1900 Corp. 


i. i | “ 
The gentleman sext to Charles E. Sundberg of Cihcago 
seems to be throwing his weight about. 
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Named for the home, operated to serve the home, is the above newly-built 
appliance, radio, records and giftware store on Geary Blvd. away from San 
Francisco's usual downtown shopping center. It has 7,000 feet of floor space. 


By HOWARD J. EMERSON 
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tore for 


As the name implies, The American Home Ap- 
pliance Company, San Francisco, aims for the 
family unit as prospects for appliances, 


move toward away-from-down- 

town shopping marts for park- 
ing-mad, streetcar weary San Fran- 
ciscans, is a new, 7,000 square foot 
appliance, radio, records and giftware 
store, The American Home Appli- 
ance Co., at 3545 Geary Boulevard, 
two miles or more from the Market 
and Grant heart of the Bay City’s 
shopping center. At the same time, 
it is the first, complete, full-fledged, 
well-planned attempt of a large spe- 
cialty store to break the long-standing 
hold of San Francisco’s department 
and furniture stores on the city’s appli- 
ance business. 


S PEARHEADING the inevitable 


Policy for the Family 


More important to dealers else- 
where, however, is The American 
Home’s basic merchandising policy— 
a store designed to serve the home, 
keyed to the shopping habits, personal 
tastes and buying needs of the full- 
size family on a shopping venture. 

No “quickie” is this suave, hand- 


some store. Engineered and financed 
by Joseph W. Ferrara, owner of the 
adjacent, famous “Troc” nightclub, 
and managed by William J. Millard, 
nationally known merchandiser, The 
American Home has behind it six 
years of thinking, planning, research, 
testing—ahead of it a long-range 
merchandising plan to which the cur- 
rent over-demand for appliances and 
giftware is more a headache than it is 
a profit-making opportunity. 

No guess-work was the choosing 
of the Geary Boulevard location. 
Sufficient was the present business po- 
tential there; enthusiastic was the 
view of the future. Today on a 4-lane 
arterial boulevard which, says Foster 
Keiser survey, has heaviest motor 
traffic of any San Francisco residential 
street, The American Home Appli- 
ance Company is in the heart of the 
Richmond district, adjacent to and 
convenient for shoppers from middle- 
class Sunset, Seacliffe, Forest Hills 
and Presidio districts. Tomorrow, re- 
search by Ferrara and his associates 


ABOVE LEFT Small radios have own location adjoining giftwares and lamps, right, and 
record counter, left of picture. Raised letters on the walls name the brands displayed. 


Counters are for special promotion. 


LEFT Behind the “Melody Arbor” is this 


secluded room where record customers can browse, serve themselves, take single 
records or albums to the listening rooms. The store has a $14,000 stock of phono- 


graph records. 
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venient, neighborhood location, it makes bid 
to change city's downtown shopping habit 


letermined, the store will be within 2 


blocks of giant Sears shopping center, 


within 10 blocks of 645 new homes, 
within 100 feet of a $1,000,000 movie 
Figured into plans, too, was 
Geary Boulevard’s position as merging 
point for San Francisco bound auto 
trafic from wealthy San Mateo and 


house. 


Marin Counties. 
Store Features 
Named for the home, designed to 


equip the home, operated to serve 
home people—The American Home 
\ppliance Company’s management 
views the family unit as the most valu 
able prospects for appliances, radios, 
records and giftwares. To reach this 
family unit, The American Home is 
providing: 1. Location—not more than 
ten minutes from any home in the area 
ntensively sold, plus ample parking 
facilities; 2. Convenience—shopping 
hours, noon to 9 PM to permit, foster 
after-work and after dinner visits by 
family groups including the man (long 
forgotten in wunion-controlled, short 


Pro ecting from the rear of the store, but 
visible from outside, is the record sales 
counter, flanked by four 4 x 6 foot glass en- 
closed listening booths. Glass counters 
carry record playing accessories, latest books 
on records and music. 





radios, records and giftwares. In new, con- 


day, one-night-a-week hours of down- 
town stores) ;. 3. 
trained, 


Personnel—cultured, 
efficient, steadily-emploved 
people who can add the personal touch 
to business; 4. Quality merchandise— 
variety and quality equalled but un- 
surpassed downtown; 5. Shopping 
atmosphere—modeled after downtown, 
up-to-date department with 
ample floor space, lounge areas for 
resting, 


stores, 


for family consultations, for 

























relaxation during demonstrations. All 
help to reach the family unit. 


Added Attractions 


features 
piping soft 
radio programs 


Additional merchandising 
public address system 
music or important 


through the store and from the mar- 
quee to passing traffic and window 
visiting 
every- 


shoppers — auditorium for 


lecturers, education programs, 



















Model kitchen, with electric and 
plumbing connected, uses left rear 
corner of store, opens to wide area so 
it can be used for demonstrations. 
Cabinets are by American Central, 
refrigerator and range (later) by 
Norge, freezer by Revco. 


Designed for comfortable, family style 
appliance shopping. The Frigidaire 
display is housed in ample area under 
modern, California-type decorative 
arbor which conceals reflector spot- 
lights. 


thing except kitchen demonstrations 
which take over model kitchen on the 
floor—fully-equipped service depart- 
ment for all appliances, to back up 
every sale—postsale visits to customers 
to check on satisfactory operation of 
the appliances, to offer close attention 
to their personal needs. 

Department by department, or as 
a whole, The American Home store 

(Continued on page 88) 
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Mrs May Klock. home economics 4 rector 


wraps salmon steaks for freezing 


City Light, Seattle 


. Seattle 
GOES For 








& 


Jane Bronson, nutritionist for the Washington State Dairy 


Council, cuts a pie which has been frozen. 








Here is a demonstration of home freezing of dairy products in a summer series of home freezing programs at City Light Au- 
Doing the work are Miss Jane Bronson, nutritionist, Washington State Dairy Council, and Mrs. May 


ditorium, Seattle, Wash. 
Klock, home economics director of City Light. 
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Cooperative manufac- 
turer-utility-dealer pro- 
gram educates custom- 
ers in frozen food tech- 
niques for lockers and 
home units 


’ TARTING from a business which 
.J catered principally to the needs of 
sportsmen, the frozen food locker 
business has widened to include many 
elements of the population. In the 
Pacific Northwest, cheap electric 
power has served to put freezing ona 
par with canning so far as economy 
is concerned. Mrs. May Klock, home 
service director of Seattle City Light, 
noticed a marked increase in the num- 
ber of inquiries in regard to the prep- 
aration of food for freezing and its 
later use. Somewhat to her dismay, 
these questions frequently revealed 
complete ignorance of sound practice 
Many a housewife rented a_ locker 
without first learning anything about 
its use and proceeded to thrust a newly 
purchased chicken inside without even 
bothering to remove its feathers. But- 
ter was being stored in the packages 
in which it was bought from the store 
This meant trouble ahead for all con- 
cerned. For unsatisfactory 
would mean | 


results 
bad instead of good 
vertising and would certainly mean ¢ 
set back to the whole program 
apparent that instruction 
the public in the principles of hor 


becan e 


treezing practice was an urgent neces 
Sity. 


Frigidaire Distributor Active 


In Seattle, the Sunset Electric Co 
distributors for Frigidaire equipment 
was already making good use of t 
company’s full-color sound film “Kee; 
It Frozen” to prepare the ground | 
the time when their freezer equipment 
might be available. The film was 
offered to women’s clubs, parent- 
teacher organizations, garden clubs 
granges and other organizations. The 
usual procedure was to provide the 
film, together with the services o 
Frigidaire district representative or 4 
member of a local Frigidaire dealer's 
organization to operate the film. In 
addition, a home economist from one 
of the electric utilities would supple 
ment the film by discussing proper 
packaging and by giving an actual 
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By CLOTILDE GRUNSKY 


OME FREEZING 


demonstration of the type of frozen 
food containers and packing material 
best suited for each type of the foods 
selected for freezing. Frigidaire book- 
lets on home freezing would be dis- 
tributed at the each such 
program. If the program were given 
before a private club or organization, 
a period was provided for answering 
product questions by the dealer who 
presented the film. If before a high 
school or university home economics 
class, the product question period was 
omitted and the only product identifi- 
cation was that of the film itself and 
the booklet distributed. Frigidaire 
dealers participating in such programs 
paid a nominal charge for the litera- 
ture which bore the imprint of their 


store, 


close of 


Utility Takes Interest 
Several dealers ordered prints of the 
film and with their own or rented pro- 
jectors continued showings in 
retail trading areas. In the 
and Tacoma areas, 


their 
Seattle 
the film was shown 
a total of approximately 400 times to 
groups averaging 
a rural Washington 
Frigidaire dealers 
about 40 times during 


th 


30 persons each. In 
county, two 
film 


i period of about 


showed the 


ree months. These programs served 
to fill a 
, 

when 
= 


definite void in that period 
available 
iderable 


leale rs be 


merchandise was not 
lealer had con 
Later 


came busier and had less time for 


when the 

hands 
t 

such promotions Furthermore the 

for showings die lown as 


more and more clubs were added to the 


It was at this point that Mrs 


Klock 
expressed her interest in producing a 
*h would stress 

Her earlier 
Frigidaire pro- 
inquire as to the 
availability of this film, with the result 
that the Sunset Electric gladly cooper- 


series of programs whi 


frozen food preservation. 


participation in the 


grams led her to 


ated in the course outlined. 
eration of all dealers in 
Seattle well as the 
proprietors of locker plants in the city. 
Originally it was hoped that the own- 
ers of such plants would be glad to 
send notice of the program to their 
various locker renters, but it was 
found that they could not always be 
counted upon to take this trouble. 
Later it was found more effective to 
place a notice of the weekly meetings 
on each locker, so that the renter 
might see it when utilizing his locker 
Postcards were sent out by City Light 
to the list of names secured from the 


The coop- 
Frigidaire 


was solicited, as 
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locker plants. Dealers who sold home 
and all Frigidaire dealers 
were given postcards to send to their 
former customers and to prospective 
buyers. 


freezers 


To secure adequate general 
publicity, the cooperation of Seattle 
Times’ Dorothy Neighbors Depart- 
ment was obtained and a portion of 
each program was provided for a pack- 
aging talk by a representative of the 
newspaper. Dealers also utilized 
counter and show cards and made 
prominent mention of the classes in 
their own advertising, as well as using 
telephone invitations to customers. 
The program was designed to cover 
eight weeks during the summer 
months. Usually a guest home econ- 
omist from some one of the local in- 
dustries—flour, dairy products, meat, 
etc.—was invited to participate in the 
program. This not only gave a 
variety of interest to the meeting, but 
in a sense helped to educate the guests 
themselves in the possibilities of home 
freezing in their specific field. 
Attendance has been excellent. The 
conscientious effort made to cover the 
field of now 
freezer lockers or home 


entire those utilizing 
freezers has 
1udience 


resulted in an made up of 


those who genuinely wish information 
Dealers 


freezers in stock are utilizing the pro- 


on the subject who have 
gram as a means of educating pros- 
pects and new purchasers. Those who 
have as yet no equipment to sell are 


realizing the merchandising possibility 


represented by a group educated in 
proper methods who will be ready 
for purchasing as soon as appliances 
are available. The utility is glad 
to be able to meet the obligation 


created by the obvious need of their 
customers, 


Use Education: Important 


In a sense this is all new ground. 
Seattle has demonstrated: first, that 
the frozen food idea has a big future. 
It has already passed the first hurdle 
and the public seems to have accepted 
the idea and is ready to go ahead. 
Second, it has shown quite clearly that 
it is not safe to go ahead without con- 
siderable education as to proper meth- 
ods of use. If this home frozen food 
idea is not approached correctly there 
can be a lot of harm done. Manufac- 
turer, utility and dealer must all com- 
bine to educate the housewife in how 
to prepare foods for freezing, what 
foods to freeze, and how to make use 
of them when removed from the locker 
or freezer. Seattle is doing just this. 
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A. J. Kohler, head of the major appliance department of Frederick and Nelson, and his 
home economist give one of the 100 cu. ft. boxes the once over. 


Frederick & Nelson sells walk-in 
units and smaller models by the car- 


load to department store customers 


7 4 i. . - o 
| HE home freezer is one appliance 


which was sold to the public be- 
fore it was even on the market. This 
is not to be too strictly interpreted, 
of course, for there were some home 
freezers on the market before the war, 
but in effect it is true that the desire 
to possess a home freezer was engen- 
dered during the war in the hearts of 
many housewives who had no more 
acquaintance with the appliance than 
is to be obtained from using a package 
of frozen peas occasionally for a com- 
pany dinner. When survey 
poll questioners came to the front door, 
these women signified their intention 
of investing in a home freezer as soon 
as they could be obtained. The elec- 
trical industry, from manufacturer to 
dealer, is greatly interested in know- 
ing just how genuine this demand for 
freezers really is. Face to face with 
the available appliance—and with the 
price tag—will Mrs. Public really buy ? 
There have been a number of straws 
in the wind which would seem to indi- 


post-war 


cate that the selling pr had not 


completed as 


licated. Occa 


ocess 


: 
been quite so thoroughly 


first impressions 


sional shipments to department or 
furniture stores have been presented 
with considerable fanfare, which ha 
resulted in one, or perhaps two sales 
In particular the manufacturers have 


experimented here and there by ship- 


ping out full quot: 
one community just to see the 
public’s reaction would be. For the 
most part, there has been no rush to 
purchase. The ] 
interest—yes, but 
sold. 

Well, there is one town at least 
which 


S ot treezers to some 


what 


wublic has shown an 


1 


they still have to be 


through the 
preliminary stages of hesitancy in re- 
gard to home and 
apparently, has accepted them fully. 
Seattle, Wash., was one of the first 
communities in the country where the 
freezer locker became an important 
factor in household living. The Pacific 


(Continued on page 78) 


has already gone 


freezers which, 
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place and goes all out in modernization . .. Sales and service still rule the roost 






























ABOVE 


Part of the washer and small appliance 
repair shop. These men are apprentice 
G.I's being trained by the store 


RIGHT 


Here you see Brandt's handsome new 
front. Note absence of wide posts which 
would break up display area 
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HE experience of 23 years in 
electrical merchandising, com- 
bined with service “know-how” 
accumulated during World War II 
has guided Brandt Electric Co. in 
setting up a new downtown store at 
904 Pine St., St. Louis. 

For more than fifteen years the 
largest electrical retail house in St. 
Louis, Brandt Electric was founded 
in-1888 as the old Frank Adams Elec- 
tric Co., selling at the outset electric 
light bulbs, “new fangled” electric 
motors coming on the market, etc. 
Among the employes was Arthur 
Brandt, office boy, who displayed such 
interest in electrical equipment for 
the home that pioneer merchant Frank 
Adams promoted him to a salesman, 
and later on to sales manager. In 
1924 when Mr. Adams retired, Arthur 
Brandt took over the company, moved 
to better quarters a block off St. Louis’ 
busiest downtown street, and changed 
the name to Brandt Electric Company, 
which has been the title ever since. 

The narrow, gloomy old store has 


: 
> 
t 
¢ 


BRANDT Branches Out 


One of the oldest and largest retail electrical stores in St. Louis opens a new 


set national sales records during the 
past 23 years. At the outset, Mr. 
3randt had three salespeople and five 
service mechanics, and sold only five 
lines of appliances. In 1941, before 
Pearl Harbor, the company carried 
65 employees on its payroll, and was 
franchised to sell every electrical prod- 
uct from toy electric trains to console 
radio phonographs. Brandt pioneered 
time payment plans in selling home ap- 
pliances years before the practice was 
adopted by other merchants, and due to 
service merchandising, was among the 
nation’s largest dealers in radios in 
the 1930’s. Separate departments grew 
up for vacuum sweepers, lamps, small 
appliances, new and used refrigerators, 
washing machines and ranges, a huge 
volume of electrical accessories and 
fan sales, etc. 


Service Means Success 


Mrs. Viola Brown, who has been 
with the firm for 21 years and is now 
general store manager, credits the suc- 
cess of the Brandt organization en- 
tirely to service. Before present re- 
modelling of the new store was begun, 
service shops spread over the entire 
upper floors, filling every inch of 
available space, with lathes, drill 
presses, paint spray shops, electrical 
shops and parts rooms sprawling in 
the corners. Brandt Electric adopted 
the simple policy of selling nothing 
which it could not service, a theory 
which resulted in the employment of 
25 full-time mechanics and the sale of 
something like 500 washing machines 
a month in new and used categories 
Brandt Electric Company could com- 
pletely rebuild any washing machine 
manufactured for resale or for a flat 
price to the owner, and put 2800 of 
them through the shops in 1941. A 
huge parts inventory amounting to 
more than $7,000 in washing machine 
components was maintained at all 
times, and the mechanics staff included 
three or four specialists on every 
washing machine line. 

War, of course, knocked sales out 





of the picture, but Brandt’s smoothly- 
operating service departments proved 
profitable enough to pay the overhead 
nicely. Due to foresight in buying; 
the huge volume of parts always 0 
order, good credit rating, etc., Brandt’ 
was able to maintain a full stock 0 
parts for all electric appliances, anq 
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By ROBERT LATIMER 


discounted rates to take on the work 
of other dealers strapped for help or 
equipment. What parts could not be 
obtained Brandt mechanics machined 
from raw metal stock, up to and in- 
cluding gears for washing machines, 
compressor pistons, etc. 


Whole Store Remodeled 


Now looking ahead to a bright 
future in combination sales and serv- 
ice merchandising, Brandt Electric 
Company has spent $14,000 on re- 
modeling the ancient store into a 
modern, departmentalized retail oper- 


ation. Still in the same location, the 
new store consists of a_ brightly- 
lighted retail sales floor split into 


eight departments, a mezzanine bal- 
cony for offices and a private vacuum 
sweeper showroom, and a second floor 
shop which at long last consolidates all 
service operations into a single large 
room. New “slimline” fluorescent 
lighting has been installed throughout 
to maintain 50 footcandles over the 
entire store. On the retail salesfloor, 
an incandescent spot is set every ten 
feet along the fluorescent fixtures to 
spotlight small appliances, major ap- 
pliances, lamps, radios and electrical 
small items in various departments. 
The color scheme is blue and white, 
with a polished rubber-tile floor. Win- 
dows are “postless” types, to make 
the entire store interior “the display 
window.” As pictured, the main aisle 
and in fact all departments converge 
on to a center oval cashier’s stand, 
which is also a wrapping desk, receiv- 
ing station for small appliance repairs, 
and telephone solicitation desk. The 
various retail departments radiate 
from this center station conveniently, 
so that a prospect for any item can be 
quickly directed to the proper display. 


Appliances Departmentalized 


Franchised with almost every lead- 
ing national brand of major’and small 
appliances, Brandt’s is making the 
most of “departmentalizing” in the 
retail side of its future. In the center, 
for example, eight pastel blue and 
white box-type tables are devoted to 
| cords, light bulbs, repair kits, 


lags 
plugs, 


switches, conduit, and general small 
electric items. For these “traffic 
builders” Brandt’s invested in tables 


built by Adcraft Company, St. Louis, 
and distributed through Graybar Elec- 
tric. The tops of the tables contain 
from 200 to 450 partitions, all of which 
break down into larger or smaller 
units by removal or insertion of trays 
or partition strips, so that it is possible 
to “make the fixtures fit the mer- 
chandise” in displaying any small item 
of any size. If necessary, the entire 
table tops may be lifted off, providing 
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a flat surface for small appliances, 
sale merchandise, etc. 

On the left are separate departments 
for ranges, washing machines, re- 
frigerators and deep freezers, near 
the windows where the entire lineup is 
visible from the street. Under the 
mezzanine backing this up is a com- 
plete all-electric G-E model kitchen, 
making the most of the enclosed space. 

On the opposite side, Mr. Brandt 
has laid out separated shops for small 
appliances, makers, portable 
lamps for the home, to electric trains, 
fans, and home laundry equipment. 
The under-mezzanine space behind is 
devoted to a model laundry with auto- 
matic home two brands, 
ironers, extractors, and allied equip- 
ment. Vacuum cleaners are sold sep- 
arately on the mezzanine balcony over 
the washing machine department, 
where in comparative privacy, they 
may be demonstrated on a stack of 
small carpet samples kept at hand. 
Everywhere, concentrated light from 
the overhead spots makes specific ap- 
pliances stand out. 


coffee 


washers of 


G. |. Sales Training 


Brandt’s intends to return to credit 
selling as rapidly as possible. “We 
realize that the expense of operating a 
credit department is consistently high,” 
Mrs. Brown indicated, “but at the 
same time, that it makes it possible 
for us to sell new and used appliances 
and even service work to people who 
otherwise cannot buy. Our total credit 
losses over ten years were less than 
1%, a sufficiently encouraging average 
which leads us to believe in liberal 
credit selling.” 

Three ex-servicemen are being 
trained as salesmen under the G. I. 
sill of Rights, in addition to the five 
veteran salespeople who stuck loyally 
to Brandt’s through the lean war 
years. The fact that the Veteran’s Ad- 
ministration unhesitatingly okayed this 
sales training is eloquent testimony 
to the Brandt reputation in the elec- 
trical field. 
undergoing 


more ex-Gl’s are 

training in the 
shops upstairs, where they are learn- 
ing specialized appliance overhaul 
work under on-the-job Bill of Rights 
provision. 

Although the retail setup is one of 
the most impressive in the midwest, 
service will still be Brandt Electric 
Company’s mainstay, according to 
Mrs. Brown. “As before the war, our 
new shop will concentrate on washing 
machines first, small appliances sec- 
ond, and refrigeration, motors and 
general electrical items in that order,” 
she explained. “We have decided to 
adhere to the estimate system of un- 

(Continued on page 64) 


Seven 


similar 


1946 














lroners, irons and other appliances are constantly being demonstrated around the cashier's 
station in the center of the Brandt store. 








These flexible fixtures permit a variety of display ideas. 
appliances encloses the refrigerator department. 


Note how the rail of small 
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s Dem The advice of the State Extension Service of Alabama 











> at Auburn, has converted many an Alabama farm such as this one, into a stream- 





Polytechnic Institute 





lined, efficient place. This farm, using the wiring plan suggested by the exten- 
sion service, is a model of proper night lighting and electric use on the farm. 
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Typical of the many Alabama farm wives who have 
supplanted the old wood-burning stove with a new 
electric range is Mrs. Grady Yancey, of Lauder- 
dale County, who for years has received the bene- 
fit of advice from the State Extension Service. 











A proud Alabama farm wife shows her electric 
refrigerator to a county demonstration agent. (The 
bananas, you note, are not kept in the refrigerator. 
She seems to have been listening to the radio.) 
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Gone is the washday drudgery from hundreds of 
Alabama farm homes, following the adoption of 
electrical plans sponsored by the state extension 
service of the Alabama Polytechnic Institute. Here 
a farm wife tries out her new washing machine. 








Woodworking in a farm carpentry shop is made 
with the use of all modern power driven machines 
such as shown here in the shop of A. C. Whatley, 
Lee County, Ala., farmer. 
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Convenience outlets for radio, floor lamps and 
smaller appliances are stressed in the wiring plans 
formulated by the state extension service of Ala- 
bama Polytechnic Institute. Thousands of farmers 
in the state now follow these plans. 








Clarence Murphy shows running water at his barn. 
It is pumped through pipes, installed by Mr. 
Murphy, to the barn from an electric pump near 


the house. 
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The fundamentals of home and 
farm use of electricity are being 
brought to Alabama's ruralists 
through a cooperative program 
of the Alabama Power Co. and 
the State Extension Service of 
Alabama Polytechnic Institute... 
$20,000,000 power expansion 
program now under way 


LREADY famous as a producer 

l of football teams, iron and steel, 

politicians and cotton, the state 

of Alabama, within the next three 

years, expects to lead the South in 
electrical living. 

According to the latest reports the 
Alabama Power Co. will spend $8,000,- 
000 to build 6,500 miles of new rural 
lines to serve 30,000 customers and to 
connect 7,500 new rural customers with 
short taps to its existing lines. Rural 
Electrification cooperatives propose, 
within this time, to build new lines to 
serve an estimated 42,700 rural cus- 
tomers. The program will cost an esti- 
mated $10,000,000 for distribution lines 
and $2,000,000 for the improvement 
and expansion of existing electric sys- 
tems. 


Set for Increase 


with this enormous increase 
in electrical living, the State Extension 
Service at Alabama Polytechnic In- 
stitute has made an intense study of 
the program and, according to Miss 
Elizabeth Forney, state home demon- 


Faced 


stration agent, is ready for it. 

“Our fi and attention is 
given to planned wiring,” Miss Forney 
says. “We are working jointly with 
the Alabama Power Co. and through 
home demonstration clubs all over the 
State to carry out this program. Giv- 
ing full attention to the program at 
present are 67 home demonstration 
agents, about 40 assistants, one home 
Management specialist and one home 


hrst 


concert 
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furnishing specialist. It is our hope 
that thousands more Alabama farm 
homes will be well prepared for the 
full use of electricity when the 
lines are placed in use.” 


new 


Systematic Steps 


This gospel of wiring preached by 
the extension service is done by 
pointing out systematic steps farmers 
may take, according to Miss Forney. 
A county demonstration agent may call 
on a farm family and suggest the fol- 
lowing steps. First, the entire family 
should discuss ways that electricity can 
be used on the farm. Then a decision 
should be made as to what equipment 
to install at first, keeping in mind those 
that will help most. A _ plan 
should be drawn up for future addition 
of appliances, after which the number 
of outlets needed can be determined 
ind the location of equipment decided. 

“The agent stresses 
the need for adequate wiring, explains 
low and high voltage, the handiness of 


uses 


demonstration 


convenience outlets, and sounds a 
warning against a cheap wire job,” 
says Miss Forney. “These are rudi- 


mentary steps but they serve the pur- 
preparing the 


pose of farmer to get 


his electric 


the greatest benefit 
system, and convey a certain amount 
of enthusiasm to him through anticipa 
tion.” 

Step by step the instruction proceeds. 
The home comes first. Beginning with 
the living room, advice is given on the 
placement and building of lighting 
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L. O. Brackeen, agricultural extension edi- 
tor of Alabama Polytechnic Institute, who 
has been a big factor in publicizing the 
extension department's program for elec- 
trical living in Alabama. 


Miss Elizabeth Forney, state home de- 
monstration agent of the Alabama Poly- 
technic Institute, has brought an effi- 
cient wiring plan to thousands of new 
rural electric users throughout the state. 











Elimination of 
shadows, arrangement of furniture and 


centers. glare and 
and 
planned thoroughly, since the demon- 
strators know that the livi i 


well colorings are all discussed 


living 
+ 
tl 


he house 


room 18 
the most important one in 
from a lighting point 

“The kitchen is the farm 
workshop,” Miss Forney points out. 
“Tt should be planned for economy and 


of view. 


woman’s 


convenience and this is what we stress. 
The refrigerator, range, iron and other 
smaller electrical have 
earned a place in the farm kitchen and 


our advice calls for carefully planned 


appliances 


convenience outlets.” 

Special separate outlets are advised 
where a range or water 
used and additional lighting for work 
usually by bracket 
lights mounted above eye level. 

Moving on to the dining room, Miss 


heater is to be 


areas is stressed, 


Forney explains that this room is 
therefore a favorite place for the chil- 
dren to study or play games while the 
head of the house reads and mother 
crochets, sews or darns socks. Con- 
venience outlets are recommended for 
floor lamps, radio and fans, as well as 
lighting. 

The bedroom wiring plan emphasizes 
comfort. Miss Forney 
tor reading dresser 
radio, fan and heating | 

as well as full room lighting 
lighting. 

Bathroom, laundry, porch and hall 
can be utilized and enjoyed to the 
fullest extent, Miss Forney points out, 
if wired adequately for proper use. 

So complete is the wiring program 
suggested by the Alabama farm ex- 
tension group, it extends to the yard, 


(Continued on page 92) 


for 


outlets 
lamps, 
ad are advised, 


ind closet 


Says 


lamps, 
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Combinations Need Special Attention 


Before radio-phonographs start arriving in vol- 











“ HE dealer who mixes up his ume, make plans for displaying and selling them fortable “salon” is being built. Abou B gp 
mbinations with all his other P 20 by 20 feet, neat, attractive, but not 
ind doesn’t set up it to get full profit from this great sales opportunity, expensive, this room is to be the dem. § BF 
the beginning to put special selling . onstration room for the expensive Ci 
effort nd radio-phonographs 1s says W. B. Ashworth of Salt Lake City, Utah. models of radio phonographs. 
going t the most profitable op “You've got to do this if you wan — ra 
portunity dealet ve had since the to sell this specialized market,” Ash- bu 
c the A-( ivs W. B worth explains. “You are dealing with 
\ nag Royle’s Radio an entirely different group. You are th 
al Ss Salt Lake City asking someone to invest from $400 t 
Ut $1500 in a musical instrument. Wher fie 
doesn’t intend to miss this you do that you are obligated to pro- 
profitable opportunity For a_ long vide them with adequate facilities for 
time, it operation with the owners making a good selection. That means 
of the store, he has been working out that your high-priced radio-phono- 
a plan for post-war merchandising of graphs should be displayed in priva 
buil : am | . Bay i a wae Must Be Able to Listen _ 
volume for these instruments, but ‘As you are asking these customers , 
vould at the same time create a to pay a high price for a combinatio i 
ge, profitable and lasting market because of its high-fidelity qualities bal 
graph records for one thing, you must provide the all 
with a listening room that is reason- ood 
ably sound-proof. In most instances ' 
your prospects are going to know asf... 
much or more about high-fidelity than § ), ., 
you or your salesman. Anyway, the ant 
want to decide for themselves and the iat 
expect quarters where the instrument ore 
Each of these groupings is being won't be drowned out by the noise « all 
located at Rovle’s where it will get your display floor or the sounds fron \ 
maximum attention and interest from the street. You 
the particular group to which it ap “There are a couple of points that® ;., 
peals. The table-model radio-phono must be emphasized about the furnish-F 
graphs as well as record players are Table model radio-phonographs are practically traffic items, says W. B. Ashworth, ing and decoration of the listening§ ._.. 
spotted on and around the record sales hua on or adjacent to the record counter which Mrs. room,” Ashworth says. “To help sell im 
counter. Here they meet the constant high-quality’ radio-phonographs, thef p;, 
gaze of the transient buyers of popu dealer will be wise to create a living-f 
lar musi room or lounge effect. We must re- the 
“As the young people are interested That they are items which are window chance to sell-up. This is the chief ember that the average person who ead 
in records, and the equipment to play hopped from store to store; 3. That a reason for mixing up the combinations — pyys these sets lives in a nice home ig 
them, for amusement only, these low- large part of the market for these sets with the straight radio consoles on They anticipate being comfortable rend 
priced, easily handled players are ideal results from the work of the salesman the floor. We all know that the their living room while they listen to dica 
for them and are the only ones suited on the floor, selling-up the prospects public is getting more phonograph good music. The closer the dealer lie 
heir purses,” says Ashworth, “and who came in to look at straight radio conscious every day. Many people comes to creating the same home-like is 
ing the table and portable models onsoles decided during the war that they atmosphere the more he makes the 
near or on the counter is done for two lo meet the price angle,” Ash- would buy a radio-phonograph. But prospect visualize the use of this musi- 46) 
reasot Naturally. because of their vorth says, “we must have the middle- there are many—thousands for each  ¢al instrument in his home. ball: 
ize the the onlv ones that can be priced combinations on the floor in  dealer—who have not decided on a %. 
Sacated there And. also. the voung 1 spot where they are accessible to combination. They are going to go Decoration a Problem poe 
people are fickle record customers. treet traffic so that curious, price- into radio stores and ask to see a new “Then, there’s the decoration. This ey 
They wen’t yet developed strong inded prospects can come in and console radio. From that point on itis will always present a problem. One 
preferences in store You have to ook at the price tags, and feel that up to the salesman to sell them on of the features of these high-priced 
exp them to your stock when they they can do it without having to ask the few extra dollars that a new radio combinations is the furniture quality 
come in—appeal to their youthful i: vhere the sets are located or have to phonograph will cost them. In our of the cabinets, in a variety of styles 
pulse right then. For this large group _ listen to a salesman. Once they have _ store, these radio seekers will find the to suit the period in which the pur- 
Oo ist 1 the table model rad itisfied the elves about price, they middle priced combinations displayed chaser’s home has been designed. Cer- 
p! I rd players are b nal the regular way side by side with the radios. The sales- tainly you can’t sell a home owner 
practically traff ter ind they [he main thing is to get them into the | man will not have to take the prospects on the beauty of a Regency cabinet if 
have to | ndled a ich to build tor elsewhere in the store—he will have you display it on an asphalt-tile floor 
a profitable volume.” Phi arrangement takes pretty the combinations right there to demon against a plasterboard wall. The 
od ire % the window-shoppers, strate.” dealer has ave his listening room 
Mite red ont hye gn recclerpilpebort i 
‘i eR, ar) Ee eee wae? eS Ber ried window d nay Selling High-Fidelity, at High Price wigs Pepe 3 Z gaelic 
production-type o ynsole ictive and varied window display the prospect appreciate the beauty 0! 
combi the ones normally as well as a floor display. With these lhe third group of radio-phono the cabinets and make him want t 
priced under $300—get a completely middle-priced console combinations graph combinations, the high-fidelity, have one as part of his living roon 
different treatment at Royle’s. They you've got to out-appeal, out-promote high-priced musical instruments which “The problem is in decorating s0 
are considered the competitive items in ind out-salesman the other dealers on appeal to a limited but well-financed that the various styles will not clash 
the : phonograph field Three your street Chis middle-price com- market, get a completely different sales | with each other and with the period of 
factors are considered: 1. That these bination is still and will continue to treatment at Royle’s. the room. This has to be worked out 
middle-priced console combinations be the very competitive item we strug On the mezzanine, secluded from by the individual dealer depending on 
are usually purchased with price very gled with just before the war. the store’s appliance, radio and record ‘the size of the room, the shape, the 
much in the mind of the prospect; 2 “Now—for the third factor, the departments, a soundproofed, com- number of cabinets displayed, etc.” 
ELE 
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YDISING 


It is showmanship in adver- 
tising and the carnival 
spirit in merchandising that 
brings prospects to Tommy 
Crosson's appliance and 
radio store in Los Angeles, 
but it is personal attention 
that makes regular, satis- 
fied customers of them. 


t Dna gets high-pressured 
N into buying appliances any 
more than the people who live 
the trading area served by Platt’s 
lio Store, 8451 Vermont Ave., 
Angeles. Tommy Crosson, the 
vner-manager, is an expert at using 
ballyhoo, showmanship, and what he 
ills the “carnival spirit” in selling 
radios and appliances. 

And, at the same time, nobody gets 
ore value for his money, more 
lasting personal service, more guar- 
antees and free than these 
people who buy at Tommy’s large, 
prosperous neighborhood 
radio and music store. 

You wouldn’t think it of Tommy. 
Young, neat, dapper, cultured—look- 
ing like a junior executive in a bank 
—nevertheless, Tommy is one of the 
most promotion minded dealers in a 
very promotion-minded Los Angeles. 
Right now he is oiling his advertising- 
promotion machine to get ready for 
the hot competitive period which he 
expects to arrive as soon as backlogs 
are filled. The story of his selling 
methods is largely pre-war, but in- 
licative of the sales ideas he soon will 
have in operation. 


service 


appliance, 


Carnival Spirit 
“We get a customer the first time by 
ballyhoo. We splurge on newspaper 
space, make a ‘special’ out of almost 
everything—get the people so hepped- 
up about the bargains that we are 


a. be 
@\\ 
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offering that they don’t feel right if 


they don’t buy something. We stage 
promotions with personality. We use 
showmanship, glamor—we put the 


carnival spirit into appliance selling. 


\nd the neighborhood loves it,” 
Crosson explains. 
“But don’t get us wrong. We are 


not hoodwinking a bunch of transients 


into buying junk. We are selling 
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High 





quality merchandise at list price to a 


group of people who are going to live 


around here for a long time. If they 
didn’t buy from us a second, third and 
fourth time, we would have to close 
up. We the cus- 
tomers get their full money’s worth 
of appliances. 


stage a show, but 


“And not only that—from us they 
get personal attention, easy credit, a 


Crosson lines the route from door to record 
department with sample radio phonograph 
combinations at the right, portable and table 
model phonographs and combinations at 
the left, rear. 


Through the windows of Crosson's enlarged 
post-war store, viewers get a mass effect of 
refrigerators and washers, feel they have 
plenty to choose from, that one there must 
fit their needs and purses. 


my" 





Tommy Crosson, left, comes onto the floor 
to help customer who has asked "to see Tom- 
about the wonderful “buys in table 
model radios which he advertised the night 
before in the neighborhood newspaper. 


guarantee on everything. We follow 
up every sale, keep in close touch with 
our customers. We keep our cus- 
tomers happy, and we keep our cus- 


tomers.” 
Advertising 


Tommy is advertising-minded. 

Using the neighborhood newspapers 
which have a large circulation, intense 
readership in sprawling Los Angeles, 
Crosson makes a splurge with every 
advertisement. Usually in full-page 
space, he plays his full hand—*Bar- 
gains, See for Yourself’, introduces 
one page—“Look At These Buys”, 
prefaces another—“Today’s Most Sen- 
sational Buy” headlines a third. 

As modesty is never a virtue in, ap- 
pliance selling, Tommy avoids it. 
“Largest Stock of Radios In the 
Southwest” says one advertisement; 
“Largest, Most Complete Repair Shop 
in Southwest Los Angeles”, says an- 
other; “Largest and Most Complete 
Record Shop in Southwest Los An- 
geles” is tied in with ‘$25,000 Stock 
of Phonograph Records” to show his 
neighborhood that there is no reason 
to go elsewhere to buy discs. Advertis- 
ing a “$10,000 Stock of Repair Parts” 
and “5 Expert Service Men to Serve 
You” is only part of the promotion 
that has brought Platt’s Radio Store 
a $5,000 a month gross revenue from 
its service department. 

Tommy doesn’t believe in hiding the 
advertised appliances behind the fold 
newspaper. When you “Look 
at this Buy” you see an 8} by 54 inch 
And, on 
another full page, “The Most Sensa- 
tional Buy” is a refrigerator pictured 
in 8 by 9 inch size. This is department 
store technique which, incidentally, 


in the 


ph to of the radio console. 


(Continued on page 82 
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A wooden rack with clamps on each end is used to 5 The center section of the glass wool insulation is lifted The thermostat may then be lifted out. When replace- 

hold the inverted roaster in place so as to protect the off. Glass wool is an exceptionally fine insulator, but ment of the thermostat is the only repair operation 
edges of the heating well from chipping or scratching; also for one unaccustomed, it may cause some discomfort due required, this completes that procedure and a new thermo- 
to grip the body securely in position while the body of to scratching or irritation to the skin. Therefore, rubber stat may be inserted and attached in the reverse order 
the roaster is removed for service. gloves are recommended. 








The clamps catch the handles of the inverted roaster The set screw in the thermostat dial is removed to 7} For removal of the heating well, the balance of the 
These particular clamps were taken from the hood of release the thermostat shaft. This set screw is small, bottom glass wool should be removed, again using 
an old automobile. so a sewing machine screwdriver is recommended. rubber gloves. 





The four bottom bolts and washers which fasten the 7 The screws which attach the lead wires to the thermo- 1 The lead wires may be disconnected from the ter- 
roaster bottom in place are removed with an ordinary stat are removed by means of an ordinary screwdriver. minal pins by means of an ordinary wrench. This 
screwdriver There are two of these which are lifted out. disconnects the heating well from the body. 





posit 





After the bottom bolts are out, the roaster bottom is The thermostat is held in position by brackets on both Tt The lead wires may be removed from the termina! 
lifted off and set aside, allowing access to interior. ends held by screws. connections simply by lifting off. 
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JROASTERS 


Nesco names four 


jobs— 
from major disassembling to 


one of minor replacement. 





Previous Service Articles 


HIS is one of the series of “how to" service articles on specific 

makes of electrical appliances. These step-by-step operation 
instructions are prepared by Electrical Merchandising, in cooperation 
with the manufacturers, and carefully checked for accuracy. Already 
published are similar service articles on the following makes of appli- 
ances: Westinghouse irons (February, 1941); ranges (August, 1943); 
Maytag washers (April and September, !942); Knapp-Monarch 
1942); Premier vacuum cleaners (November 
1942); Simplex ironers (March, |943); Speed Queen washers (March, 


toasters {November 


replace- 1943): wringers (June, !943): lronrite ironers (April, |943); General 
wat Electric and Hotpoint irons (April, |943): General Electric washers 
nga (May, 1943); refrigerators, Type CA (October, 1943); Blackstone 


ironer (May, |943]; wringers (Seotember, |943); Universal irons (May 
1943); percolators (October, 1943); toasters 
1944): ranges (August, 1944); 
waffle irons (December, |944): Lovell wringers (June, |943): Hotpoint 


1943): washers (July 

(November, 1943): cleaners (Apri 

ranges (June, !943): Apex washers and ironers (July, i943); Eas 
g Pp 


washers and ironers (August, 1943); Chromalox electric range units 





September, | 943); Thor washers (September 
tors (November, 1943); 


943]: Norge refrigera- 
Bendix washers (November, |943); Gibson 
refrigerators (December, |943]; Telechron clocks (February, 1944}; 
Dexter washers (March and April, 1944); Motorola radios (March 
1944); ABC washers (April, 1944); 1900 washers (May, !944); Crosley 
refrigerators (June, 1944); Automatic Laundry Queen washers (July, 
|944); Frigidaire refrigerators; Frigidaire ranges (September, |944 
Horton ironers, washers (October, |944); Electromaster ranges (No- 
vember, 1944); Kelvinator refrigerators (February, 1945); Wilcox-Gay 
record changers (March, 1945); Hamilton-Beach mixers (April, 1945); 
Sunbeam Mixmaster (June, 1945); Emerson Electric fans (July, 1945): 
Voss washers (August, |945); Wilcox-Gay changers (September, | 945); 
Admiral changers (October, 1945); Tuttle & Kift range elements 
November, 1945); Estate ranges (February, 1946); Briggs & Stratton 
gas washer engines (March, |!946); ABC spinner washers (August, 
1946): Handyhot portable washers (September, |946]; Universal 
mixers (October, | 946). 














ce of the 


jain using 


13 The body is now ready for removal so it is neces- 
sary to release the two clamps which are holding the 
handles securely to the wooden rack. The heating well place. 
brackets may be tapped gently with the clenched fist or 
with a rubber mallet in order to jar the body loose. 


m the ter- 
inch. This 


while the other hand is holding the heating well in 
position. 
lifted off. 


The machine screws may be removed from the 1 
clamps which hold the side and heating element in 





The body is easily and gently lifted with one hand 16 A four-inch square asbestos sheet is folded around 
the connection between the bottom heating element 


and side heating element. This asbestos sheet may be 





The screw which connects the side and bottom ele- 
ment is removed and the bottom heating element 
may then be lifted off. 





The side heating element is now free to be removed 
from the heating well by clasping with both hands 
and lifting off. These side and bottom heating elements 


may be replaced by installing new ones, after which the 
roaster is assembled in the reverse order. 





he termina! 
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Servicing NESCO ROASTERS continued from poge 51) 


Taking Out Time Switch 








ary 









19 The time clock control is cut in and out of the The small hand wrench may now be used for remov- 


roaster circuit by means of a switch located just 23 After all four screws are out, the clock case may ing the last two nuts which hold the cutout switch in 
beneath the time clock on the front of the roaster, and then be pulled forward carefully to prevent unneces- place. One of these nuts is located on each of the two 
this toggle switch has a small spherical knob on the end sary jarring of the mechanism. studs on the switch. 


of the switch lever 


soe 2 * at 
ee 
- : 
‘ 


o 





20 pre _— — ee reer ye wom the tireaded cel A small hand wrench is used to remove the two 28 The switch is now completely disconnected and may Ss 
with an ordinary pair of pliers. nuts which hold the time clock wires to the studs on be temoved by clasping with the thumb and fore- 
the timer cut-out switch. After this has been done the finger and lifting off the two studs. 


time clock wires may be lifted off the studs. 









21 The set screws in the two dials are removed by a 
small screwdriver, then the dials may be pulled off — 29 This is the timer cutout switch assembly which has 
the shafts over which they fit ; been removed. A new one may be inserted in its 


place after which the reverse procedure is followed. 


Cover Trouble 


2 The time clock and clock cases are now completely 





disconnected from the roaster and may be set aside. 








22 Two screws are located in the top of the clock case 


and two more are located on the bottom face of 





the clock case. These screws may be removed with an 
ordinary screwdriver or a philliphead screwdriver if one is — in 
available. While these screws are being taken out it is ? The wires which have just been removed from the 30 The right hand die! on the front of the roaster is the 
well to steady the clock case with the other hand to pre studs on the switch are the lead wires from the light one which controls the latch mechanism which opens 
vent it from jarring out of position socket assembly the cover on the roaster. 

(Continued on page 
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Its easier...its safer... 
| with Safety Side Rest 





COVERS MORE IRONING at every 
stroke. The soleplate is 15.7; larger, 28°; 
longer, than the average of five other lead- 
ing irons. New shape reaches hard-to-get- 
at places with either end. Button Bevel 
Edge is slanted all around so any part 
slips easily under buttons. 


mi 





THE SURFACE THAT IRONS. the fabric 
is part of the Tru-Heat Control, the most 
accurate known type of iron heat regulator. 
What wonderful protection for delicate 
modern fabrics! 





RIGHT HEAT FOR EVERY FABRIC. 


Iron every fabric at its best temperature. 
Tru-Heat Fabric Selector has both fabric 
and temperature markings. Follows rec- 
ommendations of Good Housekeeping 
Institute. 


IT'S RIGHT IN WEIGHT. Accurately 


controlled heat does the ironing . . . not 
weight or pressure. Weighs only 334 pounds 

. the right weight for easy, efficient 
ironing. 
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IT TAKES 15% LESS ENERGY to roll the new 
General Mills Tru-Heat Iron over on its low 
Safety Side Rest than to lift an iron up onto a 
heel rest or separate stand. Safer, too. There’s 
less chance of the iron falling because it’s ac- 
tually 87°; more stable than one that sticks up 
on a heel rest. This is only one of the major 


The iron sponsored by 


Bette Chocks 


NOW BEING DISTRIBUTED IN: Minne- 
sota, Nebraska, the Dakotas, Wisconsin, Iowa, 
Michigan, Indiana, Ohio, Montana, Wyoming, 
Utah, Colorado, New Mexico, and parts of 
Idaho, Illinois, Kentucky, West Virginia and 
Pennsylvania. 





GENERAL MILLS, INC., HOME APPLIANCE DEPARTMENT, MINNEAPOLIS 13, MINNESOTA hee! oe 


Copyright 1946, General Mills, Inc. 


1946 






ironing improvements women like about the 
new General Mills Tru-Heat Iron. They’re 
reading about its practical features in hundreds 
of large newspaper ads... hearing about them 
on General Mills’ famous Radio Hour wher- 
ever distribution is under way . . . and they’re 
buying this great new iron! 


Betty Crocker 


trade name of 
General Mills 
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_Higading the line is ABC’s sensational, piefit-build- 
ng team, the\ABC-O-K ATIC Washer and ff mABC 
De Luxe lroner. “This com dination puts you in tout 
withthe growing Wow N.C sher market, whi é 
the opportunity for washer AND ifoner sales boosts 
your profit-to-sales-cost Fatio. BC Spinner 


has long been a leader in the r field. The 
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NATIONAL DISTRIBUTORS FOR CANADA: 


NORTHERN ELECTRIC COMPANY, Ltd. 


UCAN NECICE- MONTREAL NNFREC 











Garg, | 


famous ABC Model “‘400,” a highly-refined cabinet 
washer, was built for you to meet and beat “‘square- 
tub” competition. ABC’s conventional round-tub 
models, with electric motors or with 4-cycle gaso- 
line engines, have a name in the home and farm 
field that’s the envy of the trade. 





Those are just highlights. We hope you'll come 
to Space 541 in the Furniture Mart, meet all the 
le | ABC gang, and talk these things over, seriously. 
S6sts | We'd like to share a hearty handshake and plan 
inner | a happy and prosperous New Year with each one 


The | of you, at the Chicago Market, in January. 











THE IRON THAT HAS 
EVERY, “ADVANTAGE 


é 
FEATURED BY LEADING STORES 
IN ALL MAJOR MARKET AREAS 


‘ — balanced construction — 
Streamlined design for effortless, efficient ironing 


curate T erature ' elector with easy- 
to-read, easy -to-set dial — indicates correct range for 


each fabric 


Automatic Conduction Type Thermostat operates 


close te ironing surface for precise, constant heat control. 


Nickel Chrome Heating Element—sealed-in for long 

life — assures instant heat —soves waiting time and 
7 

Spec i nA y e Plate provides 

quick, even heat distribution—lightness plus durability. 

Satin finish—glides as it presses 


Retails 9.95 


Slightly higher, Zone 2 
Guaranteed for one yeor 


Approved by Underwriters’ Laborafories 
AC current, 1000 watis, 110/120 volts 


omfort-Grip, Cool Plastic Handle designed for 
perfect balance and ample clearance. 


Extra Large Beveled Edge for easier gliding under 
buttons, pleats, etc. 


Side Ventilating Grooves keep shell and handle 
air-cooled. 


Permanently Attached Cord, Side-Mounted 
for free motion, no tangling. Rubber sleeve at handle 
protects cord. 


Tilt-Up Heel Plate permits resting iron securely up- 
right—eliminates nuisance of lifting iron on and off 
separote stand. 


Clide-C Maite 


REG. U.S. PAT. OFF. 


Eeek.ec wT 
THE EFRON OF 


ee oe 


T WH CE 


CENTURY PRECISION WORKS, INC. - 503-7 WEST S6éth STREET, N.Y. 19, N. Y. 
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Servicing Nesco Roasters 








CONTINUED FROM PAGE 52 


31 The bakelite handle on the front of the roaster cover has an adjustable latch. This 

may be repaired quite easily simply by loosening the set screws holding the adjust- 
able latch and moving it forward or backward sufficiently so it will operate in the easiest 
manner. This adjustable latch may be used to regulate the fit of the cover on the cook- 
ing well of the roaster thereby providing the best possible cover adjustment. 


4 The leverage for power which facilitates the lifting of the roaster cover (after the 

cover lifter dial has been turned) is provided by a rear lifter hinge assembly which 
is located on the rear of the roaster. To adjust the cover operation there is an adjusting 
nut in the upper portion of this assembly which may be turned slightly to right or left. 


The roaster cover is removed by lifting from the rear end. The portion of the hinge 

attached to the cover slides into the portion of the hinge attached to the roaster 
body. In this manner the hinge may be lifted off at any time for cleaning or in case it is 
necessary to pack the roaster for shipment. 


Cord Set Replacement 





Good and bad illustrations. Occasionally the plug of the cord set becomes over- 

heated due to the practice of disengaging the plug while the electric current is 
on or in some cases the plug deteriorates due to a loose connection. Under these circum- 
stances, it is advisable to obtain a new cord set to get the maximum of operating or 
operating efficiency from the roaster. 
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oe As the supply of materials improves during 1947—and as the new, sensa- 

» roaster tional Speed Queen Automatic gets into volume production . . . brighter 

ase it is and brighter will the spotlight of leadership focus on Speed Queen. Here 
you will have (1) America’s No. 1 automatic washer, introducing revolu- 
tionary improvements in performance and mechanical simplicity — (2) 
Speed Queen’s complete line of wringer-type units in a price range for 
every purse and — (3) a full line of ironers, including the new Roll-Away 
Speed Queen Ironette. Thus, with a Speed Queen for every market . . . 
backed by the greatest national advertising campaign in Speed Queen 
history . .. there can be only one result: undisputed leadership for Speed 
Queen dealers! 


On display, American Furniture Mart, space 530 — 
Automatic on demonstration 17th floor. 


BARLOW & SEELIG MFG. co. General Offices RIPON, WISCONSIN 


Factories: Ripon, Wis... . Fond du Lac, Wis. . . . Algonquin, IIL. 
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9 America’s No. 1 Home Laundry Appliance Franchi 
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The portable “heating-plant” 


for hard-to-heat rooms 


Customers warm up fast when you show them Wittie Electric Steam 
Circulating Heater! It’s the new, postwar-type, individual-room heat- 
ing-plant they've read and heard about! Tops for efficiency, Wittie 
fan-circulates a gentle flow of clean, abundant steam heat throughout 
a room in minutes! Solves cold-room heating problems in homes, 
offices, shops, economically and safely. Lightweight—only 32 lbs., com- 
pact and attractively luggage-styled; 115 volts AC only. There's year- 
around action with Wittie Heater. Write today for details! 


WITTIE MPG. & SALES CO., DEPT. 20, 1414 S. Wabash Ave., Chicago 5, Ill. 
Nationally Advertised—Cosmopolitan, Good Housekeeping, 


Better Homes and Gardens, House & Garden, Parents’ Magazine, 
Popular Mechanics, Field & Stream and many others. 


WITTIE 


PORTABLE 


Electric Steam 


CIRCULATING HEATER 
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of shelving in which are carried around 
6,500 albums. More albums and single 
records also are stocked in slotted 
compartments in this spacious connter 
itself in which the glass-topped end 
sections form display cases. Both 
counter and shelving, like all other 
fixtures in the music center, are fin- 
| ished off in limed oak—a touch of 
quality which is duly impressive. 
| Popular discs are stocked and sold 
on one side of this island, classical 
recordings on the other, and child- 
ren’s records at oné end» Facing one 
side, backed against the ‘rear of the 
television display backdrop, there is a 
bank of 10 listening posts for shoppers 
requesting popular numbers for play, 
while two special tables on the floor, 
near one end of; the counter, provide 
| convenient listenirig-in through ear 
| phones to a score of currently popular 
hits by another 20 shoppers simul- 








»%| taneously on a self-service basis. Sev- 


eral floor fixtures, the usual double 
*iglands inviting self-selection of al- 
“bums, also are spotted around the de- 
partment. 











_ MUSIC SERVICE CENtE 
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Receiving counter for the service division is in a corner of the radio department. 


A row of seven individual listening 
rooms, each 7 by 7 feet, faces the 
other- side of the oblong counter. 
These, serving classical record buyers, 
are aligned against the rear of the 
backdrop setting off the piano and’ 
organ department from the rest of the 
music center, / 

As for this department, briefly, it 


covers a full third of the mus# center 
area. The five show rooms for @ianos 
average around 16 by 25 feet, fhe size 
of a big living room, and thi*organ 


show room is more than twice as large. 
Framed pictures of old and contem- 
pory masters quietly introduce a 
decorative touch thoroughly in keep- 
ing with the rich tone of these rooms. 
A wide selection of pianos also is 
grouped on the open floor. Tare eight 
music studios for private lessons, along 
with the band rehearsal room where 
music students get together, closely ad- 
joins the piano department. 

The wall treatment throughout the 
music center is in a light key, with 
light, bonded tints harmonizing beau 

(Continued on page 60) 
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This view includes about half the length of the repair bench in the radio service shop. 
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for G-E Lamp Dealers 
When your customers read the December issue of Better Homes 
and Gardens, they’re sure to stop at the big, full page General 
Electric Lamp ad and pick up these and other “bright ideas” 
about the lamps you sell. We thought you'd like to try your 
hand at some dealer versions of the unfinished rhymes that 
are featured in the national advertising. So here they are, 
slanted to remind you of the pany profit opportunities open 
to G-E lamp dealers. Give it a whirl—then check your “lamp 
1.Q.” with the answers below. 
ent. 
' /- 
‘ 
: 7S 
tening Clif 
es the 
unter, 
puyers, - 
of the ' 
io and’ 
of the \{ ; 
. ; ~ ha 
efly, it 7 ax _ - "s : 
center 1. For safety in shaving, 2. It’s dandy for baby, 3. Folks go for a product 4. “Light up dark closets!” 
anos Good lighting’s the rule; And he thinks it’s fun, That helps their eyesight. . This tip never fails 
© size Sell G-E fluorescent— This G-E lamp gives him To make seeing easy, To bring you some more 
organ It’s bright, soft and_____. His own private_______. Sell G-E’s Three-_______. Of those “extra” lamp 
large. 
ontem- 
uce a 
. keep- 
rooms. 
ulso is 
b eight 
, along 
where 
ely ad- 
mut the 
r, with 5. To ease aches and pains, 6. Dad opens the icebox, 7. Fluorescent for floor lamps 8. Bulbsnatching’s silly, 
- beau Or dry things instead, Finds a feast for his eyes, Sounds mighty fine. Your customers know. 
Which lamp would you sell? With a light bulb that’s bright You'll soon make a hit G-E’s burn so bright, 
ae Despite its small __.s Wile 6 s....ccte And the cost is so 





9. To boost your lamp profits. 
It’s easy to see, 

The best lamps to stock 
Are those made by 


- 








ANSWERS: 
1. Cool 4. Sales 7. Circline 
2. Sun 5. Infra-red 8. Lou 
shop. 3. Lite 6. Size 9.G-E 





ISING ELECTRICAL MERCHANDISING—DECEMBER |, 1946 PAGE 59 




















































_Gimbel’s Has .. . 
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A bank of 10 listening posts is located on 
opposite side for convenience of shoppers 
| requesting popular numbers for play. 





tifully with the limed oak woodwork. 
As now completed, the center repre- 


DEALERS KNOW THAT A PRODUCT THEY CAN SINCERELY RECOM- | sents the management's most advanced 
MEND AS BEING THE FINEST OF ITS KIND MEANS SATISFACTION TO | ‘nkins in design, lighting and deco- 


ration. It now is actively being pro- 

THEIR CUSTOMERS—AND THAT MEANS “REPEAT” BUSINESS... ere ee eee ee oe 
delphia. 

THAT‘S WHY YOU FIND MORE DEALERS EVERYWHERE ASSUR- \rthur C. Kaufman, Gimbels ex 

ecutive head, first broached the idea 

ING THEIR CUSTOMERS’ SATISFACTION—AND THEMSELVES, FURTHER of a music center for the store a year 


ago, then immediately started the ball 


PATRONAGE—BY RECOMMENDING THE RITZ ELECTRIC TABLE BROILER—A rolling by handing a research assign- 
“BRANDED” PRODUCT OF WORLD-WIDE ACCEPTANCE AND REPUTATION. | (""".'° [arty © Rusk, in charge ot 


building and maintenance, and Julius 
Carmosin, merchandise manager, Stan- 


THE RITZ ELECTRIC BROILERS are precision built from the =” > Frazee, buyer for the music 


ae center, also helped prepare the ground- 
finest materials and include many additional features for work. Rough sketches soon were 


multiple selling “punch”! translated into detail plans, and cons- 
? truction of many of the fixtures then 
To help you increase your sales of this time-tested product started in the Gimbel shop. Paul M. 


a hard-hitting, fast action National Advertising and Sales Lord, director of store planning, re- 
Promotion Campaign is now in full swing! ...To bring turning from war service, also had a 


hand in the later stages of development 
your customers in to ask for a “RITZ” instead of a broiler. of the project. ; 








A NATIONAL RADIO PROGRAM... 
CONSUMER MAGAZINES... 
Good Housekeeping + Ladies Home Journal 
Woman's Home Companion 
Farm Journal « House Beautiful 
AND NEWSPAPERS IN YOUR OWN CITY 
to make your customers “RITZ” conscious. 


GET IN THIS DRIVE FOR FASTER SALES AND GREATER 
PROFITS. Write today requesting attractive counter and 
window displays, brochures, and newspaper mats pre- 
pared especially for you. 


A Product of 


M A R L U A M F G . Cc ©] es inc. Open, three-tier table fixtures of this type 


are proving highly effective for the display 
37-39 East 21 St., New York 1 @, @. ¥. and demonstration of small radio sets. 
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hundreds more, 


he situation: 
pliances 


and it 
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+own nandling ap 


and y are getting nothing to sel 

makes me more conscious of the fact that you peo 

are not forgetting small dealers: 
such 25 


e other dealers in my 


y know +he 


Frigidaire 
+he 





s and appreciat? 
tical merchandise - 


sincerely yours, 


TULEY FURNITURE & APPLIANCE co. 


ed letter recett ed by Frigidaire 


*Verbatim copy of unsolict 
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PART of the story!” 





Being fair with dealers has always been a Frigid- 
aire policy. And not entirely from virtue. Long 
ago we decided that fair play was just good busi- 
ness, and certainly the best way to protect our 


Own interests. 


Such a policy focuses attention on dealer 


problems. To illustrate : 


Currently, we are working night and day to 
fill the pipe-lines of supply . . . to get larger quan- 
tities of Frigidaire Refrigerators, Electric Ranges, 
and other products into the stores of Frigidaire 


Dealers at the earliest possible date. And we have 
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made good progress, probably the best in the 
industry. 


Other Frigidaire products are also on the way 
— products that were tested and proved in hun- 
dreds of homes during the war years. Our sales 
objective is to make these products the biggest 
factors in their respective fields. One thing is cer- 
tain, they will enhance the selling opportunities 


and profit potentials of every Frigidaire Dealer. 


Yes, Mr. Tuley, you and all other Frigidaire 
Dealers can accept this as fact—Depend on Frigid- 


aire to do things right! 


“Thank you, Mr. Tuley... but that is only 
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Fiavor-Saver Dual Burners 
Guaranteed for Life 


Veri-Clean Completely Removable 
Broiler 
Fluorescent Light Set with Auto- 


matic Timer and Convenience 
Outlets 


Hold-Heat Oven Seal 


One-Piece Porcelain Front Frame 
Patented Soft-Action 
Spring 


Oven Door 


Construction 


Easiest Range in America to Keep Seamless, Sealed-in, One-piece, 


Clean Flanged, Porcelain Oven 


Built into the new Ultramatic Caloric gas range are all the 
features women want to make cooking so easy it’s virtually 
automatic. It’s this combination of selling features, plus con- 
sistent large scale national advertising in the leading women’s 
magazines and farm publications that makes the Ultramatic 
Caloric the feature range in leading stores from Maine to Cali- 
fornia. There will be no easier range to sell, no finer range 
to own. They'll be coming off the production line soon. 
If you sell fine ranges, write for the Caloric story. 
Caloric Stove Corporation, Widener Building, Philadelphia7, Pa. 


All Caloric L. P. Gas Models Have Specially En- ®) 
gineered Burners and Valves guaranteed for life. 


20,000,000 Women are Reading 
About the Ultramatic Caloric in 
LADIES’ HOME JOURNAL 


L. P. Gas Range Advertising 


WOMAN'S HOME COMPANION SUCCESSFUL FARMING NEW ENGLAND 


HOMESTEAD 
GOOD HOUSEKEEPING RURAL NEW YORKER panimennmen 
HWEST 
seinen PROGRESSIVE FARMER PARe THO 
PATHFINDER 
PENNSYLVANIA 
AMERICAN HOME FARM AND RANCH FARMER 


BETTER HOMES & GARDENS PACIFIC RURAL PRESS AND CALIFORNIA FARMER 


This Advertising is backed up by a complete Dealer 
Merchandising and Promotional Program 





PEG. U. & PAT. OFF, 


GAS RANGES 
SERVING HOMEMAKERS SINCE 1890 


PAGE 64 


Brandt Branches Out 





dertaking of all seryice work, whereby 
we make an estimate on every job, 
large or small, present it to the cus- 
tomer and stick to that figure whether 
we run into extra costs or not. We’ve 
discussed the matter of charges with 
every regular customer willing to 
allow us a few minutes. All of them 
favored the estimate plan.” 


500 Washers a Month 


Brandt's is ambitiously aiming at a 
washing machine sales volume up- 
wards of the 500 per month which 
were sold year after year prior to the 
war. Therefore, the majority of the 
25 full-time mechanics on duty in the 
shop are washing machine specialists. 
Equipment includes dip tanks for 
paint and enamel removal, complete 
power tools for metal fabrication, a 
vast parts stockroom carrying replace- 
ment parts for 14 makes of washing 
machines, lathes, presses, metal polish- 
ing and finishing equipment, enclosed 
spray booths and baking ovens for re- 
placing factory finish, a test room, and 
complete electrical shops for wiring 
armatures, replacing brushes, rebuild- 
ing motors, etc. Completed, the shop 


will be able to rebuild better than 
3,000 washing machines a year. 
All service work is “sold” first. On 


the staff is Arthur Stock, formerly a 
washing machine salesman, whose job 
is now 100% estimating repair costs. 
Brandt’s are $3 per 
hour for labor plus parts, and Mr. 
Stock must quickly gauge the amount 
of work involved against this pattern 
on everything from fans to toy train 
locomotives or refrigerators. The cus 
tomer is given a duplicate of the esti- 
mate, which binds Brandts irrevocably 
to the set-forth charges. All 
work is guaranteed 90 days. 


basic charges 


service 
Brandt’s 
will call for and deliver washing ma- 
chines, refrigerators, etc., but requires 
‘ustomers to bring in small appliances 
themselves. The estimator visits every 
home before accepting major appli- 
ance work, applying an 
override to cover drayage costs. 


however, 


Importance of Service 
“We play service hard from every 
standpoint,” Mrs. Brown - stated, 
“since we found that 90% of our cus- 
tomers calling in today are irritated 


over treatment received from depart- 


ment stores, appliance specialty shops, 
etc., which made no effort to give serv- 
ice maintenance along with the sale. 
There is a generally bad impression in 
regard to the dealer which only ade- 
quate service is going to offset. There- 
fore, we take in any and all service 
work, whether the appliance is an 
orphan make or one of our lines. The 
result usually is gratitude from the 
customer, and surety that when the 
time comes to deliver new appliances, 
we'll get the business.” Incidentally, 
Brandt’s never gouges customers on 
service charges. A _ fair average 
markup is maintained, from 5 to 10% 
lower overall than is charged else- 
where, which volume operation justi- 
hes, 
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the future will be 
precisely the same as in pre-war days, 
Mrs. Brown indicated. Brandt Elec- 
tric Company has for ten years main- 
tained one of the most unusual adver- 
tising campaigns in midwest appliance 
retailing—the use of sensational dis- 
play advertising with cuts and bold- 
type slogans on the classified pages 
of St. Louis newspapers. “We had a 
long fight getting city and neighbor- 
hood newspapers to cooperate with us 
on that point” Mrs. Brown smiled. 
“But by using a full time advertising 
man, handsome cuts, and contracting 
for daily space, we were able to get 
the desired position. We rotate display 
ads on refrigerators, 


Promotion in 


washing ma- 
chines, service, radios, etc., on a daily 
basis, including plenty of emphasis on 
used rebuilts. Therefore the customer 
looking for a bargain and culling 
through classified ads comes face to 
face with a cut showing a handsome 
washing machine, coupled with an 
attractive low price. Our theory is 
that even though we don’t attract that 
particular customer, seeing our ads 
contrasted with dull, hard-to-read 
classified listings will cause 
reader to remember us.” 


every 


Automatics and FM 


Mrs. Brown expects the store to 
lead shortly in two new fields—auto- 
matic home laundry equipment for 
better-income customers, and FM 
Station WIL in St. Louis has 
installed frequency modulation equip- 
ment, to pave the way for an FM de- 
partment in the and Brandt’s 
already established washing machine 
supremacy makes the store a logical 


radio. 


store, 


outlet for the automatic washer. “We 
can do an excellent job on anything 
new,” Mrs. Brown said. “For ex- 


ample, we led the Midwest on radio 
until 1929, but with nothing 
really new to promote, radios dropped 
back almost to a sideline. We're 
geared to do a real merchandising job 
on both automatic home laundries and 
FM as soon as we have the stock.” 


sales 





A> 
(Ez) 
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—_ 
“LL TAKE THIS LITTLE ONE UNTIL | WIN ONE 


OF THOSE RADIO QUIZZES, THEN I'LL TRADE 
IT ON A SUPER DELUXE". 
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BLACKSTONE AUTOMATIC WASHER 
has this WIBRATIONLESS DESIGN 
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equip 
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srandt’s 
nachine 
logical 
“We * 
rything @ Throughout its entire operating cycle the Blackstone Since any operating mechanism creates some vibration, 
or ex Automatic Washer is free of any perceptible vibration. Blackstone solves this problem by “floating” the entire 
; a Blackstone accomplishes this by two means: an engineering mechanism on three cushion rubber mounts which absorb 
lropp 4 design that minimizes cause of vibration; and use of cushion vibration, close to point of origin, and prevent it from being 
We're rubber mounts as near as possible to origin of vibration. transferred to base and cabinet. 
ag . a The Blackstone tub revolves on a vertical axis like a top. At Vibrationless performance in an automatic washer has many 
ck.” the start of the spin cycle, clothes are fairly evenly distrib- advantages beyond elimination of an annoying and objec- 
uted over the tub bottom, as a result of gravity and the tional condition. The Blackstone requires no floor bolts 
agitated rinse action which preceded this cycle. In addi- or special foundations and can be inexpensively installed 
tion, the Blackstone tub is suspended from a flexible rubber anywhere, in owned or rented home, where electrical and 
mount which enables the tub to tilt slightly in any direction plumbing connections are available. 
and thus find its own center of gravity. When the Blackstone 
CEILS tub rotates at high speed it is dynamically balanced and a BLACKSTONE CORPORATION 
CRA very high rotative speed is possible without dangerous Jamestown, N. Y. 
———— vibration. 
Peuwme 
CADIC 
2 
are WRINGER WASHERS + PORTABLE IRONERS » CABINET 
a IRONERS « AUTOMATIC WASHERS » AUTOMATIC DRYERS 
WIN ONE " 
LL TRAD AND THE BLACKSTONE LAUNDRY 
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A MESSAGE TO THE ELECTRICAL INDUSTRY 





BOULDER DAM 














GRAND COULEE DAM 





WE. “4 Three great dams, harnessing the natural force 
re of the Colorado and Columbia Rivers, provide 
[more - -———— tremendous industrial power. 


to Ou Giants of the rails, the Union Pacific “Big Boy” 
pe el 


—_— locomotives provide freight transportation 
power over the Strategic Middle Route. 


Power, light, and efficient transportation ... 
combined with a wealth of raw materials and 
adequate “growing space”...offer unusual 


opportunities for industry in the Union Pacific 
West. 


be Specific - 
say Union Pacific’ 


% Union Pacific will gladly furnish confidential 

information regarding available industrial 
’ sites having trackage facilities in the territory 
ee lene it serves. Address Industrial Dept., Union 
Pacific Railroad, Omaha 2, Nebr. 













UNION PACIFIC RAILROAD 
The Strategic Middle Route 

















Too Many Small Radios? 
Start SELLING! 


O. R. BIGELOW OF SALT 
LAKE CITY, UTAH, SAYS 
OVERSUPPLY OF TABLE 
MODELS NOW WILL MAKE 
DEALERS GET BACK INTO 
THE SELLING BUSINESS. 


" AYBE it is good fortune that 

so many dealers, like our- 
selves, have suddenly found themselves 
with a large supply of table model 
radios—this situation will serve to 
put us back on our feet again, start us 
selling again before the other appli- 
ances come back in volume,” says 
O. R. Bigelow, manager of the appli- 
ance department of The Paris Co., 
Salt Lake City, Utah, department 
store. 

“Nothing could be better to pull the 
dealer out of the false security of his 
‘backlogs’ than a flock of merchandise 
on his hands and the public paying no 
attention to it. That will make him 
realize that he—and all of us—are in 
the selling business, and anytime or 
anything that makes us sit back and 
depend on over-the-transom business, 
is going to make us lose our confidence 
in the appliance business, lose all our 
experience and technique in selling 
and lose our ability to tackle the tough 
job of specialty selling that is going 
to face us before too long. 

“If we look at the supply of table 
model radios and electric irons as a 
challenge to our selling ability, we'll 
stop dreaming about the sellers’ market 
and start selling.” 

Bigelow has been practicing what 
he preaches. With a personal record 
of appliance selling that includes ten 
years with the merchandising division 
of the Utah Power and Light Co., 
Bigelow finds it natural to put the 
emphasis on selling rather than order 
taking. At a time when many dealers 
are bemoaning the flood of table 
models and crying for consoles, Bige- 
low has sold every table model radio 
and radio-phonograph that came in— 
and he has gone out and obtained more 
of them because he could sell them. 


A Cinch at First 


It was easy at first. He received his 
first large order of table models in 
November, 1945. Through local ad- 
vertising, he sold out every set in 20 
minutes. Then, as table models began 
to flow in greater quantities, and began 


| to appear in dealers’ windows with 


“immediate delivery” signs on them, 
Bigelow had to put selling effort to 
work. 

The Paris Co.’s appliance depart- 
ment has seven experienced salesmen 
who sell outside as well as on the 
floor. They are on a straight com- 
mission basis—and as an illustration 
of how much Bigelow makes them 
sell, he points out that there is a wait 
ing list of salesmen who want to joi: 


| his staff on the same basis. 


The sales force is backed up by th 
(Continued on page 68) 


PAGE 66 DECEMBER 1, 1946—ELECTRICAL MERCHANDISING 

















ne that 
ce Our- 
mselves 
» model 
rve to 
Start us 
" appli- 
” 

2 appli- 
‘is Co. 


artment 


pull the 
, of hic 
handise 
ving no 
ke him 
—are in 
‘ime 

ick and 
usiness 
fidence 
all our 
selling 
e tough 


> oning 
> gO g 


1 
y what 





record 























des ten 





livision 
ht Co., 
nut the 
1 order 
dealers 
f table 
, Bige- 
1 radio 
1e in— 
d more 
‘hem. 





ved his 
dels in 


cal ad- 


t in 2 
; began 
1 began 
's with 
1 then 
fort t 


depart- 
ilesmen 
on tl 
t com- 
stratio 
s the: 
a wait 
to joi: 


by th 


SING ELECTRICAL MERCHANDISING—DECEMBER 1, 1946 PAGE 67 








Small Radios 


ques CONTINUED FROM PAGE 66 = 


full weight of The Paris Co.’s news- 
paper advertising. When large orders 
are received, Bigelow uses large dis- 
play space in the Salt Lake City 
newspapers, rearranges his _ floor 
space so that the radios get full atten- 
tion of the department store floor 
traffic. 

Even the small lots of table models 
are not permitted to sell themselves or 
sit on the counters gathering dust. 
Bigelow promotes each lot with small, 
1 by 2 inch “ears” in the local news- 
papers. 

“There’s something else that we can 

“earn from this windfall of small 
radios,” says Bigelow. “And that is 
to be wary about over-ordering other 
appliances on the basis of the backlogs 
that have been built up over the last 
few years. 

“The smart dealer no longer is 
going to keep his orders to his sup- 
pliers based on lists of names which 
to pare that list until it represents not 
the hopes and dreams that people had 
during the war, but a bona fide list 
of orders. He should get in touch 
with everyone on the list, give them 
the latest estimate on delivery, let them 


Ra dae ee know what the latest price is, and 
To Freese Distributors and Dealers ~ then find out if they are still interested 


in buying. There are many reasons 

’ why a person doesn’t want an appli- 

. od a. ance that was needed at the time the 

Your loyalty and aid have hel to make : order was placed. It is better to find 

a Us confident, and strong enough to take a that out now than when the appliance 

a " i | is in the dealer’s hands, available for 
The setbacks in our stride, and follow through. a | immediate delivery. aa 

eR “When the dealer has this list pared, 

We now express our thanks, and wish for you 4 he has obtained two good results: 1. 


% ; : He has a basis for the orders he gives 
A Christmas full of happiness and cheer— > | > 


to the manufacturer; 2. He has de- 
. + | veloped for his salesmen, with the 
Success and joy, throughout the ce be 5 herve of the people who say they are 
A | no longer interested in the appliance, 
a list of hot prospects on whom they 
can go to work as soon as products are 
available for immediate delivery.” 
“One way we have succeeded in 
keeping our backlog alive is to en- 
courage people to come in and check 
with us to see how close they are to 
getting delivery. I can’t understand 
why some dealers consider these calls 
a nuisance. We figure that as long as 
people come in, or phone us, we have 
a legitimate order. It is when people 
stop checking with us that we worry.” 









—_ 


PORTABLE ELEVATOR MEG. COL, BLOOMINGTON, TLLEENOUS 





“HOOP GAVES US THE LAMPS FREE FOR THE 
PUBLICITY!" 
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RADIO-PHONOGRAPH IN 
WALNUT WOOD CABINET 
WITH AUTOMATIC RECORD 
CHANGER THAT’S REALLY 


Model 6RT43 


They're heading your way .. . right off the production lines . . . these smartly styled 
Admiral combinations in beautiful walnut wood cabinets. ‘“Childproof’’ record 
changer is built to “take it”... featherlight tone arm may be moved at any time 
without damage to mechanism. Plays up to 12 records automatically. Improved 
multi-tube superhet circuit with beam power output, bass compensation and auto- 
matic volume control gives console-like performance. P M dynamic speaker with 


Alnico No. 5 magnet assures true, undistorted tone. 


Chiral. Corporation. Chicago 47, Ill. World's Largest Manufacturer of Radio-Phonographs with Automatic Record Changers 


DUAL-TEMP REFRIGERATORS * * HOME FREEZERS * * ELECTRIC RANGES 
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PEOPLE WHO THINK AHEAD READ COLLIER’S 





Upright and fearless in editorial policy . . . modern, educational and entertaining in features and 
fiction, Collier’s has a hand in shaping America’s future. Now more than ever before, the readers 
of Collier's are thinking ahead with the magazine of progress. They are anxious for new and 
better things, and today American cash reserves per family are the highest in the world. There 
is money for new clothing, new furniture, new homes, new gadgets, more complete health 
supplies. Tables will be “better set’ and luxury items assume the status of necessities. Whose 
products will they buy? Market studies always establish this fact: that people who think ahead buy 
the products of advertisers who think ahead with them. They are the real partners in progress. 


ED Colliers 
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Ali the efficiency of a full-sized electric range is packed 
into this conveniently light, portable Gill Electric Stove. 
It cooks a complete meal at once, yet it takes up little 
space. Approx. 11 Ibs. 110-120 volts A.C. (D.C. avail- 
able). 150 to 1650 watts. Write for discount information. 


@ STAINLESS STEEL TOP @ LARGE HEATING ELEMENTS 
@ ALUMINUM SIDES @ INSULATED BROILER 
@ TWO-WAY HEAT CONTROL @ TOASTS SIX SANDWICHES 


GILL GRIDDLE 


- A heavy duty, cast-aluminum 
: SS, griddle that lasts a lifetime. Dis- 
~--—”__ tributes heat perfectly. Detachable 
=~ ee <~\S> handle permits use in broiler. Sold 
separately or with the Gill Stove. 
GILL 
UTILITY TABLE 


Perfect for the Gill Stove anywhere. 
Stainless steel top, aluminum legs. 
Adjustable to 3 convenient heights. 
Portable, approx. 16 lbs. Top 20 in. 
by 46 in. 


GILL ELECTRIC MFG. CORP. 
REDLANDS, CALIFORNIA 


J “Quality electrical products since 1920” 
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Two of the Conrad brothers, Harry and Bill, here stand in front of a wall display 
which utilizes much blank wall space. Their problem was that of using the entire 
20 foot wall in an attractive manner. They did it by adding balconies on each side 


of the store. 


Utilizing Space 
in the Small Store 


The Conrad brothers of 
Sarasota, Fla., found that 
balconies were the answer 


HE problem of finding space to 

house floor displays, samples and 
regular stock, and still maintain a 
neat, orderly store is one that faces 
appliance dealers 
throughout the country. 

The majority of small shops find 
that when they get their floor sam- 
ples in, together with allied lines such 
as paint and hardware, there remains 
very little room to work out attractive 
exhibits of equipment, or indeed, very 
little room in which the browsing cus- 
tomer can turn around. 

Several dealers in the South have 
given considerable attention to this 
problem but few have dealt with it 
as successfully as the Conrad. broth- 


many electrical 


Harry Conrad, one of three brother 
operators of the Electric & Gas Com- 
pany, Sarasota, Fla., stands by an appli- 
ance in his shop. The lighting fixture 
over his head hangs from a small balcony 
built by the brothers to utilize blank wall 
space. 


ers, owners and operators of the Elec- 
tric & Gas Company at 419 Main 
Street, Sarasota, Fla. 

The three brothers have been in 
the electrical appliance business since 
1936. Frank Conrad is _ president, 
Harry heads the service department 
and Bill the sales force. 


Store Measures 20 x 100 


Unable to expand their store in the 
busy, up-and-coming little Florida city 
of 15,000, because of neighboring 
shops and space limitations, the broth- 
ers have pondered methods of utilizing 
available space for some time. Their 
store measures 20 feet in width by 

(Continued on page 74) 


THE ELECTRIC & GAS CO 


Bhi, 2e<t NY Contractors 


Bill Conrad, sales manager of the Elec- 
tric & Gas Company, Sarasota, Fla.. 
stands in front of the modern appliance 
shop which he and his two brothers have 
radically revised in order to utilize much 
store space which otherwise would have 
been wasted. 
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Telechron 


REG.U.S.PAT.OFF. 


ELECTRIC CLOCKS 


See these models on display during January Show Week— 
Room 1440, Merchandise Mart, Chicago, Ill. 




















ONE-PIECE SHELF OF 



























































Here’s another way Alcoa Aluminum will soon be 





making appliance sales for you! We need not remind 





you that customers will be pleased when you point 





to these up-to-the-minute refrigerator shelves. 


oor 











Chey keep their clean sparkle because aluminum 








is corrosion resistant—never rusts. They're friendly 








to food,” you can say, “and easy to handle because 





of their light weight.” 
MANUFACTURERS OF APPLIANCES like 


those sales points, too. They also like the fact that 




















these shelves are stamped from a single piece of 











Aleoa Aluminum Sheet, easily formed into a light, 





rigid, one-piece unit. 
AS MORE AND MORE aluminum becomes 


available, this versatile metal will make more and 



































more selling points for you, more and more manu- 











facturing economies for your manufacturers. We’re 








sorry that today’s production must be spread so 











thin. ALUMINUM CompPpaANy oF America, 1860 Gulf 














Building, Pittsburgh 19, Pennsylvania. Sales offices 








in principal cities. 
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| Utilizing Space 
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approximately 100 feet in length. T] 
area must house the main sales ro¢ 
a service department, offices aid 
storerooms 

The brothers knew they could d 
play what samples and stock they had 
by lining them up against the wall 
the shop and letting it go at that. But 
being progressive business men wi 
a keen sense of the value of advert 
ing, they knew the displays and car 
board forms put out by appliar 
manufacturers were excellent 
clinching sales and steering potential 
customers into the store 

“Somebody spent a lot of time and 
money designing those manufacturers’ 
displays and they ought to be utilized,” 
is the way Bill Conrad puts it. “Last 
year, we got the problem down and 
looked at it closely. What we needed 
was space, of course, but where was 
that additional space to come from?” 

The answer came from a survey of 
the store’s depth. The walls were 2) 
feet in 


1 
} 
I 


eight and no appliance 
display then on exhibit was highe: 
than eight feet. This left 12 feet 


wall space entirely blank and unused 

“But you can't clutter up a wa 
with pictures and signs until it looks 
like Sardi’s or the Brown Derby,” M1 


Conrad declared. “That's all right for 


”? 


novelty restaurants but not a modern 
house. We had to figure out 


some way to use that space and do 


business 


It as attractively as possible.” 


4-Ft. Balconies Built 


The first addition was that of ba 
conies, four feet wide, on each side 


the store These were made to 
from a point about ten feet back 
+} 


ie main entrance to the middle 


the store \t that point, the balcon 


widened and extended across the e1 
tire shop These balcony Strips 
about nine feet from the floor \t 
least three and possibly tour large 
appliance s, such as retrigerators 
washing machines can be placed 


each balcony, and a first class di 
play built around each one. On t! 
under side of the balconies, lightity: 
fixtures were hung, thus utilizing all 
the space in an attractive manner. 

The end balcony, facing the front 
door, has been built in the form of ; 
stage with curtains on each side pulled 
apart. The stage is spotlighted by a 
light over the front door and an eye 
catching sign reads: “Feature of the 
month.” The appliance thus spot 
lighted is changed every month 

“We feel like this idea is one 
the most effective we have worke: 
up,” Mr. Conrad says. “It’s simply 
case of dramatizing the appliance 
it works on the legitimate stage, w] 
not on a store stage?” 

This use of special lighting also 
evident in other parts of the store 
Janked, fluorescent lights make th 
shop one of the most outstanding 
the Sarasota business district at night 
Small spots are placed at interval 
around the shop and any particula 
appliance can be sp itted at any tin 


to accent it. 
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We asked 1709 women what 
they want in a washer. Here are 
the features they voted for .-- 
and the new Easy Spindrier has 
‘om all. Here's how you can 
demonstrate these points quickly 
and easily for fast sales ! 





70% said “Quicker 49% said “Faster 
Drying!” Say Washing” 

this: “Ladies, the Spinner “The Spindrier does 4 

whirls out up to 25% more D week’s wash in less than 

water than tight-set wring- an hour.” Show two tubs 
er rolls.” Do this: toss in a working at once in a con- 

Turkish towel, spin it for vincing “wet” demonstra- 
a minute, and out it comes, 

all fluffy and almost ready 

to put away—* sure-fire 

convincer. 


Rinsing!” 

Easy Spindrier will actual- 
ly rinse your clothes right 
in the machine.” Show 
them how the power-rinse 
efficiently gets out the suds. 





pulled 
by a 62% said “Faster 
a ey 0 Ironin gl” 
yl “TheSpindrier speeds iron” 
: ing because it leaves no 
deep-creased, hard-to-iron 
wrinkles.” Prove to pros- 
pects they can do their 
washing and ironing all in 
one day, the Easy wy: 


MORAL: Demonstrate Easy for quicker sales; WASHES MORE 


less sales cost, more sales per salesman. ; CLOTHES FASTER 


ING 


ELECTRI 
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MERCHANDISING—DECEMBE 
R i, 1946 





PAGE 75 





Ci 
to 
he 








Bi 
“WHO'S DOING THE BUYING? WAGE ha 


EARNERS, OF COURSE! 72% OF MY dr 
APPLIANCE SALES GO TO WAGE Bap 
EARNERS! | COULD HAVE TOLD YOU 
THAT WITHOUT A SURVEY!” 




























So 

et 

Te 

no 

all 

evi 

So 

S. A. Lee, Proprietor Pi. 

Lee’s Furniture Store, Syracuse, N. Y.* ; Pl 

(| 

La 

Ye 

4 W 
WHO ARE MY BEST CUSTOMERS? 

THE BEST PART OF MINE, THOSE ~ 
WITH CASH ON THE LINE, ARE WAGE wl 


EARNERS. YOU CALLED ON THEM, 
SO YOU KNOW.” 








E. B. Walmsley, Manager 
Tuttle Sales Corporation, Syracuse, N. Y.* 





FOR NEARLY 3 DECADES RIT 


*Leading appliance dealers in Syracuse. 
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Late apie permet > 


Here are pictures of Syracuse homes taken by Photographer Lou Waters of Syracuse. 
Can you pick which are wage earner? Which are white collar? Mr. Waters had trouble, 
too. He wrote us: “Something wrong with those addresses you sent me, some of the 
homes marked Wage Earner looked like top executive homes, so I didn’t take them.” 


fOoNCK THE 7 OUT OF 10? 


"hesenes recently bought appliances ...7 are Wage Earner Homes—which ? 


(Answers below:) 


- 


But there was nothing wrong with the instructions we sent Mr. Waters. He should 
oN | have photographed these homes. A. S. Bennett & Associates had obtained the ad- 
MY dresses from recent cash customers of Syracuse appliance dealers. (For we recognized 
appliances as the “seeds” of other sales . . . groceries go into refrigerators, and on 








yOu ) stoves: rugs go under vacuum cleaners; shirts and linens into washers and under irons, 
5 
etc., ete, ) 
So among other things researched were addressee’s occupation, age, magazine readership, 
etc. We were on sound ground. Our test showed 7 out of 10 were Wage Earners. 
Today’s Buying Majority are Wage Earner families. Naturally. Civilian employment is 
; now at an all-time high, with take-home pay and spendable money (as well as savings) 
» all well above pre-war levels and Wage Earners have more wartime savings than 
ever before. 
So here are the pictures—a typical cross-section of those who are doing the buying. 
ietor Pictures of Wage Earner homes are: (1) Chemical plant worker; (2) Mason: (6) 
/* _ . . 
V. ¥. Plant foreman: (7) Heavy duty chauffeur; (8) Steel worker: (9) Blue print operator; 
(10) Grocery clerk. Pictures of white collar homes are: (3) Electrical engineer; (4) 
) Lawyer; (5) Superintendent of Chain Stores. 
You who want sales volume—and volume sales—look to the nation’s Buying Majority. 
, Whether it’s electric, perfumed, or flavored, sell it to Wage Earners of America. Tell 
Y them, sell them, in TRUE STORY, which concentrates among Wage Earner families 
WAGE where service magazines and weeklies are seldom read. 
1EM, 
; 
| ~ - “SS 
H wT. * 
A 
inager 
gs Xs RUE TORY 


-CADES,RITE MAGAZINE OF WAGE EARNERS—THE GREAT NEW MIDDLE MARKET OF AMERICA 
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Business delays mean that overhead 
goes up. W hen 
tools, replacement parts and critical 


profits go down. 


= 


materials are needed fast, when a 


customer wants an item that’s “fresh 
out specify delivery by Air 
Express 

[his speedy delivery service 
brings distant suppliers and ware 


Shipments go everywhere at the 


intries in the 


world S be st service 








world’s best planes, 


Your customers undoubtedly will 
be willing to pay the slight added 
cost for the phenomenal speed 
of Air Express in delivering a 
needed part or appliance. 
why not suggest Air Express? 
. . « Stamp yourself as a wide- 
awake merchant, one who uses 
every modern method to render 
superior service. 


Then 





Profits will fly your way 
when you use the speed 
of AIR EXPRESS 


houses mere hours from your door. 
So keep things Air 
Express. This way, customers stay 


moving by 


satisfied, profits stay up. 

The cost? 
think. Rates have been slashec¢ 
1943 
why the nation’s business finds Ai: 
Express essential to profit-making 


Much less than you'd 
99 ¢ 


“eA 


since all the more reason 


Opecity Air Express-a Good Business Buy 





spe ed ot 





RATES CUT 22% SINCE 1943 (U.S. A.) 
flight between principal U. S. towns and . : elena Raabe 
aie Over 40 ib 
cities. with cost including special pick-up | mits 2 tbs. | 5 bs. | 25 tbs. 40 ths. /Over, SO Be 
and delivery. Same-day delivery between [a seo $1.00] $1.00 $123| 307% 
} 4 Rane hw. = 
many airport towns and cities. Fastest air _349 | 1.02) 1.10] 2.90) 368) 92% | 
9° | 
rail service to and from 23.000 off-airline Abe! EB 
| 1049 117 198 768)\ 1228 3071 
communities in the United States. Service } + + + 4A 
2349 | 145| 353| 1765| 2824| 706% 
direct by air to and from scores of loreign co T poe ——t hr? 
2350 147 168 73 6b 


18.42 | 29.47 





giving }— m — 
[ INTERNATIONAL RATES ALSO REDUCED 






GETS THERE FIRST——— 


Write Today for the 
Sct ale m A 


iminating facts to help you solve 
many a shipping problem, Air Express 
Division Express Agency, 230 
Park Ave New York 17. Or ask for it 
ut any Airline 


Railway 


or Railway Express office 


Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
Representing the AIRLINES of the United States 












Seattle Goes for Home Freezing 





Northwest is something of a sports- 
man’s paradise; the typical resident 
of Seattle goes hunting occasionally 
and is almost sure to take part in the 
salmon fishing for which Puget Sound 
is famous. The result is that there 
are a good many homes where there is 
more venison or more fish on hand at 
a given moment than any family.can 
be expected to eat. The freezer locker 
was a possible answer. 


Frederick & Nelson's Experience 


Early in the game, however, A. J. 
Kohler, head of the major appliance 
department of Frederick & Nelson, 
Seattle department store, realized that 
there was a real market here for some 
sort of home freezing device. He 
started stocking home freezer units, 
and selling them. The first ones were 
sold to sportsmen, but the idea soon 
spread to other households, particu- 
larly those who had some connection 
in the country—either small farms of 
their own, or family friends or rela- 
tions through whom they could obtain 
a supply of spring chickens, or an 
entire lamb, or fruit in abundance in 
season. By the time the war came 
along, Frederick & Nelson had sold 
from 700 to 800 home units, most of 
them in 5 to 10-cu.-ft. sizes. Other 
stores sold them, too, of course. 

The war with its food shortages 
gave a new impetus to the business. 
But there were no appliances to be 
obtained. Mr. Kohler was among the 
first to realize the possibilities in old 
ice-cream cabinets. Typical of this de- 
partment store’s advertising through- 
out the war was the fact that second 
hand adapted commercial freezer cabi- 
nets were pictured in almost all of its 
newspaper spreads. A large number 
of users of home freezer equipment 
were added to the list during this 
period of shortages. 

Then came peace. A few months 
after V-J day found Seattle with 38,- 
000 freezer locker boxes in use by city 
families and with a couple of thousand 
owners of home freezing equipment. 


CONTINUED FROM PAGE 43 





Most of these were of relatively mod- 
est sizes. The ice cream cabinets held 
more than the pre-war home freezer, 
but they did not run much higher than 
15 cu. ft. and they were not perfect 
for home use. They were all right for 
storage, but not so good for the initial 
quick freezing process. Quite a few 
of these owners wanted better and 
larger equipment. Moreover, there 
was a whole group of new customers 
who had been using food lockers and 
were about ready to expand their 
needs. Food shortages were just as 
acute as during war times. The mar- 
ket was there. 


Plugs Walk-In Boxes 


In looking around to find available 
boxes, Mr. Kohler realized that com- 
mercial walk-in boxes were ready for 
sale and could be obtained long before 
standard makes of domestic freezers. 
Moreover, they answered his every 
need. He had long since become con- 
vinced that five or ten cu. ft. of storage 
space was entirely inadequate for a 
household’s needs. Customers wanted 
to buy an entire steer at a time and be 
able to store the meat. The housewives 
who had tried it out wanted to put up 
all their fruit by home freezing rather 
than to can it. When the man of the 
house shot a deer, he wanted space 
to store what he did not immediately 
use. All this took space. He set out 
to purchase 25, 46, 60 and 100-cu.-ft. 
walk-in type commercial freezers. 
The manufacturer did not want to sell. 
He did not believe that the Seattle 
housewife would buy them. After all, 
the 100 cu.-ft. box retailed for around 
$1400. Mr. Kohler ordered a carload 
—and got it. He has since renewed 
his order several times. At the same 
time, since the war he has disposed of 
several carloads of what he calls small 
freezers (15 cu. ft.). 


Salesmen Well Paid 


The department has about six sales- 
men and pays them well—so well in 
(Continued on page 80) 
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“BUT HILDA, WOULDN'T SWEEPING UNDER THE CARPET BE EASIER IF YOU JUST ROLLED IT OFF 
THE FLOOR?" 


1946—ELECTRICAL MERCHANDISING 










mod- 
s held 
eezer, 
r than 
verfect 
ht for 
initial 
a few 
r and 
there 
omers 
rs and 
their 
ust as 
» mar- 


Z-OVEN ROASTER RANGE 
MAKES A PERFECT 


ailable 
- Com- 
dy for 
a After the meat is roasted ond 
pion / ready to serve, remove ih from 
every he “Deep-Heet” oven onto a 
platter. 































ter oven 
taken out of the ros 
and the white cover replaced 
in an inverted position to serve 
as a carving tray- 


2 The black porcelain inset is then 
e 


e con- 
torage 
for a 
vanted 
and be 
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put up 
rather 
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While the meal is in progress, 
G es roast is covered with the 
large black inset ~~ —_— 
and juicy under low em- 
occ — ALWAYS READY 
FOR DELICIOUS SERVINGS. 


Next, the roast is set on the 

2 white porcelain tray where 
umber of serv- 

conveniently 





: sales- 
well in 


a 
- > 
® a 
——_ If it’s a 

Add the convenience of this “Steam Server” to the many e —- 
cooking and baking conveniences of the “Deep-Heet” \ a Alina —_ : Roaster Range 
surface oven... the “Deep-Heet” electric sauce pan... a —— os : it’s a 
the over-size bake oven ... and you have an exclusive on iS CO 6 ~ 
electric range story that gives you total relief from Monarch 

any concern about “future com- nl a 

petition.” 


Write for a copy of “Notes from the 
Monarch Reporter” demonstrating the 
versatility of this exclusive Monarch RANGES AND HEATERS 

cooking convenience. 


MALLEABLE IRON 
RANGE COMPANY 


3826 Lake St. Beaver Dam, Wis. 


D IT OFF 
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VORNADO AIR CIRCULATORS 
HAVE AN GM Year use/ 


A great new campaign is now selling a great new idea. Use your 


Vornado to circulate the heat in winter. All-year use doubles the 


value of a Vornado, expands its appeal to a larger segment of the 


market, opens a wonderland of new profits for Vornado dealers. 


So we suggest that you get in on the ground floor. 


ALL-YEAR ADVERTISING 


All-year use is now being advertised 
on an all-year basis. No seasonal 
spurts, no big three-months cam- 
paigns. Vornado advertising in all 
the big national periodicals goes on 


month after month. 


_ “ 
* Guaranteed by 


Good Housekeeping 


<i * 
Be, 


Saves tuel Increases Comfort 


Urge your customers to enjoy warm air 
in motion. No more ‘hot heads’ and 
“cold feet'’. Vornados circulate all the 
heat in the room from ceiling to floor 
level, economize on fuel bills, and 
greatly increase living comfort. So here's 
a brand new market. Participate in its 
profits. Order now. See your distributor 
or write direct. 


Exhibit Space 
NUMBERS 17/66 AND 67 
AMERICAN FURNITURE MART 


THE SENSATION 
OF THE INDUSTRY 


Seattle Goes for 
Home Freezing 


eee CONTINUED FROM PAGE 78s 


fact, that one of the buyers from an- 
other department of the store found it 
more profitable to give up his position 
to take that of salesman under Mr. 
Kohler. At the present time they sell 
way ahead of the installation division 
(the department can install about four 
of the big boxes in a week) and they 
see no end to the demand. The sales- 
men do most of their selling right in 
the store, although thev will follow 
up a sale at home or in the evening if 
necessary. 

They say that there is no telling 
from appearance who is a good pros- 
pect. One young woman in a sweater, 
a house dress, and saddle oxfords came 
in to look at freezers. After a few 
minutes of examination she decided, 
“T’ll take one of those”, pointing to the 
100-cu.-ft.-er, which sells for $1,396. 
\ postman recently walked in to pur- 
chase a $700 6f-cu.-ft. box. Several 
owners of small boxes have traded 
them in for the walk-in type. 

Where in the average home can a 
box of that size be installed? Most of 
them go into the basement without too 
much difficulty, but occasionally an 
installation is made in the garage. One 
thine the store is particular about— 
and that is that thev install the box 
themselves so that they know it is 
properly connected and will give 
satisfaction. 

hey also make sure that the cus- 
tomer knows how to prepare food for 
home freezing and how to cook it 
when she takes it out. A home econo- 
mist has recently been added to the 
department’s staff. Her activities will 
cover automatic washers, ranges, dish- 
washers and other ef the department’s 
appliances as well, but at the moment 
practically all her time is given to 
research and follow-up on home 
freezer sales. 


Utility Cooperates 


The Seattle City Light home service 
department in cooperation with the 
manufacturers of freezer equipment 
is also devoting most of its time to 
teaching housewives how to utilize 
freezer lockers and home freezers to 
best advantage. Summer Wednesday 
afternoon classes on this subject are 
utilized to the full by Frederick & 
Nelson, who have sent out about 1,000 
invitations to owners and to prospects. 

Predictions have been made that the 
present interest in home freezers will 
die down when the food shortage is 
relieved, but Mr. Kohier does not look 
forward to any such let down. His 
department had built up a volume of 
freezer sales before the war when 
shortages were not considered and 
has already advanced past the experi- 
mental stage of small boxes designed 
to meet auxiliary needs, to the 100-ft. 
box which is really used as an impor- 
tant factor in the household economy. 
The day when “canning season” will 
by changed to “Freezing Season”, 
when the housewife really uses her 
freezer in the major planning to meet 
her household needs, is not just specu- 
lation with him. He feels that Seattle 
has really accepted home freezers. 


PAGE 80 DECEMBER |, 1946—ELECTRICAL MERCHANDISING 





Ss 


ision 
four 
they 
ales 
ht it 
oll vi 
ng if 


came 

few 
cided, 
o the 
1,396 
pur 
-veTra 


out— 


e box 


ok it 
-c ono 
to the 
will 

" dish- 
ment’s 
ioment 
ren to 
home 


service 
th the 
ipment 
me to 
utilize 
ers to 
nesday 


rs will 
age is 
ot look 
n. His 
ume of 

when 


experi- 
esigned 
100-ft 
impor 
onomy 
” wil 
son”’, 
ses her 
to meet 
specu- 
Seattle 


| 











See our permanent exhibit 
at the Winter Market — 
January 6 thry Janvary 18 
— Space 504, Furniture 
Mart, 666 Lake Shore Drive, 
Chicago. 


- 


—, 


0 UALITY <— 3 


———_=>_— 


Conlon Corporation - 1824 So. 52nd Ave.-+ Chicago 50, III. 
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@ Hore Sales Frsh 


that turns Prospects into 


CUSTOMERS! 


ov 


This is a reduced re- 
production of a four- 
color advertisement 
(also in black-and- 
white), that will be 
featured in mony na- 
tional publications 
during November and 
December. 


To tell the Rittenhouse story of Tone, Style 
and Engineering leade rship to more than 
155,458,065 readers, Rittenhouse has con- 
tracted for the tremendous advertising power 
of one of America’s greatest batteries of big- 
circulation Magazines and Sunday Newspaper 
Magazine Supplements! 

Frequent big-space insertions, coupled with 
the appeal of black-and-white, rotogravure 
and full-color art work will constantly suggest 
“See Your Rittenhouse Dealer’—to create 
easier, faster Rittenhouse Chime sales in cities, 
towns and hamlets, alike. Turnover will be 
more rapid, volume greater; profits more 
handsome than ever! 


*Tie up with this money-making 
opportunity. Centact your Ritten- 
heuse jobber NOW or write 
Rittenhouse direct. 


Chimes 
by 
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Rittenhouse Door Chime 


Advertisements 


ocecececee « Ce build 
EXTRA VOLUME 
EXTRA PROFIT 


The Biggest, Most 
Powerful and Penetrating 
Consumer Advertising 
Schedule ever used for 
continuous promotion of 
Door Chime sales. 


Here’s the Rittenhouse line-up of big- 
readership National Magazines and Sun- 
day Newspaper Magazine Supplements: 

LIFE—SATURDAY EVENING POST— 
AMERICAN HOME—McCALL’S—GOOD 
HOUSEKEEPING — HOUSE BEAUTI- 
FUL—BETTER HOMES & GARDEN— 
HOUSE AND GARDEN —N. Y. TIMES 
MAGAZINE—ELECTRICITY ON THE 
FARM— COMBINED MAGAZINES OF 
25 MAJOR SUNDAY NEWSPAPERS. 


The Rittenhouse Co., Inc., 12-16 East Street, Honeoye Falls, New York 


RITTENHOUSE 


DECEMBER 1, 
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High Pressure Man 
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Money maker as heavy neighborhood traffic 
builder is Crosson's large, well-stocked re 
cord department. Bar stools which give 
customers a chance to relax, examine new 
listings, tend to sell them up. 






influences all of Crosson’s advertising 
because the large and well-equippe 
appliance .department of the Los An- 
geles department stores provide the 
strongest competition to him and the 
other neighborhood dealers. 


No “Leaders”, No "“Nailed-Down" 


In spite of the broadside-style news- 
paper advertisements, with “Special 
“Sensational”, “Bargain” _ blaring 
from the headlines, Tommy advertises 
only what he has available in quar- 
tities sufficient to handle any order: 
that result from the advertising. 

“We never use nailed-down mer 
chandise as a come-on,” he says. “Out 
customers would never stand for it 
they’d never come back if they thoug! 
we were playing that trick on then 
We offer them bargains—they want t 
be able to buy these bargains, not jus 
read about them or see them nailet 
down in the window. 

“We can do that also, because we 
don’t use loss leaders. We price every: 
thing so that we can make a profit o 
it. We don’t try to sell up everyont 
who comes in to see the advertise! 
product, neither do we discourage any: 
one who isn’t satisfied with that 
product from buying up.” 


Promotion 


Tommy is promotion minded, 

Before the war he staged fret 
dances at Ocean Park’s Casino Gar 
dens. Usually a radio was given away 
To attend the dance, all the neighbor- 
hood people had to do was to drop int 
Platt’s Radio Store to pick up fret 
tickets. Often more than 500 peopl 
came in for these tickets—no mea! 
extra floor traffic in pre-war days 
And always Tommy was at the park 
part of the show, mixing with tht 
people, making himself better know! 

(Continued on page 8) 
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DEPENDABLE TAX 


CONTROL OF 


INFORM 









A. Marginally punched Standard Register forms 
can't slip. 


B. Pin wheel feed means extra speed, extra car- 
bons, perfect alignment. 


C. Locked-in copies provide extra protection, 
positive control. 


Appliance Dealers 
GET THESE SPECIAL BENEFITS 


All records clear, legible, at one writing. Copies for 
customer, office, delivery and locked-in audit records. 
No copying errors. Foolproof check against lost records. 
Fixed responsibility, including delivery receipt. No con- 
fusion on terms of sale, payment, or delivery instruc- 
tions. Complete legal contract and copies with one 


customer signature. TH E 
STANDARD REGISTER 
COMPANY 


Manufacturers of Registers and Forms 
for ALL Business and Industry 


DAYTON 1, OHIO 


How to make the records you need 
».. easier... simpler ... faster! 













cCEIPTS « 


CUSTOMERS 


~USTOMER LISTS 


Write for FREE folder! Discover how Standard’s 
Form-Flow Registers and specially designed 
continuous forms give you more complete records 

with less writing, less work! 


Every retailer, wholesaler, distributor in every line of 
business faces one of today’s biggest problems. You 
need more accurate and better written records. You 
must have them to conform to government regulations, 
to file tax returns. You need them to control inventory, 
insure protection of cash, merchandise and customer 
good will. Thousands of firms have already discovered 
how Standard Register’s exclusive pre-tested systems and 
Form-Flow Registers turn paperwork into working 
papers. Mail the coupon, today... find out how Stand- 
ard Registers help you write more accurate, more useful 














records ... easier, simpler, faster. 
°) o 
°c The STANDARD REGISTER Company ° 
Dept. 1412, Dayton 1, Ohio 
O Please send me Free Standard Register Business © 
° Digest which tells me how | can write bétter records ° 
° in my business . . . easier . . . simpler . . . faster! ° 
o NAME ° 
© COMPANY o 
- STREET. ° 
os city BOE iA . O 
oO ) 


Pacific Coast: Sunset McKee-Standard Register Sales Co., Oakland 6, Calif. Canada: R. L. Crain Ltd., Ottawa. London: W. H. Smith & Son, Ltd. 
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Television Sets 
are 


ON SALE NOW! 
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ELEVISION IS HERE: And in the New York, Newark, Albany, 
Philadelphia and Chicago areas, RCA Victor television receivers 





are on sale! RCA Victor’s production “know how” scores again with 
the first quantity distribution of sets off the production line! 


Plans call for the fastest possible distribution to other areas where 
clear television reception is now assured . . . and to each new tele- 


cast area as it is developed. 


Yes, television is here . . . today! And RCA Victor brings it... 


brighter, clearer, steadier! 





ALL new RCA VICTOR TELEVISION instruments feature... 


eLwer ? mec . ' ° ° ° . ee 
@“EYE-WITNESS” Picture Synchronizer —an exclusive development which automatically “locks” 
the set in precise tune with the station. 


@ AUTOMATIC STATION SELECTOR — as easy as push-button tuning—covers all 13 channels. 


The 621TS—$225 list—produces a 23- 
square-inch picture—with its 7-inch 


Picture Tube. 





4. Service in the home, when it is required, 


The 630TS—$350 list—produces a 52- 


square -inch picture — with its 10-inch 


conditions of the Owner Policy. 


@“GOLDEN THROAT” tone system provides the finest, most thrilling sound reproduction in the r 
history of RCA Victor. 
@eRCA VICTOR TELEVISION OWNER POLICY: There are profits... big dollar profits ... for . 
you in television! And you do only the selling. RCA Service Co., Inc., installs i 
and guarantees performance under the low-cost owner policy outlined below. 
9 
1. Complete antenna, necessary accessories and during the one-year period at no extra cost. V 
all materials required forex pert home installation. 5. Replacement, if necessary, of all parts and u 
2. Installation of antenna and receiver by RCA tubes (including Picture Tube) without additional! 
Victor factory-trained technicians. charge during first full year under normal use. S 
3. Adjustment of antenna, if necessary, during 6. Complete instruction to insure maximum en- 
initial year of ownership to receive new stations joyment of the RCA Victor Television Instrument. ¥ 
as they come on the air. 7. A certificate which presents all features and fc 





Besse Tube. The accumulated experience of RCA’s 27 years in the field of electronics is being 
used in every possible way to bring you superlative television now—a fitting compan 


ion to its unsurpassed line of RCA Victor radios and Victrola* radio-phonographs' 


®Victrole”—T. M. Reg. U. S. Pat. Off. 
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Let your 
own eyes 


judge 


RCA VICTOR'S EVE 


This all-electronic synchronizing system 


is exclusive with RCA Victor 
It automatically locks your set 





HE picture above is printed on paper. It can only hint at 

the brilliant, lifelike action you see with Eye Witness tele- 
vision! Pictures so clear you see every detail even in a brightly 
lighted room! Steady, “jitter-free” pictures, automatically locked 
in tune by the Eye Witness picture synchronizer. 

Developed in wartime by RCA engineers—who carried out 
95% of all television contracts for our Armed Forces—Eye 
Witness holds your pictures steady even through strong elec- 
trical disturbances like elevators, electric razors, refrigerators! 

You tune in instantly with the all-13-channel Automatic 
Station Selector. You can receive from any station within range. 

Only RCA Victor offers these brighter, clearer, steadier tele- 
vision pictures—this tested, trouble-free Eye Witness per- 
formance. See it! Judge for yourself! 


@@ roa ficror 


ELECTRICAL MERCHANDISING—DECEMBER 


This dynamic, full-color advertisement is typical of 
the tremendous sales-creating promotion being used 
& to support RCA Victor Television receivers. 


TRE RCA VICTOR TELEVISION OWNER POLICY 
Your fee entitles you to: 

1. Complete antenna, necessary accessories and 
all materials required for expert home installation, 
2. Installation of antenna and receiver by RCA 
Victor factory-trained technicians. 

3. Adjustment of directional antenna, if neces- 
sary, during initial year of ownership to receive 
new stations as they come on the air. 

4. Service in your home, when required, during a 
year’s period at no extra cost. 

5. Replacement, if necessary, of all parts and 
tubes (including the picture tube) without addi- 
tional charge during your first full year of owner 
ship under normal use. 

6, Complete instruction to insure maximum en- 
joyment.of your RCA Victor Television Receiver. 
7. A certificate which presents all features and 
conditions of the Owner Policy. 


ASK YOUR RCA VICTOR DEALER FOR FURTHER DETAILS 


1946 


NES 


PICTURE SYNCHRONIZER 


in tune with the sending station. 






. 





The RCA Victor “630TS”—a table model with 52 sq. in. of 
picture brilliance . . . big enough to be enjoyed by family and 
friends, yet compact enough for the ordinary living room. 

The “630TS” —25%"' wide, 14%" high, 18%" deep... $350 
in fine grain walnut. The “621TS” (not shown) $225. Console 
and combination models in production. All RCA Victor sets 
are sold with an RCA Victor Television Owner Policy... For 
a reasonable fee you get complete installation and a year’s 
guaranteed performance. Details at left. 


? 


Has the “Golden Throat” for television sound 
finest tone-system in RCA Victor history! 


DIVISION OF RADIO CORPORATION OF AMERICA 
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T O P LI N E , S new, streamlined 


Electric Room Heater gets a warm reception 
from customers. Smartly designed and com- 
pletely portable, it gives them quick, efficient 
heat where they want it—and gives you 
sales wherever you display it. 


OTHER TOP LINE TOP SELLERS 


All Aluminum 
Super-size 
Lightweight 
Automatic 

Electric Iron 


All-Metal 
Attic Fan 


Improved 
1947 Model 
Electric 
Churn 


{ 


* 


New 
30-Gallon 
All-White 

Electric 
Water Heater 





OL 


APPLIANCES 


TENNESSEE VALLEY 
ASSOCIATED MARKETERS 


GAMBILL BUILDING, NASHVILLE, TENNESSEE 
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High Pressure Man 





and better liked by the people of the 
neighborhood who were or soon would 
be his customers. 


The Personal Touch 


Tommy is personality-minded. 

Running a neighborhood store is no 
occupation for the social recluse. 
Crosson fits the picture as the active, 
participating, neighborhood retailer, 
putting his enthusiasm and energy 
into the local merchants association, 
being active in the large, local Catholic 
parish to which he belongs. 

Chief effort to bring the personal 
touch to his business is the photograph 
of himself which is featured in every 
newspaper advertisement. It has the 
effect of making the large, flashy “spe- 
cials” offered in the advertisement a 
personal message from Tommy Cros- 
son to the individual who reads them. 
It serves to associate the store with an 
individual rather than a corporation 
—another necessary public-relations 
effort for the neighborhood dealer. 


They Ask for Tommy 


As a result of the regularly-pub- 
lished photograph, with “Tommy 
Crosson, Owner”, printed underneath, 
many people, strangers to the store or 
at least to Crosson, come in and say, 
“T wanna see Tommy”. And Tommy 
they see. More often than not, what 
they wanted was to get his further 
opinion (beyond what he told them 
in the advertisement) about the special 
value that was advertised that day. 
So Tommy becomes the personal sales- 
man, and usually they buy. That appli- 
ance goes to the customer’s home and 
thereafter it is something “bought 
from Tommy”. Chances are that the 
next appliance will be “bought from 
Tommy” too. 


Consumer-Minded 


Tommy is consumer-minded. 

The advertisements run by Platt’s 
Radio Store at the time when mer- 
chandise was plentiful, show that 
Tommy Crosson, who prepares all the 
copy, has brought to a fine point the 
science of defining the points that ap- 
peal to the type of people in his 
neighborhood, people in the middle 
and lower income groups. 

A radio, when it shows up in 
Tommy’s big advertisements, doesn’t 
have “Bobo, the sensational new cen- 
trifugally balanced, double rotor record 
changing mechanism based on the 
principle of radar focusing”—it says 
in the copy that there is “no need to 
change records”. Regardless of what 
built-in loop or other device is used, 
Tommy’s radio is one that needs “no 
aerial”. Occasionally, he may use 
“permanent needle” or “automatic 
volume control”, but usually he tells 
the people that there are “no needles 
to change” and that there’s “no fading” 
because they are interested in what the 
radio will do for them at a price more 
than they care about the gadget that 
produces the convenience. Refriger- 
ators have “low operating cost”, “huge 
food capacity” and “big steel cabinets”. 


CONTINUED FROM PAGE 82 





Service and Guarantees 


Tommy is service minded. 

Background of Tommy Crosson’s 
continued success as a neighborhood 
dealer is his fetish for keeping his cus- 
tomers satisfied with their purchases. 
Everything he sells is guaranteed for 
one year—radios, for example, are 
guaranteed with tubes, parts and serv- 
ice free of charge. 

“What’s more,” says Crosson, “we 
never stick too closely to that one 
year. Most people don’t realize how 
quickly time passes. Now and then 
someone will come in and say ‘My 
radio isn’t working, will you please fix 
it ‘cause it was only a few months or 
so since I bought it from you.’ Well, 
the record will show that it may have 
been 16 months since the deal. But 
why should we lose a good customer 
by drawing a fine point on the guar- 
antee. It is seldom that it will cost us 
more than a couple of dollars to fix 
the set, and that is a cheap way to keep 
a customer and build up our stock with 
that customer. 

“The people who do it deliberately? 
They fool themselves and bring us a 
lot of business. They lie about the 
purchase date, forgetting that we keep 
records. But when we don’t complain 
and give them the service they want, 
they feel so pleased with themselves 
that they wouldn’t think of buying 
anywhere but here.” 


30-day Exchange 


There’s more to Tommy’s ideas 
about satisfied customers. There’s the 
30-day free exchange policy. No 
matter who buys what, within 30 days 
or so it can be brought back and ex- 
changed. “The majority of exchanges 
are made within ten days,” Crosson 
says. “And the important thing is 
that it lets these neighborhood people 
spend a lot of money and not feel 
‘Gosh, now we've done it. If we don’t 
like this we’re stuck with it.’ My cus- 
tomers never have to feel that way, 
therefore they are easier to sell.” 


Follow-Up 


The sale is not the end of the deal 
between Tommy Crosson and his cus- 
tomers. Before the war—and soon 
again—Platt’s Radio Store had a man 
on its staff to follow up all sales. He 
was picked for his job, did nothing 
else. Pleasant in appearance, nice per- 
sonality, he was strictly a customer- 
relations man. A few days after a 
radio, refrigerator or other major ap- 
pliance was delivered, this man made 
a call on the purchaser to see if every- 
thing was satisfactory. Occasionally, 
something was wrong and couid be 
corrected before it created a dis- 
gruntled customer. Usually the prob- 
lems were minor, based on incorrect 
reading of the instructions. With this 
straightened out, the customer was 
back in a good mood, partial to Tommy 
Crosson for her next appliance. It is 
services like these that make Tommy 
Crosson more than the term “high 
pressure man” usually indicates. 
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Luxurious louver shielded 
fixture of metal and glass 


for smartest functional 


Glass shielded deluxe fix 
ture with Corniag Alba-Lite 
enclosure for efficient, dif 


fused gloreless light 


Plastic shielded fixture 
with high light transmis- 
sion enclosure of Vinylite 


sheet 


Basic unit, used as a strip or 

trough fixture; 48'° (40 w 

and 60” (100 w), available 
in 2 and 4-light sizes 


OVER 25 YEARS LEADERSHIP IN THE LIGHTING FIELD 
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A COMPLETE COMMERCIAL 
LIGHTING LINE FOR WIDEST 
RANGE OF APPLICATION 


Here is supreme beauty of line and design... 

Single or continuous-row lighting... Flush or pendant 
mounting... Louvered, glass, or plastic enclosed, 

or strip lighting. Unparalleled opportunity to 

provide efficient lighting in a wide variety of fixtures 
of integrated design, easily and quickly installed... 
Sixteen beautifully styled fixture combinations 

with a minimum of stocking, thanks to Moe-Bridges 
engineered use of the basic unit principle. 


CHECK THESE FEATURES 


@ Covers entire range of open, ®@ Clean lighting: louvered fixture 


louvered and enclosed lighting; 2 
and 4-light; 40 and 100 watt. 


@ High level lighting... pendant 
or flush mounting; single or con- 
tinuous-in-line rows. 


@ Bases and shields individually 
packaged, labeled, for easy stock- 
ing and handling. 


@ Makes possible aelivery of large 
orders from an economical inven- 


tory. 


® Convertible to instant start with- 
out changing ballast. ~ 


Write! 


is dust-and-dirt-free; plastic and 
glass fixtures, being completly en 
closed, are dust-and-dirt-proof. 


@ Easy to maintain: enclosures 
swing open for easy access; wiring 
channel also accessible. 

@ Designed for one-man installa- 
tion: basic units: and enclosures 


each assembled complete, requiring 
no supplementary parts. 


@ Underwriters Laboratories ap- 
proved. 


@ Union-Made...(1.B.E.W. label.) 


Send today for LIGHT-IN-LINE folder 
illustrating and describing this distin- 
guished line in full detail. 


MOE-BRIDGES CORPORATION 
Dept. 112 Sheboygan, Wisconsin 


Please send me the LIGHT-IN-LINE folder, 
Company Name 

Individual_— 

Street. 


an Zone___ 
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Now the accent is on comfort... 
better liveability in homes, shops, of- 
fices—wherever people work or play 
Chelsea meets the demand with its 
full range of packaged attic fans, 
kitchen fan units, ventilating pent- 


houses—fans for every requirement. 


\ 

\ 

} Customers depend 
| On your judgment _ 


/ im the selection of | 


.. you, can depend on 


. CHELSEA! 


“A Coo KITCHEN 
MEANS 4 WHOLE | 
LOT TO mgr 











GOOD VENTILATION 
HAS STEPPED UP 
} MY SALES!” 


FRESH AIR 
IN AN OFFICE 
1S IMPORTANT!” 


Dependable? Ask 


who install them. 


the contractors 
Chelsea has made 
ventilating equipment for over 30 
years—for home and industry. Chel- 
sea experience plus Chelsea resources 
keep Chelsea “out in front”. That’s 
why Chelsea Products sell! 


CHELSEA PRODUCTS - INC. 


FACTORIES: COIT, GROVE & OLSEN STREETS, IRVINGTON, NEW JERSEY 
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Store for the Home 





is tied to these principles of providing 
in a convenient neighborhood location 
all the advantages of a department 
store without many of the problems, 
but to do this each department had 
to be developed individually for maxi- 
mum business within this merchandis- 
ing plan. 

Now doing 60 percent of the store’s 
gross is the appliance department with 
full lines—Frigidaire and Norge re- 


| frigerators and ranges; Bendix, Thor 








and Apex washers; Eureka and Hoo- 
ver vacuums; Wesex and Smith water 
heaters; G-E, RCA, Emerson, Hoff- 
man, Packard-Bell, Fada, Stewart- 
Warner, Aviola radios; American 
Central cabinets; Amana and Revco 
freezing cabinets; Sun-Kraft lamps; 
and all the well-known small appli- 
ances. Laid out in the pattern of 
an expansive department store appli- 
ance department, The American Home 
tried, then decided against one depart- 
ment store merchandising policy— 
that of handling all lines of major ap- 
pliances. The management found that, 
because of location it had to concen- 
trate on a couple of lines, both to build 
up neighborhood competitive picture 
and to provide specialty, outside sales- 
men chance to put pressure behind one 
of top brands. 


Lamp, Gift Department 


Under separate corporate structure, 
but managed and operated as integral 
part of the American Home Appliance 
Company, is the giftware, table lamp 
and household accessory department. 
Under the name “Ferrara” the com- 
pany -has-tried to bring to this neigh- 
borhood location the exclusive, mod- 
ern, expensive articles of the type 
usually associated by San Franciscans 
with famous downtown specialty shops 
W&J Sloan and Gump’s. By no means 
designed as a traffic builder for the 
appliance department, the gift and 
lamp and accessory department is a 
merchandising venture designed to 
catch the “carriage trade”—a conven- 
ient, well-stocked, well-displayed and 
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well-managed source of lamps and 
quality giftware and household special- 
ties for the middle and upper class 
trade that wants and can afford ex- 
clusive styles and brands of this 
merchandise. 

Traffic builders by design, but profit 
makers in their own right, are the 
record and greeting card departments. 
Mindful of growing neighborhood 
demand for phonograph records, 
Ferrara, Millard and associates have 
put more than $14,000 into stock of 
popular and classical records for 
“Melody Arbor”. Located in the rear 
of the store, but visible from the street, 
this department combines a self-serv- 
ice area with a sales counter where 
sales help is available from such music 
and record experts as manager Bere- 
nice DeRegil. 

Direct result of 15-block survey was 
establishment of greeting card de- 
partment. Finding that the area had 
no complete source of cards, a com- 
pact but fully stocked greeting card de- 
partment was located in the far rear 
corner of the store where it would 
draw women through the appliance 
and giftware displays. 





“YOU GOTTA PUT YOUR FOOT DOWN 
AROUND HERE / RUN THINGS!" 


BILL— 
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Desk Clock 


SASSTONS 


Not only is Sessions a clean, handsome line of 
sales-pulling clocks, but it also has the support of a 
time-honored name, and a generous backing of 
national advertising. Sessions ads appear frequently 
and regularly, in large space in The Saturday Evening 
Post — House Beautiful — American Magazine — The 
American Home—Christian Science Monitor Magazine. 
A total of more than 9 million guaranteed advertising 
messages to help you build up sales! 

Now is the time—with a buying public—to lay 
your foundations for a solid clock trade, now and 
later. Make sure by banking on Sessions self-starting 
electric clocks. Models above now available in lim- 
ited quantities. 


No. 458M 
Desk or Mantel Clock 





No. 456D 


Desk or Mantel Clock 





No. 386K 
Wall Clock 





No. 339K 
Wall Clock 





No. 461D 


Desk or Mantel Clock 


No. 453D 
Desk Clock 


Ay essions Clocks 
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Just as perfectly as one note blends into another in a well-written piece of music, 


so do the various appliances in the Westinghouse Full Line supplement each other 
from both a utility and a sales standpoint. 


Which means that the Westinghouse Full Line retailer can start with a customer 


at either end of the scale—from a traffic item and trade up or from a major appli- 
ance and work down for repeat business. 


Either way, the Westinghouse Full Line Franchise offers a score that provides 
sweet music when you play it on your cash register. 


WESTINGHOUSE ELECTRIC CORPORATION - Appliance Division, Mansfield, Ohio 
Plants in 25 Cities + Offices Everywhere 
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TUNE IN TED MALONE, MONDAY, WEDNESDAY, 
FRIDAY, 11:45 A. M., E. S. T., AMERICAN 
BROADCASTING COMPANY NETWORK 


MAKER OF 30 MILLION ELECTRIC HOME APPLIANCES 
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HOW TO TELL 
WHAT'LL SELL 














...WITH YOUR BACK TURNED 


It's not infallible, of course, but you can get a mighty good 


lead on the gwality of appliances you stock by turning your 
back on the merchandise and examining the cords and plugs. 
On portable radios, clocks, fans, and similar light appli- 
ances, for example, a FLAMENOL* cord set is a good sign 


of quality all the way through 


FLAMENOL cords — with harmonizing plug molded-on 
for extra strength — are chosen by manufacturers for two 


od reasons. First, because of their clean-cut, modern ap- 


pearance, FLAMENOL cord sets help “dress up” the mer- 
1andise, making more salable. Second, FLAMENOL 
cord sets are tough and long lasting, and the plug won't 


break or pull off in service. They're a sign of long-term 


; 


1 
satisfaction that Customers are quick to recognize 


When you're offered new merchandise, look for this 
tip-off to quality. And when you're selling merchandise 
equipped with FLAMENOL cord sets, point them out to 


assure your customers there's “no skimping here.” 
For full information, write Section Q23-1228, Appli- 


ance and Merchandise Department, General Electric Com- 


pany, Bridgeport 2, Connecticut 


mark Reg. U. S. Pat. Off 
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barns, poultry houses, machinery and 
other shops. A separate circuit from 
that used in the farm house is sug- 
gested for wiring these buildings, with 
the proper location of lights and 
switches stressed. To permit the 
operation of motors and other electrical 
devices, convenience and power out- 
lets are included in the instruction 
plans. 

“Our suggestion to farmers is to 
place yard lights near the center of 
greatest farmstead activity,” Miss 
Forney explains. “These lights can be 
mounted either on a pole or on a 
building, but the location selected for 
the lights should be free of trees, build- 
ings or other obstructions which will 
prevented light from reaching the de- 
sired areas.” 

Experiments conducted by the Ex- 
tension Service show that a large re- 
flector of the shallow dome _ type 
equipped with a 100 to 300-watt bulb 
will provide the most satisfactory yard 
light. Such light mounted about 15 
ft. above the ground discourages 
thieves and prevents stumbling over 
unseen objects in the dark, Miss Forney 
says. 

A well lighted barn is a distinct 
asset, demonstrators advise. They say 
there should be at least one 100-watt 
light over the litter alley for each 
five cows, and a like number over the 
feeding alley. Convenience outlets for 
each 30 ft. of barn is suggested to 
handle such equipment as portable 
milking machines, animal clippers, fans 
and fly electrocuter traps with a max- 
imum of efficiency. 

In poultry houses, proper lighting 
can be used to increase winter egg pro- 
duction and provide burglar protec- 
tion, Miss Forney says, adding that in 
planning for the wiring of such houses, 
convenience outlets should not be for- 
gotten for the possible use of such 
equipment as water warmers, ventilat- 
ing fans, ultra-violet lamps and fly 
electrocuter traps. 

This program of wiring suggested 
by the extension agents has been chan- 
neled to thousands of farmers all over 
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“BUT MY HUSBAND LIKES THREE SLICES!" 


More Power to the Farmer 
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Alabama and is being furnished thou- 
sands more by the constant efforts of 
county extension agents. One of the 
most direct channels of distribution is 
through the agricultural extension 
editor, L. O. Brackeen, who has had 
years of experience in publicizing such 
a program. Mr. Brackeen has a direct 
contact with almost all rural news- 
papers in Alabama and is an expert in 
photography as well as in writing on 
extension subjects. Rural readers 
know him and look forward to his 
writings. 

The electrical living plans form- 
ulated by Miss Forney and her co- 
workers will be kept up to date in every 
possible way, she reveals. For ex- 
ample, her program for 1947 includes 
the theme, “What to look for in elec- 
trical equipment.” 

It is a program which will include 
discussion and advice on types of irons, 
sizes of refrigerators, durability of 
washing machines, capacity of freezer 
units, care of minor appliances, and 
kindred subjects. She plans to con- 
tinue holding joint schools with the 
Alabama Power Co., REA officials and 
other power groups in order that the 
$20,000,000 power program now under 
way in Alabama may benefit the great- 
est number of people to the greatest 
extent. 
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NO BAG TO EMPTY 
NO FILTERS TO REPLACE 


Demonstrate to your customers how the McAllister 
banishes forever the dirty vacuum bag with its cloud 


of dust! Show them the exclusive McAllister permanent- 


orm- 
 cO- 
very 
' eX- 
ludes 
elec- 


type crown filter, made from substantial cloth, of special 





“ae weave—not paper—that cannot be torn and lasts for years. 





Point out how the “crown” shape of the filter deflects 


= dirt into the reservoir—how by flexing it before the 
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y of ih , ois , eg . — 
nator . / ALU fy reservoir is emptied, it is freed of light clinging dust. 
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tyr THE ONLY COMPLETE Dirt does not ‘pile up” on the McAllister filter to interfere 
s and , P ‘ . . ° ‘ 
en 4 iN | APPLIAN ce! with air flow and peak suction is maintained at all times. 
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reat- 1. Vacuums best by actual test. Then show your customers how simply and easily the 
vatest 2. Actually washes, rinses, dries rugs and 

other furnishings; restores colors. = . ‘ : 
2: deasaten Selilien, te, diy wth the reservoir is emptied—with no flying dust. 
— clean, fresh, filtered outside air. 
4. Actually mothproofs clothing, furnishings; The McAllister is America’s first 
sprays, paints; waxes floors. truly pestwer cininel 

We Crown Filter provides largest * Flexing Filter dislodges clinging 
- 4 possible porous air and , dust and ensures maximum 
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ad most efficient area porosity and greatest 

. movement. 7 suction. 
en MCALLISTER-ROSS ee Sek a am mem, 
_ General Offices: 135 South LaSalle Street, Chicago 3, IIlinois Factory: Newton, lowa 
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Scheduled Meetings 


Electrical Merchandising publishes free in 
this column announcements of meetings, 
conventions or exhibitions of interest to 
the electrical home appliance industry. 
Information should be addressed to the 
News Editor, Electrical Merchandising, 330 
West 42nd St., New York 18, N. Y. 
HOUSEWARES SHOW 
Auditorium, Atlantic City, N. J. 
January 5-10 
Flo English, Managing Director, Hotel 
Pennsylvania, New York City 


JANUARY MARKETS 

Merchandise and Furniture Marts, 
Chicago, Ill. 

January 6-18 


AMERICAN WASHER & IRONER 
MFRS. ASSN. 

Chicago, Ill. 

January 8 


7TH INT. HEATING & 
VENTILATING EXPOSITION 
Lakeside Hall, Cleveland, Ohio 
January 27-3! 

Charles F. Roth, Manager 


SAN ANTONIO INT. HOUSE- 

WARES & APPLIANCE SHOW 

Municipal Auditorium, San Antonio, 
Texas 

February 9-12 

Committee, 2200 Alamo Natl. Bldg., 
San Antonio 


SPRING WESTERN, GIFT, TOY & 

HOUSEWARES SHOW 

Civic Auditorium, San 
Calif. 

February 9-13 

Western Merchandise Exhibitors Assn. 
323 Geary St., San Francisco 2 


PACIFIC NORTHWEST GIFT 
SHOW 


Francisco, 


Olympic and New Washington Hotels 
and Terminal Sales Bldg., Seattle, 
Wash. 

February 23-27 

Western Merchandise Exhibitors Assn. 
323 Geary St., San Francisco 2 


EDISON ELECTRIC INSTITUTE 

13th Annual Sales Conference 

Edgewater Beach Hotel, Chicago 
ill. 


March 31—April 3 


ELECTRICAL MFRS. REPRE- 
SENTATIVES ASSN., INC. 
Electric Trade Show 

Alcazar, Baltimore, Md. 

April 22-24 


NATIONAL HOUSEWARES 
SHOW 


Convention Hall, Philadelphia, Pa. 

April 27—May 2 

Natl. Housewares Mfrs. Assn., 1402 
Merchandise Mart, Chicago 54, Ill. 


NATL. ELECTRICAL WHOLE- 
SALERS ASSN. 

Hotel Traymore, Atlantic City, N. J. 
May 5-9 
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Appliance Price Rises Announced; 


Producers Seek to Hold the Line 


our days after President Tru- 

man’s November 9th removal of 
price controls, the rising prices of 
appliances indicated a move on the 
part of the electrical industry to re- 
cover profit margins denied by OPA 
regulations and to make up for in- 
creased costs of materials and labor. 
Mark-ups, however, were reasonable, 
and industry spokesmen reiterated 
their intention to keep prices as low 
as_ possible. 

One of the first of the major manu- 
facturers to announce higher price 
levels was the General Electric Co. 
President Charles E. Wilson declared 
that refrigerators would bear immedi- 
ate increases ranging from 12.3 to 12.9 
percent, which would mean rises of 
$18 on small apartment house refriger- 
ators and $30 on the firm’s other four 
models. Mr. Wilson had stated im- 
mediately following price removal that 
prices would be advanced “in recog- 
nition of the higher prices of ma- 
terials and labor.” 


Proctor Prices Up 


The Proctor Electric Co., which had 
earlier declared an increase to $12.95 
on its Never-Lift iron, announced a 
10 cents increase in the price of its 
model 975 Champion iron, previously 
sold at $10.85. A new toaster, model 
1466, which was introduced to con- 
sumers on November 20, bears a price 
tag of $17.95, five cents lower than 
model 1472 which will be withdrawn 
from the market. A company official 
stated that the inceases in iron prices 
was necessary to compensate for 
higher component parts costs, but 
added that no further increases are 
contemplated for the duration of 1946. 

General Motors Corp. announced 
price increases for its automobiles, but 
at press time had not made public 
rises in its appliances. C. E. Wilson, 
president of the company, said that 
adjustments would be made later in 
household appliance prices by the 
Frigidaire division and the Delco 
division. 


Universal Expects Increase 


A prediction that some slight in- 
creases may be expected in the prices 
of vacuum cleaners, washing machines, 
ironers, and small appliances was 
voiced by Harry Parsons, vice-presi- 
dent of Landers, Frary and Clark, pro- 
ducers of Universal appliances. “Price 
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Most Increases Made to Cover Labor 
and Materials Costs; Small Motor In- 
creases Range up to 25°/,; Radios Up 


increases will only take place in those 
products which have been consider- 
ably out of line under controls,” Mr. 
Parsons said, “but in general, every 
effort will be made to hold the line. 
It is to be expected that material 
prices in the categories which were 
formerly unprofitable will show some 
increases. Copper has already gone up 
and also steel enameling sheets. Small 
motors will probably increase to some 
extent. These increases will naturally 
be reflected in slightly higher prices 
on finished goods.” 

“Our main interest is to keep prices 
as low as possible,” said George W. 
Mason, president of the Nash-Kelvin- 
ator Corp., affirming that his concern 
would hold the line, but warning that 
prices, as always, would depend upon 
labor and materials costs and produc- 
tion volume. 

The rising cost trend in radios was 
reflected in a statement by Leonard 





COMMENDATION: Brigadier General 
Calvert H. Arnold, chief of the Signal 
Corps procurement and distribution ser- 
vice, holds the certificate of appreciation 
which the War Department presented to 
Paul V. Galvin, president of the Galvin 
Mfg. Co., for his company's contribution 
to the war effort, particularly in the de- 
sign and production of radio and radar 
equipment. Mr. Galvin, right, accepted 
the certificate in behalf of the employees 
of his firm. 


Ginsberg, president of Hearns De- 
partment Stores, Inc., a New York 
chain, who declared that since removal 
of radio controls on October 29 prices 
to accept any merchandise upon which 
any “rapid advance in price” was 
made. Corroboration was forthcom- 
ing from A. Davega, vice-president of 
Davega Stores Corp., another New 
York firm, who said that manufac- 
turers had raised prices on their less 
expensive radios. He quoted as an 
example a set which sold for $21.50 
at the end of October rising to $25 
in the second week of November. 


New Increases Announced 


Both General Electric and West- 
inghouse Electric announced new 
price increases on November 15 and 
it was reported that smaller com- 
panies would follow their lead. 

G-E advanced the prices of several 
appliances and fractional horsepower 
motors 10 to 30 percent. Washing 
machines went up 30 to 35 percent; 
electric dishwashers 11 to 17 percent; 
and flat plate ironers rose $86.75 to 
$229.75 from $143. Telechron clock 
prices were advanced about 10 per- 
cent. Fractional horsepower motors 
increased 10 to 30 percent. 

Westinghouse announced price ad- 
vances for small motors of about 25 
percent. J. H. Ashbaugh, vice-presi- 
dent for the appliance division, said, 
“The immediate effect of removing 
price controls on home appliances 
will be a leveling one. Some appli- 
ances will naturally have to increase. 
Others will not change. As greater 
production is achieved and as we get 
closer to pre-war efficiency, the prices 
will, barring further cost increases, be 
reduced. We are in a competitive 
market and we want it to stay com- 
petitive.” 

Westinghouse also announced an 
average 13 percent increase in the 
prices of integral motors of one or 
more horsepower, a rise of 13 per- 
cent for low voltage switch gear 
equipment, 20 percent for circuit and 
controls units, and 8 percent for dis- 
tribution transformers. 
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Year of Decision 


Plan to make (947 your 
banner year. You can 
be sure of greater sales 
and satistied customers 
with the sensational 


MERIT-MADE 





The E-Z Action button opens 
the doors, automatically 
turns the toast, and closes 
quickly and 


the doors 


smoothly 





Nationally famous for its exclusive Oven-Toasting design. 
smart appearance quality construction and guaranteed 
performance. Make E-Z Flip your leader! 


See Your Local Distributor Today 


MERIT-MADE, INC. MERIT BLDG. 


33-37 FRANKLIN ST. 


BUFFALO 2, N.Y. 


In Canada: Merit-Made, Ltd., Fort Erie, Ontario 


@ SEE US AT THE FURNITURE MART IN CHICAGO — JANUARY 6-18 @ 
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Creators of 


E-2 FLIP - TY-MATIC 
MONO-CHEF - BUO-CHEF 


Toasters 


| National Radio Week Marks 


| Industry's 26th Birthday 






Executives Stress 
Obligation to Public 


Bigger and huskier than ever, radio 
broadcasting passed its 26th birthday 
last week with a fanfare appropriate 
to its increasing importance on the 
American scene. For the second suc- 
cessive year, National Radio Week 
was sponsored by the Radio Manu- 
facturers Association and the National 
Association of Broadcasters with the 


cooperation of over 1,100 radio stations, 


30,000 dealers, 330 manufacturers and 
other trade organizations including 
the National Electrical Retailers Asso- 
ciation and the National 
of Music Merchants 
Justin Miller, president of NBA, and 
R. C. Cosgrove, head of RMA, be- 
spoke the birthday celebration as an 
opportunity to call public attention 
to radio’s achievements and also for 
the industry to remind itself of its 
responsibilities to the public 


Association 


Radio listeners were invited to enter 
a nationwide letter-writing contest by 
saying “What I Think About Radio.” 


The Pioneers 


What they would think about radio 
would in all probability depend upon 
what they thought about radio ad 
vertising. There could be little quar- 
rel with set performance. The ia- 
dustry had progressed a long way 
from the squawk and squeak era of 
the pioneering KDKA in Pittsburgh 
and WGY in Schenectady. Modern 
receivers bore little resemblance to 
the cluttered contraptions of the early 
twenties with their 
goose neck speakers. Some old names, 
like Westinghouse, Zenith, RCA, 
Crosley, and Stromberg-Carlson, were 
to be seen on 1946 models. Others, 
like Atwater Kent and Amrad, had 
disappeared. 

On its 26th birthday the industry 
was engaged in a battle between color 
and black and white television. But 
it had seen battles before, price wars 
and technical squabbles such as the 
one between metal and glass tubes 
It had seen batteries supplemented 
by “battery eliminators” and “trickle 
chargers” and finally abolished when 


batteries and 


tubes were developed that could take 
current directly from power lines, It 
had seen fads for “make-it-yourself” 
models and for receivers with sc 
prominent a bass that they were called 
“boom-boom” sets. 

Radio had driven the phonograph 
out of business, only to bring it back 
3runswick-Panatrope and 
other radios appeared with built-in 
turnt ables. 

It had started out as a cellar gad- 
eet, an instrument that was first 
cousin to a ship wireless station, and 
it became a piece of living room 
furniture when concerns such as At- 
water Kent and Pooley Cabinet Co 
pooled their efforts and their skills. 
It got another face lifting when 
Majestic designed a console with the 
speaker inside. 


Table Models 


vhen the 


The popularity of table models 
began when little-known western 
manufacturers introduced the “tomb- 
stone” model. Eastern dealers bought 
i few that intrigued buyers in New 
York. Then the International Radio 
Corp. of Ann Arbor, Mich., made a 
significant contribution with a com- 
pact circuit that would work on 
either AC or DC and the table 
model was here to stay. 

The more recent expansions of sta- 
tions, the development of nationwide 
networks, frequency modulation and 
television have increased the import- 
ance of the industry both as a means 
for communication and as a commer- 
cial enterprise. In both those cate- 
gories at age 26, radio was a healthy 
and still-growing adult. 


Dominion Completes New 
Mansfield Plant 


\ production volume over four 
times the pre-war total is expected 
from the Dominion Electrical Manu- 
facturing Corp. which has recently 
completed a new 110,000 square foot 
plant in Mansfield, Ohio. The com- 
pany also maintains plants in Galion 
and Crestline, Ohio. The firm nor- 
mally produces electrical household 
cooking and heating appliances and 
small motor driven appliances. 








ALL EARS: Tom Kenna, Chicago district manager of Proctor Electric Co., has his 








listeners in the palm of his hand. He's telling the Proctor Never-Lift iron story 
to 14 district sales supervisors who will teach the Edison Electric Institute Basic Sales 
Training Course and Product Story to the sales and home economist personnel of the 
Wisconsin Power and Light Co., Madison. 
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Take a look at the tempting 


ten dish L&H has prepared for 
= aggressive cooking and heat- 
New ing appliance merchants. A great line of 
idi ‘ ° . 

bea electric ranges, electric water heaters and 
spas oil ranges. A priceless reputation for 


quality dating back more than 70 years. 
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A. 3. LINDEMANN & HOVERSON CO. 
MILWAUKEE 7, WISCONSIN 
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— features that talk in terms of labor-sav- 
ing for the housewife and of easy sales for 
the L&H dealer. 

Now, there’s a plateful that every mer- 
chant—with a hankering for a steady, 
worthwhile cooking and heating appliance 
business — can really get his teeth into. So, 
pull up your chair and join us. We'll be 
glad to tell you more about 

it. It’s just a matter of mail- 

ing a card today, asking for 

the complete L&H story. 


KEROGAS 
OIlL RANGE 


OVENS+OIL HEATER *W 
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Nickel-Chromium 
Resistor Wire 
That First Made 
Electrical 
Heating 
Practical! 


LEAN, comfortable, safe electric heat . .. when and where you want 
it... thanks to long-life CHROMEL Heating Element Wire! 


Yes, in thousands of those popular portable electric heaters . . . and 
in every other type of electrical heating appliance . . . you'll find good 
CHROMEL Resistor Wire carrying the load, bringing the blessings of 
electrical heat to millions of satisfied users. 


CHROMEL, as you know, is the Nickel-Chromium resistor wire that NICKEL CHROMIUM 
first made electrical heating practical. It gets hot and it stays hot for a Wh44 
long, long time. That's why, when you sell CHROMEL-equipped appli- 
ances, you can count on satisfied customers. That’s why we say. . . if 
they're made with CHROMEL, they're made to sell . . . and stay sold! * TRADEMARK REG. U.S. PAT. OFF. 


HOSKINS MANUFACTURING COMPANY © Detroit 8, Michigan 
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In the Women's 
Magazines 


“Radios are Furniture” is the titl 
of a six-page illustrated article i 
the November issue of House Beauti 
ful. The first two spreads show hoy 
a console radio can be made the most 
important feature in a living room 
and also suggests uses for chairsid 
and table radios that have more thar 
one function. The last spread is de 
voted to built-in radios, showing how 
they can be used by remodelers, build 
ers and decorators. “What To Lool 
For in a New Electric Range” is th: 
title of another spread in this issue 
detailing all the 1946 features. “Post 
war Improvements for Coffee Drink 
ers.” 2-columns illustrates the latest in 
coffee makers plus the recently an- 
nounced household electrical coffee 
grinder. 

Continuing Ladies Home Journal's 
series of articles on kitchens, Gladys 
Tabor has an article, “Merry-Go- 
Round Kitchen,” in the November 
issue, which tells of a_ kitchen 
with round instead of square or 
rectangular equipment—a round re- 
frigerator, round sink, round range 
round broiler and other working units 
These units are not in production vet 
but when they are, they will come in 
multiples of six inches, and may be 
purchased separately and assembled in 
various arrangements. The refriger 
ator can be hung on the wall at 
whatever height that makes the shelves 
easiest to reach, and the broiler and 
oven can be placed high or low to 
suit each homemaker’s individual pref- 
erence Another feature of these 
round units is the fact that they can 
be moved from house to house. 

The November issue of Woman's 
Home Companion has an article by 
Helen Thackeray entitled “The 1-2-3 
of Ironing” which makes some very 
practical suggestions on how to double 
the output and subtract ironing hours 
through advance planning and organiz 
ing of clothes before ironing begins 
Elizabeth Beveridge, home equipment 
editor of the Companion, has some 
good suggestions for keeping mixers 
working during the sugar shortage in 
an article—“Keep Your Mixer Twirl 
ing” in the December issue of that 
magazine. “Cooking in a Nutshell” is 
another article appearing in December 
Companion with suggestions for using 
pressure cookers and electric roaster 
Christmas gift suggestions which 
cover six or eight pages of that issue 
do not overlook electrical appliances 
cleaners, broilers, toasters, irons 
clocks, waffle irons are suggested in 
the article “Here Comes Christmas.” 

In an article entitled “Just What 
You Need in the Kitchen” Elizabeth 
Sweeney, equipment editor, McCall's 
Magazine, November, lists what a 
kitchen needs for food preparation, 
cooking and baking complete with 
costs, and small appliances are repre 
sented in a list totalling $152.95. “Gifts 
to be Proud of,” in the same issue, 
shows a variety of small appliances 
acceptable as gifts including an elec 
tric juicer, table stove, blender, doo 
chimes, blanket and percolator. 

In the November issue of Good 
Housekeeping Helen W. Kendall tell 
how to keep a home clean in her 
article “A Clean Home Without 
Housecleaning.” The equipment 
needed to accomplish this job in 
cludes floor-type cleaners for rugs and 
carpets, a tank-type cleaner for dust- 
ing furniture and hard floor surfaces, 
and an electric floor polisher. 
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po BGs Marriage, indeed, is a wonderful state, 
WS It makes two people one, or so they relate. 
ooe¥ 


But guys and their gals do not always agree 
On what the best use of their money’s to be. 


He may be typed “of a practical mind,” 
While she loves her luxuries — all she can find. 


Light and Power (Electric), knowing this to be true, 


Place ads where they reach not just one sex, but two. 


The American Magazine double-exposes 
Their ads to both sexes—it’s under both noses. 


The double exposure you get in this book 
Is a sure-fire way to keep sales on the ea 








Decision! 








We 
aa 


DOUBLE-EXPOSES 
YOUR ADS 
TO BOTH SEXES 








THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK i, 4% ¥; 
PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER'S, WOMAN'S HOME COMPANION 
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EVERHOT 
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EVERHOT ROASTER ouuel 
FAN-TYPE HEATER 
EVERHOT RANGETTE 
A VE ro uction re 

ava ———— EVERHOT ROASTERETTE 
Everhot Quality assures to customer consistent satis- 
faction in use, economy in operation, brilliant per- 
formance, and long life. 
To the dealer Everhot Quality means sales appeal 
and a clean profit not impaired by after-sale service, 
adjustments or arguments. 
Everhot Products have long-established public accep- 
tance. Everhot policy constructively helps the dealer. 

THE SWARTZBAUGH MANUFACTURING CO. 


TOLEDO 6, OHIO e ESTABLISHED IN 1884 
Authorized Wholesalers in all markets 


PRODUCTS 











ROASTERS... HEATERS... APPLIANCES 
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1946 Appliance and Radio 
Shipments to Date Listed 


CPA and Bureau of Census Figures Released 


Current releases from the Bureau of 
the Census and the Office of Civilian 
Production reveal the following quan- 
tities of electrical appliances sold in 











BROILERS 
(Units) 
— . ereereee 106,579 
yy 2 Serene 96,164 
ia vd bon ddeece pans 97,393 
| ee ee : 70,504 
BE aie as ceucze's 63,189 
DE Bc sccasaccs 80.478 
Se 56,596 
ae 30,144 
gf eee eee 601,047 
COFFEE MAKERS & URNS 
(Glass and Metal) 
Jan. 1946........ 80,985 
, 2. eee 59,828 
Mar. 1946 71,566 
J ee 66,084 
May 1946...... 91,106 
June 1946.. 121,546 
"a eee 94,743 
Nee Dee tveeedeesesauas 117,622 
- eS. Seer eer 703 480 
FANS, INCLUDING AIR 
CIRCULATORS 
Jan. 1946.... 84,764 
Feb. 1946 112,261 
a. ee 184,762 
ee eee 219,098 
May 1946.. 7s een 251,794 
a Sere 261,031 
a, See 224,851 
Aug. 1946.... 157,378 
[Sb sccéexeseenet 1 495,939 
HEATERS, AIR (Convector) 
aie | BeBe tg Siscwpscaa 56,929 
ee 48,826 
PG Ts hike da we csedenves 48,697 
wae vircndewseann 81,425 
eee 62,457 
Sl Sree Ct wn dineoes 73,168 
=. ee 73,691 
PE, SG 3 daw tae ueatanns 74,037 
§ Are er er 519,230 
HEATERS, AIR (Radiant) 
Oe ee ee 185,315 
Seas 118,707 
ee a ee ee 126,440 
Apr. 1946.. 131,914 
May 1946 85.312 
IE si & rstk-wi's <n aleaik 65,145 
Tuly 1946 52,661 
hy SA 80,614 
8 Mos. 1946.. 846,108 


HEATING PADS AND BLANKETS 


ee ae a 292,738 
. 9 Sea 190,429 
Seat er 207,865 
BE, CM caitke eadkesexs 288,287 
Rc ircdntencenna 285,233 





DECEMBER |, 


1946 since January Ist. The figures 
are reported to represent substantially 
complete coverage of the appliance 
and radio industry. 








june 1946.... 283,176 
July 1946 268,299 
Aug. 1946..... 240,599 
BS Mas. 1996... .cciscccccce 2,056,626 
HOTPLATES 
Re ee 147,299 
os eee 160,206 
a 179,093 
PS Me scassvsavvedekes 181,118 
May 1946...... 134,717 
eee 177,963 
ON NS oes i bead hea es 125,668 
PTE cn punegkiieneds 150,231 
© let FING. on kcciedncics 1,256,295 


IRONS, AUTOMATIC (including 


Steam) 
Jan. 1946 268,184 
PO! WU yik a cn deere’ 272,216 
BO, Ss caine) ccceteccea 370,893 
PE a ic s'b nos oedea nes 360,168 
ie 301,454 
June 1946... 431,008 
DN Se chia 64 stra seen 446,954 
Aug. 1946...... 548,222 





8 Mos 1946. 2,999 099 


IRONS, NON-AUTOMATIC 
(Including Travel and Boudoir) 


NN I< ack ashe piolane Rohe et 44,185 
}: Sera 65,898 
ae 81,480 
= Sore 109,812 
ke ee 125,637 
"errr re 126,511 
DE HENS wdscoevwentocae 72,290 
a ee 113,733 
SO FOR k ccs evacesene 739 546 


MIXERS, (FOOD) & JUICE 





EXTRACTORS 
Sk. Ras eand «aah ae aey 77 836 
Se a 78,261 
eS an: «nigh accbienineace 87,442 
tt 73,744 
= Sere ese 55,090 
June 1946...... 82,419 
July 1946...... 86,396 
eee 137,205 
& Mos. 1946 678,393 
RADIO RECEIVERS 
fan, 1946........ 550,000 
=, Re eee 750,000 
EO, Fico nck intccevaen 1,000,000 
Rr a0secncabeenke 1,000,000 
Mes 4acisomaer con 1,185,000 
[ee 1,378,000 
oe a ee 1,330,000 
PR Sid has tee vena 1,700,000 
Se ee 1,500,000 
Oe Fe a bv kevcaesexes 10,393,000 


(Continued on page 102) 
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3.744 
5,090 
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8 393 


0,000 
0,000 
0,000 
0,000 
5,000 
8,000 
0,000 
0,000 
0,000 
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2 things to look for 


when you see the “unbelievable” 
THOR AUTOMAGIC WASHER 


(Now being demonstrated at your Thor Dealer’s) 


The Thor Automagic Washer is TWINS. 
Two separate washing units (for clothes and 
dishes) can be used interchangeably in the one 
machine, giving you, as you need them, a clothes washer 
and a dishwasher ... both automagic. You can 





7 have the Thor with both units or just one—adding 
SA the second later, if you like. Read about its features 
Vie here—then let your Thor dealer 
_ FS) i | show you this seven-day- 
‘enaenye wonder in action. 









a ot $# ts 
hes P° “Let THOR do it”... 
eve os 4 fot \atB ic a fine motto for duds and dishes 
at og help cA romap— : 
0 
+ \es> er giass¥ 4: 
opal fas08 ashes CHIE, over OO 
$s er ta of ' 
P as sa 9 ‘ 
pishw te gix te os. 8 easy wo: 
vet od a! : ys . ‘ 
si a ith hy ‘ 
greasy a gent! a - ral 
ce — ss {e) 
Bw presse ygsbiOB of | 
need 6 in ba! 40d > ow 
scrape ashing 
¥ 
t 
= \ife- \ 
\ 
\ 
e 
Look for a wonderful quick-change... 
... From Clothes Washer to Dishwasher in 1/2 Minutes 
Lift out the clothes tub and Slip in the dish drum and A 2-foot square of floor space 
attachments from your Thor Auto- racks and the Thor is a dishwasher in kitchen or laundry is all that's 
On its way- magic. The sturdy Thor mechanism to revel in 7 days a week. No part needed for the Thor Automagic. 
Y a is now ready to serve the of the machine that touches clothes No bolting down, no excessive 
dishwasher, ever touches dishes. weight, #o vibration. 


A Thor Automagic Sink 
with interchangeable 
clothes and dishwasher HURLEY MACHINE DIVISION 


units, Watch for it. Electric Household Utilities Corporation, Chicago 50, Illinois. 


Plants in Chicago, IIl.; Bloomington, Ill.; El Monte, Calif.; Toronto, Canada; London, England 
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Foe “MORE PROFITS YOU-CAN KE 


pile WE 


-Wire 


YOUR NEAREST 


AUTOMATIC 
DISTRIBUTOR 













ALLENTOWN PA. Luckenbach & Johnson, Inc. 
ATLANTA GA. Economy Electric Supply Co. 
BALTIMORE MD. Legum Distributing Company 
BAY CITY MICH Jennison Hardware Company 
BILLINGS MONT Northwestern Auto Supply Co. 
BIRMINGHAM ALA. Lewis Supply Company 
BOSTON MASS Metro Distributors, Inc. 
BUFFALO _ 4 Fay-San Distributors, Inc. 
CHARLESTON W.VA Charleston Hardware Company 
CHARLOTTE Cc. McClain Distributing Company 
CHATTANOOGA TENN Southern Furniture Sales Co 
CHICAGO lee Appliance Distributors, Inc. 
CINCINNATI OHIO Bimel Company 
CLEVELAND OHIO Kane Company 
COLUMBUS OHIO Kane Company 
DALLAS TEXAS Peaslee-Gaulbert Corporation 
DAVENPORT IOWA Sieg Home Supply Company 
DAYTON OHIO Bimel Company 
DENVER COLO Graybar Electric Company, Inc. 
DES MOINES IOWA Roycraft-lowa Company 
DETROIT MICH. Brennan Appliance Distributors 
EL PASO TEXAS V. A. Williams 
FARGO N. DAK Kiefer Sales Company 
GRAND ISLAND NEBR United pagans Wholesalers 
GRAND RAPIDS MICH Radio E uipment Co., 
HARRISBURG PA. Charles nerr 
HAVRE MONT Havre Jobbing Company 
HOUSTON TEXAS Readers Wholesale Distributors 
INDIANAPOLIS IND. Radio Equipment Company, Inc. 
JACKSONVILLE FLA. Florida Radio & Appliance Corp. 
KANSAS CITY MO. Jenkins Wholesale Bivision 
KENNEBUNK MAINE Spiller Electric Company 
KNOXVILLE TENN Southern Furniture Sales Co. 
LACONIA N. H. Geo. C. Stafford & Sons 
LAS VEGAS NEV. Rex Bell's 
LITTLE ROCK ARK. Brandon Company 
LONG ISLAND CITY N. ¥. John W. Walter, Inc. 
LOS ANGELES CALIF J. N. Ceazan Company 
LOUISVILLE KY. Foster Distributing Company 
MEMPHIS TENN. National-Rose Company 
MIAMI FLA. Florida Radio & Appliance Corp. 
MILWAUKEE wis, State Distributing Company, Inc. 
MONROE LA. Monroe Hardware Company 
MONTGOMERY ALA. Walther Brothers 
NASHVILLE TENN. Better Home Products, Inc. 
NEW HAVEN CONN. Dale-Connecticut, Inc. 
NEW ORLEANS LA. Walther Brothers Company 
OKLAHOMA CITY OKLA Jenkins Wholesale Division 
OMAH rn NEBR Electric Fixture & Supply 
PEORI ILL. Williams, Inc. 
PHIL ADE LPHIA PA. Graybar Electric Company, Inc. 
PHOENIX ARIZ. Arizona Mercantile Company 
PITTSBURGH PA. H. U. Gunther Company 
PORTLAND ORE. Lou Johnson Company 
PROVIDENCE aq F Republic Distributing Company 
RICHMOND VA. Louis O. Bowman, Inc. 
ROANOKE VA. Roanoke Hardware Company 
ROCHESTER N. Y. Fay-San Distributors, Inc. 
RUTLAND VT. Vermont Electric Supply Co. 
ST. LOUIS MO. Jenkins Wholesale Division 
ST. PAUL MINN Motor Power Equipment Co. 
SALT LAKE CITY UTAH Appliance Wholesalers 
SAN ANTONIO TEXAS Alamo Distributing Company 
SAN DIEGO CALIF J. N. Ceazan Company 
SAN FRANCISCO CALIF J. N. Ceazan Company 
SAVANNAH GA, Lindsay & Morgan Company 
SCRANTON PA. McConnell’s Selectric Co. 
SEATTLE WASH rea pp pliance Company 
SIOUX FALLS S. DAK cDonald Mfg. Company 
SOUTH BEND IND. Radio Equipment Company, Inc. 
SPOKANE WASH McKay Appliance Company 
SPRINGFIELD MASS Mascon Distributors, Inc. 
SYRACUSE N.Y Upstate Distributors, Inc. 
TAMPA FLA. Florida Radio & Appliance Corp, 
TOLEDO OHIO 


WASHINGTON 
WICHITA 


“ane Company 


Washington holesalers 


KANS. 


od Wholesale Div. 


CANADA 
REGINA, SASKATCHEWAN 











Economy Distributors & Importers, Ltd. 


TORONTO, ONTARIO 
Wamac Distributors, Ltd. 


Write, wire or phone your 
nearest Automatic Distributor 














Made in Newton, lowa Since 1908 by 


AUTOMATIC WASHER COMPANY 



















1946 Appliance and Radio Shipments (Cont.} 





RANGES 
(Standard & Apartment House) 
Sit: Tos et weeees cceen 25,000 
eee 20,000 
ee 23,000 
Apr. 1946.............. 31,000 
May 1946................ 31,000 
June 1946 46,000 
Be Me cn ncas anes 57,000 
See 66,000 
NE, Sheen kenacaetace 61,000 
© Mat ING 5 i cciciicsccs 360,000 
REFRIGERATORS 
(Electric & Gas) 
ee Ee ee 123,000 
2. are 67,000 
3 eee 98,000 
PS SE ene oc cn cagans 143,000 
gE. a ree 196,000 
ge 210,000 
See 220,000 
a] eae ga 218,000 
BE WD cccedcasenes 233,000 


a a. eee 1,508 000 


SEWING MACHINES 
(Electric, Hand & Foot Treadile) 


ag AEN ee 12,000 
i Se eee 13,000 
ao 28,000 
Apr. 1946. “A te ad 28,000 
ESE rere ae 31,000 
June 1946. ........ eS 27,000 
|” "ee 35,000 
a 2 eee 29.000 
a ee 35,000 
ae ee ener 238,000 


TOASTERS, AUTOMATIC 


i a RRS 28,887 
ee he eas 66,931 
SG veenknwnadescue 72,889 


Mae: Bs incskterd ens 72,051 
SN at ace ase 53,023 
NS Se 106,120 
PO se staniteosacen 65,405 
SS ls acta ack awa ee 88,913 
ee eee 554,219 


TOASTERS, NON-AUTOMATIC 


SS  SaReeeere 55,230 
Sf eee 107,570 
Mar. 1946........ 133,426 
Apr. 1946..... 158,962 
May 1946.... 150,302 
ST I oa cae wee 198,764 
GU ois ssecevaree 142,542 
Pi cicccews cactaes 243,325 
Bee. eee sciccemmavews 1,190,121 
VACUUM CLEANERS 
(Standard & Hand) 
Ph: Gb ensttones~s esas 120,000 
2. rere 128,000 
ok ee 162,000 
Apr. 1946.. eieres 174,000 
= Se 166,000 
Se eee 180,000 
ME Me's Sancn hase 197,000 
"eres 218,000 
BOE, THs ici etbievns 240,000 
OREO Mindataxdanae ee 1,585,000 
WASHING MACHINES 
(Electric & Gas Engine) 
Jan. 1946.. 171,000 
Feb. 1946.. 90,000 
TINIE 5 cc scdoikainaiyen 111,000 
Apr. 1946.. 177,000 
May 1946.. 185,000 
ree ere 194,000 
July 1946.. rate it ml 187,000 
\ug. 1946... 215,000 
Sept. 1946.......... 212,000 
SO Ad os accel 1, 542,000 





Porcelain Enamel 
Preferred in Survey 


Porcelain enamel got the nod in a 
three-way survey with architects and 
product designers and with ultimate 
consumers, according to a report made 
by the Market Research Committee of 
the Porcelain Enamel Institute at the 
Institute’s annual meeting at French 
Lick, Ind., recently. 

As far as kitchen equipment is con- 
cerned, consumers expressed the great- 
est preference for procelain enamel 
over other finishes for refrigerator in- 
teriors and exteriors, kitchen tables, 
sink drain boards, sinks, frozen food 
cabinet interiors and exteriors, ranges, 
and washing machine tubs and ex- 
teriors. 


Architects Agree 


Some 70 percent of the architects 
plan to use porcelain enamel for proj- 
ects, and 66 percent plan to use it in 
modernization or remodeling jobs. 
Reasons given were its durability, low 
cost, wide color range, attractive ap- 
pearance, cleanliness and _ sanitation. 
Also mentioned were ease of applica- 
tion, low maintenance expense, flexi- 
bility of design and light weight. 

Product designers to the amount of 
22 percent plan to use porcelain enamel 
in new products. The figure is impres- 
sive, in that it includes designers of 
products not adaptable to porcelain 





finishes. Here resistance to corrosion, 
acid and heat were mentioned. 

No difficulty in working out prob- 
lems with procelain enamelers was re- 
ported by 97 percent of the architects 
and 80 percent of the product designers. 

The report was in the form of a pic- 
torial slide. The survey was conducted 
under the supervision of the Market 
Research Committee’s chairman, Robert 
J. Ritchey, manager of market develop- 
ment, Carnegie-Illinois Corp. 








WITHOUT PRESSURE Jacques Trau- 
bee, president of Traubee Products, Inc., 
yields to the pleas of Adrienne Ames, 
stage and radio star, who wants to know 
how the Time-Saver pressure cooker is 
packed. Miss Ames is something of an 
amateur chef herself. 
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72,051 
53,023 
16,120 
55,405 
38,913 


54,219 


ic 


55,230 
07 570 
33,426 
58,962 
50,302 
08,764 
42,542 
43,325 


90,121 


20,000 
28,000 
62,000 
74,000 
80,000 
97,000 
18,000 
40,000 


= The Chicago Tribune’s 
DURABLE GOODS STUDY reveals 
ze these pertinent facts about the 


11,000 


<0 GREAT CHICAGO MARKET 


94,000 


m7 00 and the dealers who serve it— 


4? 000 











Where to locate deal- The indicated pur- The types of outlets in The kinds of sales 
rosion, erships for minimum chases, item by item, which these purchases policies and coopera- 
‘aii and for representative to be made by con- <1 will be made. tion dealers want from 
yas re- distribution of your sumers in each of 21 ~ Sy their sources. 
hitects 
. products. sales areas. 
igners. 
a pic- 
ducted 
Market 
Robert 
-velop- 





Now available are two potent tools to help you gain 
maximum sales in the Great Chicago Market—and at 
minimum cost. The durable Goods Study among con- 
sumers and dealers reveals important facts about home 
appliances in this market—and the Sales Plan shows you 
how to put these facts to work for your products. 

To gain the information that will help you, we inter- 
viewed 2,051 dealers in Chicago and suburbs and in 91 
cities in 5 states. They told us their plans for merchandis- 
ing and selling, for promotion, for modernizing. They told 
us how they want to be treated by the manufacturer. 


Equally important to your success in the Great Chicago 
Market are the interviews we made with 10,850 families 
in the 5-state area. These families told us of their present 
appliances, their contemplated purchases, and the type 
of outlets they expect to shop in. In short, we obtained 
over two million answers to significant questions about 
home appliances—answers that will help you get your 
share of a market so large that it can absorb all or an 
important part of your production. 

To get the benefit of the Durable Goods Study and the 
Sales Plan, simply write your nearest Tribune representa- 
tive, as shown below. 












No other medium gives such quick, effective 
H. N. King, Chicago Tribune 


and thorough coverage of the Great Chicago 810 Tribune Tower, Chicago 11 


Market as the Chicago Tribune. 63.4% of 
the $414,757,552 indicated purchases of 





Chicago Tribune 


E. P. Struhsacker, Chicago Tribune 





Trau- ~ ,G ‘ 220 E. 42nd St., New York City 17 
ts, Inc., home appliances during the first year they She World's Greatest Newspaper 
A lable in thi ‘ Keene Fitzpatrick, Chicago Tribune, 
Ames, ore available in this market, will be spent by 155 Montgomery St., San Francisco 4 
—. Tribune-reading families. Tribune rates per September average net paid total circulation: 
poker is , : . W. E. Bates, Chicago Tribune 
i] Py ¥ ’ 
5 of on ine per 100,000 circulation are among the Daily, over 1,100,000; Sunday, over 1,500,000 Penobscot Building, Detroit 26 
lowest in America, 
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MR. MANUFACTURER. ... 


MR. DISTRIBUTOR... 


RADFORD COVERS NEW ORLEANS! 
Are You REALLY Well Represented in New Orleans? 


Do you have a gap to plug in this rich retail market? If so consider Radford. 


WE OFFER... 


® MODERN MERCHANDISE DISPLAY .. . In a recently 
completed, modern building having thousands of feet of 
attractive display space. Seven 9 x 12 display windows, 
145 foot frontage on a widely-traveled main thoroughfare. 
Centrally located. 


EXPERIENCED SERVICE DEPARTMENT .. . We maintain an 
efficient service and installation department for all of the 
merchandise we handle. 


ADVERTISING PROMOTION ... We promote volume retail 
sales through the use of advertising and _ intelligent 
merchandising. 


EXPORT DEPARTMENT . . . (We are members of Inter- 


national Heuse.) 
® LARGE WAREHOUSE FACILITIES . . . 
® EIGHTEEN YEARS IN THE APPLIANCE BUSINESS... 


Let's think in terms of the future! 


RADFORD 
APPLIANCE MART 


4137 Washington Ave. New Orleans 15, La. 
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: i 
NO SECRETS: It's no x-ray. On the 
theory that seeing is believing, Farns- 
worth installed a compact table mode! 
television receiver chassis in a lucite 
cabinet for display purposes. It's not 
the bulky affair which Farnsworth 
claims too many people see in their 
mind's eye as a typical television set. 


Television Is Ready 
For Public, Says Vogel 


‘elevision has reached the point 
where it will be readily accepted by 
the public, and television sets are 
worth the price that must be asked— 
these were the convictions expressed 
by Ernest H. Vogel, vice-president in 
charge of sales, Farnsworth Television 
& Radio Corp., in a recent New York 
speech at the Television Broadcasters’ 
\ssociation’s Second Annual Confer- 
ence and Exhibition. 

Mr. Vogel went on to explain that 
every phase of the television program 
s set to go. Although some fear ex- 

Ss among prospective sponsors as to 
the expense of producing first-class 
programs, he said, there is every rea- 
son to believe that this problem will 
iron itself out. At any rate, he em- 
phasized, “Let us solve tomorrow the 
problems that will develop tomorrow.” 
Pointing analogies in the field of the 
automobile and the radio, he stated that 
television is already in a much more 
advanced stage than were these in- 
dustries at the time of their presenta- 
tion to the public. 

The objective which Mr. Vogel set 
for the video set industry in 1947 is 
“not less than 750,000 and if possible 
1,000,000 television receivers.” At any 
average list price of $200 per set, $200,- 
000,000 worth of business is in the 
offing next year, he claimed, if a mil- 
lion sets are built. 

Mr. Vogel concluded by insisting 
that television looms as a great na- 
tional service which it is the business 
of the industry to foster. 





September Video Output 
Tops Past Eight Months 


The production picture for tele- 
vision receivers, dull and dim since 
V-J Day, took on new sharpness 
in September when 3,242 units 
were produced. According to the 
Radio Manufacturers Association 
this figure compares with a total 
of 225 for the previous eight months 
of 1946. Nearly all of the record 
total produced were video-radio- 
phonograph combinations and were 
direct view types. 

The association’s production re- 
port was based on individual state- 
ments from RMA member com- 
panies. 
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pb utomatte ELECTRIC WATER HEATERS 


McGRAW ELECTRIC COMPANY, CLARK WATER HEATER DIVISION, 5201 W. 65th ST., CHICAGO 38 
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Get set tor lors oF 


\\ 


o- ere ! 
Go hey -— 


ALREADY 


oon VE 


quantities of the new G-E Automatic 


Blanket. 
More 


[A] 
6), 


Be sure your salesmen know these 


° G-E sales points: 


G.E. introduced the first Automatically Controlled 
Blanket 10 years ago. Constant improvements ever 


since. Now softer, lighter, warmer. 


Bedside Control is set once a season. At night, 
And no matter how the 
weather outside changes during the night, 


blanket is simply turned on. 
Control 
adjusts automatically. 

Warmth without weight. G-E Blanket weighs 5 lbs. 
Can be warm as 3 regular blankets (about 15 Ibs.). 


Fits any size bed. 


blanket.) 


(Washing instructions with 


r- 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
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Now—an exclusive new G-E Blanket 
—the new Two-Control Model! 
| 

| 

| 

| 

| 

| 

| 

| 

| 

L 


To make people sleep even happier, G.E, is introduc- 
ing an exclusive T'wo-Control Blanket 

for each half of the 
blanket, for couples who like different degrees of sleep- 


wooing 


Iwo separate controls, one 
warmth 

Husband sets his control for warmth he wants. Wife 
ets her control for warmth she wants. Both cozy under 


re light covering 


Covering SLEEP-HAPPY America 


RECEIVED limited 


and more will be coming your 


——E ee a EE oO EE EE Ee ee ee ee 


SLEEP HAPYW sulles. 


Over 100,000 users of G-E Automatic 
Blankets cheer for its cozy, automatic 
warmth. And now, your customers can 
be sleep-happier than ever—with G.E.'s 
new Two-Contro/l model! 


way, every month . . . enough to handle 
the floods of requests you're sure to 
have for this marvelous Automatic 


Sleeping Comfort! 


We want to help you make the most 
of this great opportunity! And here's 
information that will get you off to a 
swell start! Look it over carefully right 


this minute—then let’s go—for “sleep- 


happy” sales galore! 


Letters from users pour in, praising 


. Automatic Sleeping Comfort! 


Unsolicited letters from all over the country are pour- 
ing in by the thousands, praising G-E Automatic 


Blankets. 
Comments like these: 


“It certainly is a grand and glorious feeling to switch 
on the heat and feel warm without having loads of 
blankets piled on.” 


“Used one for three years. Perfect. Never liked any- 
thing better.” 


“We have three Automatic Blankets in our home. 
The first one was purchased in 1938.” 


We're telling your customers — 


* you can help tell ‘em, too! 


G-E One-Control and Two-Control Blankets are ad- 
vertised regularly in magazines like Life, Good House- 
keeping, House Beautiful, National Geographic. On the 
air, too, with “G-E House Party,” 
popular coast-to-coast CBS radio 


show. 


Get these sales helps from your 
G-E Distributor . . . 


¢ Displays, to identify your store as 
headquarters for G.E.’s Automatic 


Sleeping Comfort. 

¢ Slide training film for your sales- 
men on the G-E Automatic Blanket. 

e Attractive folders, envelope stuffers, and newspaper 
mats. 

For more details, see your G-E Distributor. Or write, 
Appliance and Merchandise Dept., 
Bridge sport 2 2, Conn. 


General Electric 
Company, 


lomelte Elatrkele 


Approved by Underwriters’ Laboratories, Inc. 


GENERAL @ ELECTRIC 
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Increase in Record 
Sales Predicted 


Sponsored by the National 
ciation of Music Merchants, Inc., a 
five-day forum under the name, 
Record Merchandising Institute, was 
held in Chicago for the phonograph 
record trade the early part of Octo- 
ber. This was the first of a series of 
such forums to be presented by 
NAMM in major cities coast to coast. 

The opening session was addressed 
by William A. Mills, executive secre- 
tary of NAMM, who spoke of the 
institute’s main purpose of “better 
equipping those present to do the job 
of selling phonograph records.” Mr. 
Mills went on to say, basing his esti- 
mates on Federal excise taxes col- 
lected on phonograph records during 
June, 1945 and 1946, that in 1945 
$210,721 was collected compared to 
$597,085 for the same month this year. 
He estimates that one out of 8 fam- 
ilies at present are record buyers, and 
that with full production there will be 
one turntable to every two and one- 
half families. 

The five morning sessions featured 
clinics on all phases of handling 
records, with the list of speakers in- 
cluding: James Oliver, the Music 
Center, Elkhart, Ind.; Hope Gamble, 
Byerly Bros. Music Co., Peoria, Ill; 
Velma Moore, Norman Ross Record 
Shop, Evanston, Ill.; Harry Monroe, 
Bissell-Weisert Co., Chicago; Wayne 
Howorth, Gamble Hinged Music Co., 
Chicago; Robert McCloud, Wurlitz- 
er’s, Chicago; and Evan Klock, Lyon 
& Healy’s, Chicago. 


Asso- 


Record of the Month 
Club Started by Sears 


A club patterned after the Book 
of the Month Club but which will sell 
records, is being started by Sears, 
Roebuck & Company. Twelve inch 
Vinylite records at $1.50 each, plus 
a bonus of one for each four purchased, 
are features of the plan. They are 
being produced and recorded by As- 
sociated Muzak Corp. Members get 
a monthly magazine and choice of four 
new records a month. Artists who 
have recorded for the club are Lanny 
Ross, Vivian Della Chiesa and Clara- 
mae Turner. Minimum annual pur- 
chase must be eight records. 








CELEBRATING THE BILLIONTH re- 
cord made by RCA Victor, Frank M. 
Folsom, executive vice-president, speaks 
at the commemorative banquet sponsored 
by the city of Camden, N. J., RCA's 
home town. He predicted a possible ten 
or 12 million record-playing families in 
the country within the next two or three 
years. The celebration included presen- 
tation of the gold-plated billionth record 
to Lt. General A. H. Turnage, assistant 
commandant of the U. S. Marine Corps. 
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PROFITS... 


@ Hand rubbed to the deep rich lustre of @ fin the Cordovan, above, is another in the 
superb series of RECORDIO . . . Recorder-Radio-Phonograph Combinations . . . designed to 
reap regular repeat profits for its dealers. The amazing reproduction fidelity and tonal beauty 
of RECORDIO attract lovers of fine music and fill stores with eager recording enthusiasts. Their 
frequent purchases of RECORDIO DISCS and RECORDIOPOINT NEEDLES play a pleasant cash 


register tune of handsome profits all year ‘round. 


| REGORDIO 7 WILCOX-GAY CORPORATION © CHARLOTTE, MICHIGAN 
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Quality and mode 
rate prices have, 
over the years, 
made Signal a 
leader in fans, tele 
graph instruments 
and portable elec- 
tric drills. 






EXHAUST 
FANS 










































_SIGNAL ELECTRIC MFG. CO. 












MENOMINEE, MICHIGAN 


GO AHEAD AND TALK! 


and suggest names. 


— 





When Webster-Chicago Corp., wanted to find a name 
for its new wire recorder, it had a sneak preview for employes, let them try it out 
The machine shown here is a pilot model. 
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Meck Denies Off-Brand Radios 


Meeting Consumer Resistance 





& 7 


GOOD RADIOS are “highly salable 
said John Meck, president of John Meck 
Industries, speaking to the press re- 
cently in New York, even if they bear 
“so new a name as Meck." 
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of Paramount Film 


Paran int Pictures has release 
‘Popular Science” movie short 
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shows the new General Electric tw 
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control automatic blanket 


1 Molly 


by means 
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Other scenes give the actors full o 
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THE “ONE AND ONLY” 


—_ wu o 


ELECTRIC SHAVER THAT 


















Only the Collman “58 
has these, ays features: 


Se 


58 double combing teeth, 58 comb- 
ing slots, 58 cutting slots, 58 double 
cutting teeth, all synchronized 


A double cutting action for every 
cutting slot, each slot always open 
to admit whiskers 


Precision-ground cutting head of 
finest surgical steel 


Positive button starter, no exposed 
rotating parts 


Four-pole motor, easy-starting, 
smooth-running 


Weighs only 634 ounces—lightest 
electric shaver made 


Offset body design for better shav- 
ing vision 

Designed by J. B. Federico, noted 
commercial designer 








BECAUSE IT 


Shave 


OLLMAN 58 


This shaver is right—and “right up your alley’’ because 
it’s a 12-month seller, from Christmas straight through 
the year! 


Exclusive patented features . . . big color ads in national 
magazines... every known successful method of merchan- 
dising and promotion to keep the tide of demand rising 
constantly! 


as tomorrow .. . yet time-tried by long years of test- 
by 3,000 men from coast to coast . . . plus years of 
research. 


LMAN ‘“‘58’’. Get in on this demand, this 
Wear ’round quick profit! Call, write, wire 
pply limited. 





AND HERE'S WHY THE 
COLLMAN “S8&” 


FAIR TRADED at both wholesale and 
retail price levels. 


AVAILABLE through wholesale distrib- 
utors only. 


and Collier’s, full pages in Time 
Magazine. 


DISPLAYS AND DEALER HELPS to help 
you move more COLLMAN “58” 
Electric Shavers faster / 


NATIONALLY ADVERTISED... big national 
advertising campaign, timed to catch 
the Christmas trade. Full pages in 
color in the Saturday Evening Post 


SERVICE... backed by nationwide ser- 
vice plan. 


Sell 


HERE'S WHY THE 
COLLMAN “S83” 





58 DOUBLECOMBINGTEETH 58 COMBING SLOTS—The 58 CUTTING SLOTS— No 58 DOUBLE CUTTINGTEETH 








— Most whiskers lie flat— 
the double set of combing 
teeth comb whiskers “‘up”’ 
for cleaner shaving. Ex- 
clusive with the COLL- 
MAN “58”. 


combing slots keep whisk- 
ers “up’’—and guide even 
the stubborn ones directly 
into the cutting slots. Ex- 
clusive with the COLL- 
MAN “58” 





IT'S REVOLUTIONARY! IT SHAVES 


escape for whiskers at this 
point! The staggered cut- 
ting slots prevent whiskers 
from sliding through and 
being missed by the cutter. 
Exclusive with the 
COLLMAN “58”. 


—Two rows of surgical 
steel double cutting teeth 
provide a dual cutting ac- 
tion for every cutting slot. 
Whiskers are sheared off 
cleaner, faster and easier! 
Exclusive with the 
COLLMAN “58” 








CLEANER, FASTER, EASIER 







ce 


Enlargement of the revolutionary 
COLLMAN “‘58”"’ shaving head. 
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U.S. ELECTRIC HOME PRODUCTS, INC. ivcou,, 20% ¥. 





4 these superb 


Thousands © 
irons are being shipped . - 


order yours today. 


ony months of scientific 
poor bere and plain hord 
work have resulted in fine 
post-war irons. y. $. £. A. P. 
refused to run the usvol ; 
“Coming Soon—Have Patience 
odvertising which = 
rol disappointment. — 
S penpeedl woited until 
our production line could 

toke core of orders... 

ond NOW IS THE TIME. 

































UJ. S. Electre Home Products 
irons are built for long hard 
service and scientifically 
designed tor really constant 
and accurately controlled 
heat. They are priced to 
sell quickly ond yield 

o very attractive 

dealer profit. 
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1000 Watts 
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BUNDLING TELEVISED—The old New England custom for keeping warm in winter, 
and considered by some as one of the best means for promoting matrimony—was one 
of the televised scenes depicting man's efforts to keep warm through the ages, when 


Westinghouse introduced their automatic comforter recently by way of television. 


Westinghouse Comforter 


Introduced by Television 


Believed to Mark First 
Telecast of New Product 


The new Westinghouse electric com- 
forter made its debut in a television 
show over WABD in New York City, 
October 30th. Entitled “Tonight Fair 
and Warmer,” the show presented the 
various stages of man’s efforts to keep 
warm from the stone age down 
through the years to present modern 
means offered by the electric com- 
forter. 

According to Roger H. Bolin, ad- 
vertising manager, Westinghouse 
Electric Corp., the television show 
presented to a studio audience of 
newspaper and magazine editors, from 
New York’s WABD television studio 
and retransmitted in Washington, is 
believed to be the first time a telecast 
was ever used to introduce a new prod- 
uct. 


Advertising Follows 


Advertising by twenty-stores in 
New York City and Philadelphia areas 
was scheduled for the morning papers 
of the following day, Thursday Octo- 
ber 3lst, and the stores were furnished 
a selling and advertising plan-book 
which included consumer literature, 
photographs, advertising layouts and 
window and store displays. A com- 
plete sales training program was pre- 
sented in advance to sales personnel 
of the participating stores. 

The comforter, which retails at 
$49.85, is double bed size, has a rayon 
satin cover in rose, blue or green, 
and is slip proof—a rayon faille ma- 
terial on the underside makes the 
comforter cling to the sheets. It is 
automatically regulated by a thermo- 
stat which keeps the comforter at a 
constant temperature regardless of 
changes of coldness in a room. The 
control box, styled by Lurelle Guild, 
resembles a powder box with a glass 
top molded in the shape of a rose. 
The element is sewed permanently into 
a warming sheet by the same technique 


used in the production of electrically 
heated flying suits used by the Army 
Air Corps, and the warming sheet can 
be removed by opening a 36 in. zipper, 
turning the comforter inside out and 
untying the ties that hold the warm- 
ing sheet in place. This inside warm- 
ing sheet is of cotton and may be 
washed at home. The satin covering 
should be dry cleaned. Another fea- 
ture pointed out is the fact that there 
is no wool in the comforter to at- 
tract moths. 


Pump Makers Foresee 
500,000 Units in '46 


Citing the high production of elec- 
tric farm water systems during the 
first six months of 1946, Herbert C. 
Angster, executive secretary and di- 
rector of the National Assn. of 
Domestic and Farm Pumping Equip- 
ment and Allied Products Manufac- 
turers, said at the annual meeting held 
recently in Chicago that total produc- 
tion for the year may well exceed the 
goal of 500,000 units. Going back to 
the beginning of the organization in 
1932 when only 50,000 units were pro- 
duced, Mr. Angster traced the rise 
of production up through 347,000 in 
1941, almost 400,000 in 1945, and 263,- 
878 in the first six months of 1946. 

Mr. Angster called attention to the 
success of the association’s Manual of 
Water Supply Equipment, now in its 
second printing and over 25,000 copies 
of which have been distributed. 

Robert M. Hula, vice-president of 
Clayton Mark and Co., Evanston, II1., 
was reelected president and H. R. Laf- 
ferty, Red Jacket Mfg. Co., Davenport, 
Iowa, was elected vice-president. J. P. 
Curtin, vice-president of the George 
D. Roper Corp., Rockford, IIll., was 
re-elected treasurer. 
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SUN-KRAFT (Model A-1) 


complete with compact zipper 
carrying case and goggles 


Priced to retail at 
@ BURN-OUT-PROOF COLD QUARTZ TUBE 
@ 95% OF OUTPUT IS ULTRAVIOLET RAYS 


@ EXTREME FLEXIBILITY TO REACH ANY 
BODY PART 


@ STAINLESS STEEL COMPOSITION 
@ BUILT-IN AUTOMATIC TIMER 
@ ECONOMY OF OPERATION 





DISING 
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ULTRAVIOLET RAY LAMPS 


Cash in on the Christmas buying market with Sun-Kraft 
Ultraviolet Ray Lamps—one of the few items which 
carries a 40% profit to the dealer. By stocking a mini- 
mum of three Sun-Krafts—one for display, one for dis- 
tribution and one for stock—money-wise dealers are 
chalking up extra sales volume. Sun-Kraft lamps are pre- 
sold for you by an extensive advertising campaign which 
reaches approximately 31 million readers per month. 


... something new on the Sun-Kraft horizon... in 
addition to the popular Model A-1 lamp . . . two new 
Sun-Kraft models will soon make their debut... 
Sun-Kraft Jr., a portable ultraviolet ray lamp compact 
enough to fit into a dresser drawer ... and Sun-Kraft 
Dual-Ray which emits cold ultraviolet rays or infra-red 
heat rays—or both combined. 
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(>) HEAT REGULATOR SET 
oe] 


ywners appreciate. 


Set for coal-fired furnaces. 


AUTOMATIC PRODUCS COMPANY 


2400C NORTH THIRTY-SECOND STREET 


The DEPENDABLE 4-piece A-P Heat Reg- 
ulator se-—for warm air, steam or hot wa- 
ter coal-fired furnaces — has many proven 
features that help you to ready selling. 


The modern streamlined A-P Thermostat, with its ivory-tone 
cover, recessed easily-read thermometer, is sensitive to 1° 
temperature change, operates fast and frequently for close 
control of room temperatures. Compact, powerful Damper 
Regulator is quiet in operation, precision built for years of 
trouble-free service, and has a “stoking safety’ feature that 
Separate Limit Controls avail- 
able for warm air, steam, or hot water systems, avoid dan- 
gerous and wasteful overheating for extra safety and econ- 
Transformer and complete accessory and installation 
kit permit quick, easy installation. 

Help your furnace-user friends NOW to coal savings, and 
more convenient, uniform, comfortable heating this year. 
Write for your complete sales kit on the A-P Heat Regulator 


° MILWAUKEE 10, WISCONSIN 
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FOR HEATING 
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NERA Aims at Dealer Unity 
in Chicago Regional Meeting 


Organized in 1944, “when the going 
was tough,” NERA—the National 
Electrical Retailers Association — 
sprang back into active being with its 
first postwar meeting in Chicago on 
October 25. Using the theme to “pro- 
mote, expand and protect the business 
of our members,” the group met at 
the Stevens Hotel, inviting dealers 
from the five states, Illinois, Iowa, 
Indiana, Michigan and Wisconsin, to 
participate in an opening drive to unite 
the electrical retailing industry. 

Managing Director C. C. Simpson, 
of the headquarters office in Washing- 
ton, D. C., outlined the organizational 
setup of the association, with seven 
regional field directors to be appointed, 
some 1,000 local areas to be formed 
throughout the 48 states, state divi- 
sions controlling possibly four or five 
local divisions. Twelve regional gov- 
ernors or directors to be elected will 
augment the area divisional setup. Far 
from being competitive, NERA policy 
provides for friendly cooperation with 
all associations in the electrical indus- 
try and allied industries. 


Outlines Program 


Outlining the ten-point program of 
the organization, patterned after the 
referendum system, Mr. Simpson went 
on to Say: 


1. NERA will issue an Appliance Trade- 
In Guide Book. 

2. Urge manufacturers to appropriate 
funds for dealer cooperative adver- 
tising. 

3. Work for proper discounts 
actually passed on to dealer. 

4. Clarify factory guarantee program 
on major appliances. 

5. Sponsor testing laboratory programs 
to test household electric appliances 
and endorse performance require- 
ments of those appliances. 

6. Urge all individual ranufacturers to 
establish suggested list prices on 
appliances. 

7. Work for even stronger cooperative 
program between utilities and retail- 
ers on matters pertaining to training 
salesmen, promoting sale of appli- 
ances by retailers, market surveys, 
consumer instruction in use of appli- 


being 
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QUESTIONS AND ANSWERS: The board of experts who attempted to answer 
dealers’ questions at the recent Chicago meeting of the National Electrical Retailer 
Assn., included, left to right: A. E. Cascino, Bendix Home Products Co.; Frank Grue- 
sel, Gruesel Distributing Co.; Harry Alter, Harry Alter Co.; P. B. Pembrun, Stewart. 
Warner Co.; Simon Halle, NERA state chairman from Colorado; C. C. Simpson 
NERA managing director; Paul Kees, association president; NERA regional governor 
Herb Names; and K. J. Stucky, NERA regional governor. 
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Simpson Outlines 
Organization Set-up 


ances, and other important activities, 

8. Urge dealers everywhere to: 
—Refrain from granting employee 
discounts to other than own em- 





ployees. 

—To charge for all service calls be: 
yond guarantee period. 

—Support fair trade practice pro 
gram. 

—Use time payment plan that con 
forms to present practices. 

9. Work with wholesalers for the elimi- 
nation of the practice of any whole- 
saler selling direct to consumer. 

10. Provide strong federal, state and 

lozal governmental departinent to 
see that retailers is properly pio: 
tected by present laws and any 
future legislation. 

Newly elected president, Paul Kees 
of Madison, Wisconsin, was_ intro 
duced and made an informal short ad; 
dress. 


Information Please 


Concluding his opening remarks of 
the formulative principles of the as 
sociation, and mentioning “this is 1 
a listening meeting full of long speeche 
but will be 
forum,” 


conducted as an 

Mr. Simpson introduced t 
men on the platform who were to a 
as “Information Please” for the men 
bers and visiting retailers preset 
Serving in this capacity were: Her 
Names of Denver, NERA reg 

governor for Colorado, Kansas, ' 
braska and Wyoming; Ken St 

of Fort Wayne, Ind., 
ernor for Illinois, Wisconsin and | 
diana; A. E. Cascino, director, 1 


regional g 


keting research for Bendix Hon 
Products, South Bend, Ind.; M 
Kees, Madison, Wis.; Harry Al 
president, Harry Alter distributor 


J. D. Howard, commercial sales 


ager, Wisconsin Power & Light ‘ 





Madison, Wis.; P. M. Pemburn, Stew 

art-Warner Corp.; Frank Grues¢ 

Gruesel Distributing Co., Milwauket 
(Continued on page —) 
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No. 5 of a series telling how Graybar helps dealers increase profits 


Nera Meeting 


memes CONTINUED FROM PAGE T12 =m 


ae 2 & and Simon Halle, Colorado Springs, 

On the matter of organizing a traip. 
ing and selling program for dealers 
it was the advice of those present t 
“get out and sell, and sell hard” 
Price cutting could quickly defeat th: 
purpose of any such program set up, 


Pre-War Markups 


During the discussion it was brought 
out that a law has been enacted by the 
Wisconsin state legislature which pro. 
hibits the purchase of merchandise 3 
wholesale by purchasing department; 
of industrial plants for their em. 
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RCA Television Sets 
Make Hit on First Day 


The first day of public displays 
RCA Victor television sets attracte 
total crowds of over 650,000 in New 
York and Chicago alone, the company 
reported recently. Dave Wagman 
sales manager for radio and televisial 
for Bruno-New York, a distributor 
said that approximately 400,000 peop! 
turned out to see the sets in Ne 
York. In Chicago 250,000 saw ! 
sets, according to H. C. Chapmay 
general manager of RCA Victor Dis 
tributing Corp. there. 


A Millions Worth 
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ee. one of the phases of merchandising Seis ab the deh te os 
yisi ; h i f dealej 
in which Graybar offers you real help sia teed Teenie take on 


who offered Bruno-New York a cert! 
fied check for a million dollar’s wort 
of television receivers. A chain stor 
firm attempted to place an order {fo 
2,000 sets. Macy’s, New York, had t 
call the cops to protect their display o 


receivers. 
Dan D. Halpin, television receive 
How much money should you spend for advertising and FREE TO DEALERS! — The “Profit-Flasher” sales manager for RCA, said ek 
sales romotion? How can you s end it most effec- — a handy device for rapid, accurate calculation the end of the first week In Novem ¥ 
- . aa , 6 Re ote. ons oaeinnes, de. Sy eae there were 800 retail stores in citi 
tively? These are some of the questions that the local Depecseneative — of phone’ Or Witt out manest boasting television who were sellin 
Graybar Merchandising Man can help you answer. He ofhice. Graybar Electric Company . . . im over 90 the receivers. 





principal cities. Executive offices: Graybar Building, 








knows your market. He’s had a lot of experience work- ae Te Sy Fi 
ing with dealers in your area. He can supply you with * Fast-selling lines... 

direct-mail pieces, newspaper mats, and other promo- onoge P 

tional items prepared by merchandise manufacturers. * profit-building ideas . . . 

He can help you tie-in with their national advertising * time-saving deliveries ... 





for maximum results in sales. 

As a Graybar dealer, you're entitled to the Graybar 
Merchandising Man’s help in personnel training, store 
layout, and every other merchandising aspect of your 
business. 

Especially to your advantage is local delivery of lead- 
ing lines of major appliances, traffic appliances, and 
home radio via Graybar — an independent distributing 
organization which is free to select merchandise and to 


make recommendations in your best interest. 4671 “oes 
Merchandising Department 





“HELLO, JONES ELECTRIC COMPA 


MAJOR APPLIANCES oe TRAFFIC APPLIANCES e@ HOME RADIO | OSE ELECTRIC DOOR OPENERS 
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First International Harvester Freezer ... 
Big, Roomy 11-Cubic-Foot Capacity 


The features that win immediate public favor . . . basifeatures 
that mark this product as expertly engineered, skillfully dedigned. 
In addition many special features help build volume ‘gnd 
profits for International Harvester Refrigeration dealers. 

@ Powerful National Advertising 

@ Coast-to-Coast Distribution 

—_— @ Effective Nationwide Service 
@ Great-Name Prestige 


For information about open territory communicate with your 
nearest International Harvester branch. 


INTERNATIONAL HARVESTER COMPANY 
180 North Michigan Avenue ¢ Chicago 1, Illinois 
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IMPORTANT [& 


FLOATING LID, 
FINGER-TIP CONTROLLED 
Opens and closes silent- 
ly, easily; can’t slam. 


ALL-STEEL 
CONSTRUCTION 
Welded; no corner 
seams,cracks, crevices. 


COMFORTABLE 
TOE-SPACE 
Recessed base to allow 
close-up easy standing. 





Ic 


FEATURES 


HERMETICALLY 
SEALED UNIT 


“Tight-wad” for low cost 
operation; 5-yr. warranty. 


SPUN GLASS WOOL 
INSULATION 
Light, acid-resistant; will 
not burn, decay, settle. 


FINEST FREEZER 
FINISH KNOWN 


Dulux Enamel baked on 
over Bonderized surface. 


INTERNATIONAL HARVESTER 
Reece PerAZe 





The Handi-Cuse Tray model 
illustrated combines striking 
beauty with sensational perform- 
ance. Pan lifter is optional. 


You command ice cube performance 
unrivalled when you give a hand 
to the new Inland Handi-Cube Tray 
—with aluminum grids. 

A touch of the plastic lifter in- 
stantly loosens the pan from the 
freezing compartment. 

A finger-tip lift of the releas- 
ing lever, and the newly designed 
actuating mechanism releases any 
quantity of ice cubes instantly . . . 
full-sized and dry. What's more, 


for permanent ice releasing service. 

From the first glance to final per- 
Inland Handi-Cube Tray compels 
the kind of attention that makes 
sales flow your way . . . faster. 


5, 


Philco Will-Produce 
3 Freezer Models 


Phiico Radio Corporation is bringi: 
out three sizes of frozen food cabinet 
for the home to meet the growing de 
mand for frozen foods, Larry E. Gub 
chairman, told a dinner party in At 
lanta last month. He said that in tl 
next ten years, frozen foods will 
large measure supplant canned fruit 
and vegetables and hence provide a tr: 
mendous new market for many soutl 
ern products. 

The dinner was given at the Capita 
City Club in honor of D. J. MacKilloy 
of Atlanta, general Southern sale 
manager for Philco, who after 33 year 
of service, is retiring. 

In reference to radio, Mr. Gubb said 
that Philco, like most radio companies 
was slow to get started due to labor 
disputes which affected concerns that 
supply Philco with materials. He said 
that the company lost $2,500,000 in the 
first quarter this year, and broke eve: 
the second quarter. During the third 
quarter, he declared, the company 
showing good results. He predicted 
that 1947 will be a big year. 

“The price situation in radio,” M: 
Gubb said, “will depend upon whether 
or not there will be a recurrence of 
wide-spread labor troubles. Volume 
may reduce prices a little but furthe: 
wage increases will certainly give an 
appreciable boost to radio prices.” 

Late this year Philco will bring out 
small black-and-white television sets at 
prices ranging from from $225 to $350 
In 1947 the company will have a projec 
tion set for television at higher prices 

Mr. MacKillop first joined Philco ir 
1913 at Philadelphia. He served late: 
in Chicago and came to Atlanta in 1916 
as division manager. In 1942 he was 
made general Southern sales manager 


Proctor Conducts Product 
Training for Dept. Stores 


The Proctor Electric Co. recently 
inaugurated the first of a series of 
department store product training 
meetings on its appliances with a two 
day series at the Carter Hotel, Cleve- 
land, under the direction of E. J. Eck- 
ert, district manager. 

The Proctor sales story was pre- 
sented in terms of consumer advantage 
to some 46 department store represen 
tatives who attended four conveniently 
timed meetings. 


For complete details and prices write to— 
INLAND MANUFACTURING DIVISION, General Motors 


” is 


aa 


ELINE — 
FRE: TIL G 


\ 4 FAST 
—__ UME 


) MANUFACTURING 4 
THE SIGNIFICANCE of this news kiosk 


in Belgium is in the advertisement on it 
for Sylvania fluorescent lamps. Accord- 
ing to Walter Coogan, vice-president in 
charge of Sylvania's international divi- 
sion, the relative strangeness of Ameri- 
can goods in foreign markets makes this 
type of good will advertising importart 
in international selling. 


INLAND 
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SAMSON ELECTRICAL APPLIANCES 
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SR AND DESIGN MEAN A RECOGNIZED LINE 


BECAUSE Samson SHOWBOXES are uniform in color 
and design, prospects rapidly recognize that Samson 





They picture the appliance .. . describe its outstanding 
features ... tell the many advantages of owning it. 


—— 
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offers not just one or two, but a complete line of 
quality electrical appliances ...each a product of 
distinction at a popular price. Thus one sale leads 
to another. 

But Samson SHOWBOXES do more than identify. 


SAMSON UNITED CORPORATION, ROCHESTER 10, N.Y. 
Samson United of Canada, Limited, Toronto 


COPR. 1946, SAMSON UNITED CORP. 
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And whether they are placed singly or in groups, on 
your counters orin your show windows, every Samson 
SHOWBOX is a complete and compact merchandising 
display... “traffic stopper” that makes a buyet out 
of a shopper. 


TEMPO-FLEX 
TABLE RANGES 
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PROCTOR Toaster 


Proctor Electric Co., Philadelphia, 40, Pa. 


Device: 2-slice Automatic Pop-Up 
toaster No. 1466. 

elling Features: “Color Guard” 
thermostat control watches color of 
toast—once set for desired brown- 
ness the thermostat automatically 
varies toasting time depending on 
freshness or dryness of bread— 
cold toast can also be reheated 
automatically without burning 
toast can be popped up at any time 
without readjusting color controls. 
lectrical Merchandising, Dec. 1, 1946. 
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HAMILTON BEACH Cleaner 


Hamilton Beach Co., Racine, Wis. 


* Device: Hamilton Beach No. 14 de- 


f 


luxe cleaner. 

Selling Features: Weighs only 13 Ibs., 
15 oz.; beats, sweeps and sucks 
up dirt; 5-position toe adjustment 
for all types floor covering; wide- 
vision light spots dark corners; 
over-sized, ball-bearing, horizontal 

















DISING 
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type motor, 110-120 volts, a.c. or 
dc. has radio interference elimina- 
tor; easy to empty dust bag; bal- 
loon-type wheels; 14 in. nozzle; 
full-width (114-in.) beating-sweep- 
ing brush—adjustment for bristle 
wear is made with finger-tips with- 
out removing brush. 7-piece set of 
cleaning tools include 8-ft. hose con- 
nector unit; magic nozzle; utility 
dusting brush; radiator tool; metal 
demother capsule, Expello crystals 
and a metal extension tube. 


Electrical Merchandising, Dec. 1, 1946. 
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AIR-D-LUX 


Warren Simpson Corp., Electrical Div., 
110 E. 3rd St., Mt. Vernon, N. Y. 


Device: Cooker-heater and cooler No. 
DL-C100. 


Selling Features: Can be used as a 
heater, a fan and as a cooking 
grill; combination elements of unit 
are enclosed in grey, wrinkled 
finish, sheet metal case with 
louver design back; interior is 
lined with aluminum; 1700 watt 
a.c. unit, 120 volts; a motor driven 
fan, controlled for various speeds, 
sends air across a series of 6 











joined element-heated reflector fins 
into room, will bring temperature 
of average room from 50 to 70 degs. 
within 184 min; when cooling is 
wanted the heat element can be 
switched off, the fan producing con- 
stant, controlled air circulation; 
becomes cooking grill by placing 
unit on its back and raising hinged 
grill; rubber rests provided for both 
positions. 

Electrical Merchandising, Dec. 1, 1946. 
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WESTINGHOUSE 
Comforter 


Westinghouse Electric Corp., 
Mansfield, O. 

Device: Automatic electric comforter. 

Selling Features: Double-bed size; 
outside cover of rayon satin in rose, 
blue or green with a 36 in. zipper 
on bottom; cotton warming sheet 
has 150-watt element sewed perman- 
ently to it by same technique as was 
used in flying suits for Army Air 
Corp; 4 concealed protective bi- 
metal strip type thermostats at- 
tached to warming sheet assures 
positive control of heating element; 
automatically regulated by thermo- 
stat which keeps comforter at con- 
stant temperature in changing room 
temperature; pull tyne switch for 
control box has red visual indicator 
when switch is “on”, small neon 
light glows when switch is “on”, giv- 
ing positive night indicator; selector 
knob permits wide range of warmth 
selections; 18 in. cord is placed at 
bottom of bed. 


Cotton warming sheet may be re- 
moved for washing, and rayon cov- 
ering dry cleaned, by opening zip- 
per, turning comforter inside out 
and untying ties that hold sheet in 
position; no worry of moth damage, 
since there is no wool in comforter. 
Control box, styled by Lurelle Guild, 
is shaped like powder box no bigger 
than package of cigarettes, and has 
glass top with rose molded in it. 
Electrical Merchandising, December 1, 
1946. 
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PREVORE Broiler-Roaster 
Prevore Electric Mfg. Co., 122 18th St., 
Brooklyn, N. Y. 


Device: Prevore automatic broiler- 
roaster No. 


Selling Features: 6-way, thermostat- 
controlled, provides exact tempera- 


ture automatically for broiling, 
roasting, baking, cooking, grilling, 
frying; roasting pot, additional 
equipment makes it possible to roast 
or bake; 2-way adjustable wire rack 
has browning and searing positions ; 
aluminum drip plate has special 
gravy well; detachable hinge cover ; 
1000 watt unit, a. c. only; chromium 
with Bakelite trim; metal covered 
asbestos heat resisting mat; 10 in. 
high, serving tray outside diam. 
193 in. 

Electrical Merchandising, December 1, 

1946. 














UNIVERSAL Minute-Timer 
Landers, Frary & Clark, New Britain, Conn. 


Device: Universal “Minute-Timer,” 
companion piece to Universal “Min- 
ute-Savor” pressure cooker. 

Selling Features: 2% in. diam. with 
black Bakelite base; Minute Timer 
gives a ringing signal when pres- 
sure cooking time is up; can time 
from 1 to 60 min. by turning dial 
to time desired. 

Electrical Merchandising, December 1, 

1946. 





YOUNGSTOWN Sliding Shelf 


Youngstown Kitchens Div., Mullins Mfg. 
Corp., Warren, Ohio. 


Device: Youngstown Kitchen’s cabi- 
net sinks feature handy sliding 
shelf shown above on 54-in. Kit- 
chenaider. 

Selling Features: Shelf glides on 
brassrunners and can be used to 
store bulky items; easily supports 
weight of heavy mixer, sacks of 
potatoes, etc., can also be fitted 
with wire rack for dry vegetable 
storage; removable bread board 
is tucked away under top section. 

Electrical Merchandising, Dec. 1, 1946. 
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Displayed at 
W.& J. Sloane, 
Beverly Hills, 


It’s authentically designed...It’s table-size... It’s electric 


Public acceptance of the Sheffield Grandson Clock has 
been overwhelming. In a few short months it has be- 
come the most talked of clock in America. 

And no wonder...for the Grandson combines an- 
tique beauty with modern time-keeping accuracy. The 
cabinet is handmade throughout of solid mahogany 
in a design inspired by a rare old English grandfather 
model. The clock is powered by a famous synchronous 
electric movement that assures years of accuracy and 
a trouble-free life. 

First in a long line of models, the Grandson is pro- 
duced by the Sheffield Instrument Corporation. Dur- 
ing the war, Sheffield was one of the largest suppliers 
to the Army and Navy of electric, high-precision fre- 
quency meters. 


For full information write to Dept. EM-12. 


Specifications 
Height, 215"; width, 74”; depth, 334”. Solid mahogany cabinet. 
Two doors, with brass handles and hinges, permit easy accessi- 
bility to pendulum and face. Face is antique white with dark letter- 
ing and gold scroll work Synchronous electric movement requires 


50 or 60 cycles, 110 volt alternating current 
INSTRUMENT CORPORATION 


3907 SAN FERNANDO ROAD>+GLENDALE 4, CALIFORNIA 
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TRAUBEE Pressure Cooker 


Traubee Products Inc., 924 Bergen St., 
Brooklyn 16, N. Y. 


Vodel Time-Saver 4-qt. pressure 
cooker. 

Selling Features 3-way pressure 
gauge 5-10-15 lbs: cast of aluminum 
alloy; aluminum cooking’ grid; 


easy to operate—no gadgets heat- 
resistant thermo plastichandles. 
Slectrical Merchandising, December 1, 


1946, 





JUICE KING Juicer 


National Die Casting Co., Touhy Ave., 
ot Lawndale, Chicago, 45, Ill. 


Vodel: JK-15 Junice King. 

Selling Features: Compact construc- 
tion for kitchens where space is 
limited; incorporates all popular 


Juice King features including single- 
stroke operation, patented Juice-All 
strainer and steel handle; aluminum 
juice receptacle accommodates over 
3 regular size glassfuls; Iridite 
process enamel finish. 

Electrical Merchandising, December 1, 


1946. 











REVERE Pressure Cooker 
Revere Copper & Brass Inc., Rome, N. Y. 


Device Stainless steel, copper clad 
pressure cooker. 

Selling Features: 4 qt. capacity; lid, 
8} in. diam., is slipped under 
flanges of pan which is 52 in. deep; 
twin Bakelite handles are brought 
together on one motion—one over 
the other and the lid is fixed; spe- 
cial rubber gasket is fitted under 
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Auth Electric Co., 34-20 45th St., 


[ANC 
H 


flange of lid to insure perfect sea 
weighted gauge with visible dij 
calibrated to show pressure from 
to 15 Ibs and heat adjusted a 
ingly; gauge is hinged to lid ap 
automatically lifts when  pressur 
exceeds 15 Ibs; welded = stainles 
steel handle parts with no bolt 
rivets to loosen; smooth 


rounded corners; pouring | 
each side. 























Electrical Merchandising, December | 
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AUTH Mechanical Chime 


Island City, 1, N. Y. 

Device 2 new mechanical chi 
units—Servis and Sentinel. 

Selling Features: 
batteries or accessories; porta 

“Servis” 2-tone chime for 

wherever service signals are neede 

such as sickroom calls, receptionist 

desks, maid calls, etc.; consists 4 

standard AuthOtone mechanical 

operated bar chime unit with larg 

push in top of case and a nos 

skid composition base 

“Sentinel” mounts at top of entran 

doors in waiting rooms, — shop 

professional offices to annound 

visitors automatically with harmo 
sus chime tomes: small cam ride 
on door frame and sounds o 
chime note when door is open 
and a different note when door { 
losed, no electricity, no  wirin 
required. 


Needs no wiring 





ot } 
f-icctrical 


l Verchandising, December 
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HANDEE Truck 


Handees Co., 108 No. Gridley St. 
Bloomington, III. 


Device: Handee all-steel refrigerat 
and appliance truck. 

Selling Features: Has 1000 lb. capa 
city ; 54 in. high, 24 in. wide at no 
dual 8x2 rubber wheels; furnish? 
with a 12 ft. x 14 in. web strap. 

Electrical Merchandising, Decembet 
1946. 
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HE FREEZER WITH LOWER SERVICE ye STS 


i ‘ 
: 


i sal 
. Lf 
Uf : 





@ The simple, clean-cut design of 
Whiting Home Freezers contains no gauges, levers or 
gadgets to get out of order. Its remarkable ‘Packaged 
Power” sealed unit can be removed and replaced in 
minutes with a complete factory unit.’The hermetically 
sealed, Tecumseh compressor eliminates noise, oiling, belt 
breakage and slippage. Your service costs are reduced to 
EVeMe-lelve)ibicompesttettesltteen 


High service expense merely robs you of legitimate, 
hard-earned profits. Before you sign, see Whiting... the 


trouble-free, full-profit line. 





For “COLD FACTS” on 


a 
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a Hot Sales Opportunity . . . Write Dept. R5. 
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MODEL F-2000 


Spacious 11 cu. ft. capacity of approx. 
385 Ibs. Powered by a %& hp. removable 
“Packaged Power” sealed unit. Heavily 
insulated with 4’’-5"’ Fiberglass. Thermo- 
statically controlled to maintain zero tem- 
perature. 
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MODEL F-1000 


Convenient 414 cu. ft. capacity of approx. 
165 lbs. Powered by a \% hp. sealed 
“Packaged Power" removable unit. Insu- 
lated with 4-5” Fiberglass Thermo- 
static control maintains constant zero 
temperature. Extra large condenser sur- 
face eliminates fan or additional cooling 
devices. 


son ese free 


G FIRST NATIONAL BANK BUILDING, CHICAGO 3, ILLINOIS 


PAGE 121 








PAGE 


122 








self-serving counter merchandiser 


moves RCA batteries quicker, easier 


GAIN RCA leads the field in progressive mer- 
chandising with a new flashlight battery 
merchandiser that will increase your profits. It’s 
designed to meet your customers more than half 
way—to move right up and sell ’em RCA long-life 
batteries for their flashlights and personal radios. 
It contains 2 dozen RCA No. VS-001 Flashlight 
Batteries, yet it’s so compact that it only takes a 
little of your active counter space. 


You'll find this vividly colored merchandiser an 
effective display piece. People turn to the name 
RCA, so put one out front where your customers 


Er -B.. = - 8 : _ a fe sam | : 


Flashlight Portable A's Portable B's Portable AB's 


TUBE DEPARTMENT 


HARRISON, HM. J. 


will be forcefully reminded when they need fresh 
batteries, and can serve themselves. 


They're shipped two to a carton. You'll want a 
good supply to cash in on the big flashlight battery 
business. So, see your RCA Distributor today about 
this new way of selling more RCA Flashlight 
Batteries. 

RCA Batteries are Radio 
Engineered for Extra Listening Hours 


Listen to “THE RCA SHOW,” 
Sundays, 2:00 P. M., EST, NBC Network 


3 
~ [ys | 


Farm A's Farm B's Farm AB's Industrial 


RADIO CORPORATION of AMERICA 
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FARNSWORTH Television Set 


Farnsworth Television & Radio Corp., 
Fort Wayne, Ind. 





Selling Features: Both models have 22 
tubes; a 10-in. semi-flat face view- 
ing tube; covers all commercial 
television channels in upper and 
lower groups; has FM sound chan- 
nel; uses a dipole antenna; can also 
be used for standard broadcast by 
addition of an AM adapter. 2-piece 
aluminum cabinet, tear-drop shape, 
requires less ventilation and helps 

eliminate local oscillator radiation ; 
14% in. wide, 17 in. high at front 
tapering to 11 in. high at back and 
20 in. deep. Wooden cabinet model is 
modernistically designed and will fit 
on average-size end table. 

Electrical Merchandising, December 1, 

1946. 
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FARNSWORTH Console Tele- 
vision Sets 


Farnsworth Television & Radio Corp., 
Fort Wayne, Ind. 


Models: Farnsworth Direct-View 
Console; Low-Boy Combination 
Console; and DeLuxe Combina- 
tion Console. 


Selling Features: Direct-View con- 
sole offers standard broadcast in 
addition to television sight and 
sound; blonde wood cabinet, 39 in. 
high, 2114 in. wide, 19% in. deep at 





base; top portion of front panel is 
tilted at slight angle.to permit com- 
fortable viewing; 8 in. speaker with 
a uniquely designed cane grill. 

Lew-Boy combination console has 
standard broadcast and an automatic 
record changer phonograph ; blonde 
wood cabinet; 33% in. high, 32% 
in. wide, 21% in. deep; cabinet can 
be closed when not in use; 2 top 
panels are of fold-back design; bot- 
tom panels are hinged doors. Top 
left panel houses automatic record 
changer; top right panel, television 
screen tilted at slight angle for easy 
viewing; bottom section provides 
large record storage space; auto- 
matic record changer is newly-de- 
signed Farnsworth P-51 which plays 
12-10 in. or 10-12 in. records; per- 
manent Pfanstiehl needle and 3 sus- 
pension shelves for suspension of rec- 
ords; cut off switch. 

DeLuxe Combination console has 





DISING 





fodel: FV-200 table models in alu- 
minum and in wood cabinets. 





ELECTR APPLIANCE 


NEW RADIO PRODUCTS 


facilities for television, FM and ViEWTONE Television Set 
standard broadcast reception and an 

automatic record changer phono- Viewtone Television & Radio Corp., 81 
graph; 10-tube (including rectifier) Willoughby St., Brooklyn, N. Y. 
AM-FM receiver enables reception i o 

of all standard and FM broadcasts; Model: “Adventure” console model. 


Selling Features: Includes standard 
radio receiver as well as television 
receiver; 7-in. screen; receives all 
local programs; radio is a 5-tube 
superhet; specially designed cabinet. 

Electrical Merchandising, December 1, 

1946, 














cabinet covered with light-hued 
leather and is divided into 4 
panels—top left for automatic rec- 
ordchanger and all AM-FM radio 
controls; top right holds television 
screen and controls; bottom left is 
large record storage cabinet; bot- 
tom right houses an 8-in. and a 10-in. v 
speaker; overall dimensions 44 in. 

high, 33 in. wide, 22 in. deep. 


Electrical Merchandising, December 1, WILCOX-GAY Recordio 
1946. 
Wilcox Gay Corp., Charlotte, Mich. 


Devices: Recordio Californian console 


Selling Features: Records from radio 
or microphone ; tuning eye functions 
as tuning and recording level in- 
dictator ; crystal microphone ; cutting 

set head in knife edge suspension an 

UST Television Sets playback cartridge ; separate record- 

U. S. Television Mfg. Corp., 3 W. 61st St., ing channel; tuning eye that func- 
New York City tions as tuning and recording level 

indicator; knife edge playback arm 

Models: Tele- Symphonic 21 in.; Tele- suspension ; shaving collector; alt 
Symphonic 15 in.; and Telesonic Di- trimmers accessible from top of 
rect View 10 in. chassis; 7-cu. ft. record storage; 
slide rule dial; continuous tone con- 
trol; loop antenna; push button se- 
lection of function. 

Electrical Merchandising, December 1, 

1946. 











Selling Features: All models have 35 
tubes and Hi-Fidelity speakers and 
use special Bausch & Lomb lens; 
Tele-Symphonic 21 includes FM and 
AM (standard broadcast and short- 
wave) ; phonograph changer that in- 
termixes 10 and 12. in, records; 
equipped with 21 in.’screen. Tele- 
Symphonic 15 in. model equipped v 
with automatic radio-phono and 15 
in. screen; Telesonic Direct View 








equipped with radio and phono- STEWART-WARNER Radio 
graph and 10 in. screen. ; 
Other popular priced sets starting Stewart-Warner Corp., Chicago, 14, Iil. 
with a 7 in. table model are scheduled 
for late fall delivery. Device: No. 9011-A, table battery 
Electrical Merchandising, December 1, radio for export market. 
1946. Selling Features: 7-bands embracing 
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waves from 13 to 550 meters— 
3roadcast 540-1725 kc; Interme- 
diate 1800-5800 kc; and Shortwave 
5.8-15.5 mc; manual tuning pro- 
vided by an 18 to 1 tuning ratio 
with spread band tuning on 13-16, 
19, 25 and 31 meter bands ; 8-in. 
permanent magnet dynamic speaker 
with minimum power output of 350 
milliwatts; 3-position tone control, 
volume control combined with 
on-off switch and provision for 
external antenna; 8 tuned circuits 
in each of 7 bands; walnut cabinet; 
all components, including power 
transformer impregnated to with- 
stand tropical operating conditions. 


Electrical Merchandising, Dec. 1, 1946. 








ELECTROMATIC Radio 


Electromatic Mfg. Corp., 88 University 


Place, New York 3, N. Y. 


Device: Electromatic bar-radio. 
Selling Features: Has all the Electro- 


matic features such as 6 tubes in- 
cluding rectifier; single band; Al- 
nico 5 speaker; tone range equiva- 
lent to console quality; Coloratone 
audio amplifier system; dialectric- 
ally molded cabinet in a choice of 
blonde maple or walnut and legs 
that are detachable, and in addition 
a hospitality bar which includes 2 
decanters, 6 highball glasses, glass 
ice tub with tongs. 


Electrical Merchandising, December 1, 
1946. 











v 


BENDIX Battery Radio 


Bendix Radio Div., Bendix Aviation Corp., 


Baltimore, 4, Md. 


Model: 416-A battery operated wood 


table model with concealed battery 
compartment. 


Selling Features: Superhet using 4- 


all-radio tubes; standard broadcast 
540-1620 kcs ; super-powered battery 
operation; single plug-in battery 
connection; heavy Alnico V speaker 
core; special Litz wound coil; full 
vision slide rule dial; visual battery 
indicator ; beam power output; wal- 
nut cabinet. 


Electrical Merchandising, December 1, 
1946. 
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| 
Can Be 
° ; NEW RADIO PRODUCTS 
; 4 t 
. ld = f a x4 i 10 ned 4 : TELE-TONE Radio-Phono 
° : Tele-Tone Radio Corp., 609 W. 54st St., 
: ° New York, 19, N. Y. 
° Let the home be modern, the kitchen a “dream,” and ; Model: No. 133 table radio-phono. 
- P © Selling Features: Has combination 
- the bath a beauty. But if the hot water runs rusty and . aluminum nickel magnet on_ per- 
r stained with corrosion dirt, then it’s as out-of-date © ane sages et large slide- 
. - © rule illuminatec dial; automatic 
. as an old-fashioned back-yard pump! rs jam-proof record changer that plays 
~ . 10 and 12 in. records for an hr.; 
. . a. c. only; modern tube compliment 
; COCO SEEEOSOSOHOOSOHSSSSOEOSEOSESEOSLESESESES including 2-6SQ7, 1-6SQ7, 1-6SK7, 


1-6X5, 1-6J7 and 2-6K6; mahogany 
cabinet with new processed multi- 
woven grille. 


speaker ; 2-position tone control and 
phono change-over switch; phono 
plug-in jack connections, a.c.-d.c 
Electrical Merchandising, December 1, operation; Ivory plastic case. 
1946. No. 636-A, 5-tubes, and rectifier; 
Standard band 540-1620 k.c.; il 
luminated full-vision dial; super 
signal built-in antenna; a.c.-d.c.; 
2-position tone control and phono 4 
changeover switch; phono plug-in 

pack connections; brown plastic. 
Electrical Merchandising, December 1, 
1946. 











Noo, WATER HEATERS 
... banish all tank rust and corrosion 


stain because they CANNOT rust or : — 
corrode under any water condition! 


v 






































‘Tests with waters in every state proveit. 
Permaglas Water Heaters have the = 
tank of mirror-smooth, sparkling blue t 
iy DEH | RAY-DYNE Phono 
giass-fused-to-steel... sanitary as a 
clean drinking glass. . P| Ray-Dyne Mfg. Corp., 141 W. 24th St., 
| New York, 11, N. Y. 
They assure cleaner, purer hot water Rieed “‘bdidoen’ 
for every home use, enough for all the _ ul 14 ypovet] Children’s console phono- 
newest kitchen and laundry appli- ‘ Selling Features: All wood body ; uses TELE-TONE Radio 
ances. Fully automatic, gas or electric. standard a.c. 110 volt motor: when 
8 lid ie closed it. cow be word won — Tele-Tone Radio Corp., 609 W. Stst St., 
Th "s Only ONE bench for a child to sit on; plays New York, 19, N. Y. 
eres Only : records up to 10 in. in size with . : : 
“ : levice: mna-) » a.c.-d.c. ta > 
lid open or closed; enameled. finish De on Dyna-Mite = d.c. table radio 
in pink or blue with decorations; ¢//ing Features: Features Radiopti 
: 144x124x183 in kon built-in loop aerial; new vel 
ae ' veted drive for smooth tuning; com 
‘lectrical Mer¢ ce Tr : ; ‘ . “ 
oe rical Merchandising, December 1, bination aluminum nickel magnet 
? on permanent magnet speaker; 
i) P slide-rule dial; AVC and a modern 


tube complement including: 35Z5, 

: 5 SG 7 cK IC AT. as 

A Great Aid to Sales 50L6, 12SQ7, 12SK7, 12SA7; pla 
tic cabinet. 

No other water heater combines the health 

protection of the glass-fused-to-steel tank 

with such smooth, modern style, conven- 


ience, and troublefree service. 


Electrical Merchandising, December 1, 
1946. 








Get all the facts on the Permaglas— 
now. Write the A. O. Smith office nearest 
you for a copy of “The Inside Story of 
Permaglas.” 


“Packaged-in-Glass Hot Water r- 


BENDIX Table Radios 














Bendix Radio Div., Bendix Aviation Corp., 


| nm Baltimore, 4, Md. MASON Radio 
A [ Models: 626-A and 636-A. table Mason Radio Sales Corp., 50 E. 42nd St., 
2 Q radios. New York 17, N. Y. 


Selling Features: Model 626-A 5-tube 











a Model: No. 45-1. 
and rectifier superhet; standard and * Res ; 
<c @ re P oOo mr ae a i oO rm short wave bands: Standard 540- Selling Features 6-tube superhet ; 
1620 ke; Short Wave, 5.8-12 mc: d-in. Alnico speaker; self enclosed 
New York 17 + Atlanta3 + Chicago 4 * Houston2 «+ Seattle 1 I-piece molded cabinet, concealed loop antenna in a walnut Bakelite 
Los Angeles 14 * International Division: Milwaukee 1 —— molded right in; illuminated case. 
$ . full-vision dial; 3-gang condenser: Electrical Merchandising, December 1. 
Licensee in Canada: JOHN INGLIS CO., LIMITED RF amplification 4 x 6 Alnico oval 1946. 
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IN PITTSBURGH 





5] y! Wels feowee FOR AMERICAN HOME READERS! 


re 


J @ The average monthly Jome consumption of electricity in Pitts- 




























burgh, Pennsylvaniafis 107 KWH. 


¢ 
Pi 


1 











and @ American Ho subscribers in this typical American city aver- 
ie age 168 ae month! 
ifier ; ? 
il Ope® again it’s the big home-loving American Home families 
c 
ae. ge who show the highest meter readings . . . who use the most elec- 


hono 


ug-in trical appliances. These are the people who'll be needing more 





replacements sooner . . . who are most receptive to new 





appliances — dishwashers, home laundries, air conditioning units. 


Feature the products they see advertised in American Home 





magazine. You'll find this extra power going into your electrical 





appliances . . . adding up to more sales for you. 





AMERICAN HOME READERS 
USE MORE POWER! 

























Akron 20% MORE POWER 
Louisville 38% MORE POWER 
st St., Dallas 379%, MORE POWER 
FF Wichita 53% MORE POWER 
radio 
mee Cincinnati 31% MORE POWER 
ve 
com Pittsburgh 57% MORE POWER 
agnet 
aker ; 
odern Source: Actual check of American Home readers 
35Z5, ft : 
plas power consum plion by local utility companies. 
ber 1, ‘ 
SRE. 
nd St., 
erhet: 
closed 
akelite 
iber 1, 
SING 
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One Mivinule 





This is one of 
the Models ..... 


.... Now Available 
in Limited Quantities 


To meet the demand of our dealers for One Minute 
Washers has, of course, been our goal, but shortages 
of material have seriously hampered our efforts. 
The patience and understanding of One Minute 
Dealers in the difficult production situation has 
been most gratifying. 


Notwithstanding shortages, you can depend upon 
the high quality and outstanding value of One 
Minute Washers, insuring prompt consumer ac- 
ceptance. 

We are hopeful that early in the New Year One 
Minute Washers will be available in larger quanti- 
ties. 





ONE MINUTE WASHER CO. 


Washer Craftsmen Since 1898 


Kellogg, lowa, U. S. A. 


Tal\tt\s 








NEW POSITIONS 














American Central Mfg. Corp. Edison General Electric 


American Central Mfg. Corp., Con- Appliance Co. 


nersville, Ind., has announced three James J. Nance, who joined t 

recent personnel promotions. General Electric Co. early this ye 
Kenneth Cook, training instructor as special assistant to president Char 

in the company’s kitchens school, has Wilson, has been elected execut 

been named assistant sales manager of vice-president and a director of Edison 

the product division and will continue General Electric Appliance Co. Ac- 

to handle sales training cording to the announcement by R. W 
Gene Henry, formerly with the Turnbull, president, the appointment 


firm’s sales division, has been ap- 
pointed supervisor of production con- 
trol. The new distribution manager 
of the product division is Larry Coen, 


formerly assistant sales manager. 


Carrier Corp. 


Three important appointments were 
recently announced by Arthur P 
Shanklin, vice-president and general 
sales manager of the Carrier Corp., 
Syracuse, N. Y. 

New manager of distributor-dealer 
sales is John A. Gazelle, a Carrier 
employee since 1937 and assistant 
manager of distributor-dealer sales 
since 1944. Prior to 1944 he super- 
vised territories with headquarters in JAMES J. NANCE 
nine different cities. In his new posi- 
tion he will be in charge of all dis 
tributor and dealer sales which are 
made through 48 distributors and 3,552 
dealers throughout the United States 
According to Mr. Shanklin, his ap 
pointment was made to _ further 
strengthen the company’s domestic dis 





was made as an administrative move 
to keep in step with the company’s 
$17,000,000 expansion. Mr. Nance 
was vice-president and general sales 
manager of Zenith Radio Corp. imme- 
diately prior to joining G-E. Earlier 
he had held a similar position with the 
Easy Washing Machine Co. and had 
previously been associated with the 
Frigidaire division of General Motors 


tribution organization 

Carl U. Spriggs, former assistant 
manager of dealer sales, has been pro- 
moted to assistant general sales man 
iger. From 1935 until he joined Car 
rier in 1944 he was vice-president and 
general manager of Chapin-Owens 


Co., Inc., Rochester, N. Y., distributor Miracle Electric Co. 

9f industrial and refrigeration equip 

ment. Previously he had been a sales “It took a miracle to get me out 

executive with the Frigidaire division California,” said Jack Hargrove, con 

of General Motors. menting on his recent appointment as 
The third new appointee is O. W executive vice-president of the Miracle 

Bynum, former manager of western Electric Co., Chicago In his new 
egion direct sales and now manager apacity he supervises sales and merc 

)f direct sales. He has been associated andising of Miracle appliances. He 








ith Carrier since 1930. In his new was formerly vice-president and sales 
sition he will be in charge of the manager of Kinney Brothers, first 
sale of the company’s larger air con- vice-president and program chairman 
litioning, refrigeration and industrial vf the Southern California chapter 
heating equipment which is direct to the American Marketing Assn., and 
customers He will also supervise chairman of the sales conference com- 
contracting, field engineering and in- mittee of the Southern Califor: 
stallation activities. Radio and Retail Assn 


Promoted Carrier Executives 






















J. A, GAZELLE CARL U. SPRIGGS 0. W. BYNUM 
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HEATERS and RANGES 
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F par The hundreds of thousands of satisfied users of 

a Washington Appliances are your best salesmen 

with the for these quality heaters and ranges... a potent 

vith th factor in the big future replacement and new 

Kae customer market for Washington Dealers. Al- 
though we have stepped up production, demand 
continues to exceed our best efforts. We are 

Pagadian making every effort to overcome this condition. 

Mir 

. 3 

my 

shairma! The modern styling. rounded corners for easy 

apter of cleaning, the striking lines, the gleaming por- 


ssn, al celain enamel finish —all contribute to the 
com smart appearance of the George Washington 
Cast Balanced Range. 





Down-Draft Hot Blast spreads flame in the 
radiator-type combustion chamber, insuring 
maximum heating capacity. A truly beau- 
tiful, powerful and durable heater. 


BACKED BY AN 


Down-Draft Hot Blast Combustion insures 





7 maximum efficiency. Heavy-duty special 84 YEAR TRADITION 
i alloy slotted fire pot and large heavy OF QUALITY 
| ribbed combustion chamber, adding extra 
\ « heating surface, insure long life and added 
- _ oa years of satisfactory service. WORTHY OF THE NAME 








GRAY & DUDLEY COMPANY ~ .. NASHVILLE, TENN. 


Established 1862 







iUM 





IDISING 
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One Minule 





This is one of 
the Models ..... 


.... Now Available 
in Limited Quantities 


To meet the demand of our dealers for One Minute 
Washers has, of course, been our goal, but shortages 
of material have seriously hampered our efforts. 
The patience and understanding of One Minute 
Dealers in the difficult production situation has 
been most gratifying. 

Notwithstanding shortages, you can depend upon 
the high quality and outstanding value of One 
Minute Washers, insuring prompt consumer ac- 
ceptance. 

We are hopeful that early in the New Year One 
Minute Washers will be available in larger quanti- 
ties. 


ONE MINUTE WASHER CO. 


asher Craftsmen Since 1898 





Kellogg, Iowa, U. S. A. 


Tal\t\s 








NEW POSITIONS 


















American Central Mfg. Corp. 


American Central Mfg. Corp., Con- 
nersville, Ind., has announced three 
recent personnel promotions. 

Kenneth Cook, training instructor 
in the company’s kitchens school, has 
been named assistant sales manager of 
the product division and will continue 
to handle sales training 

Gene Henry, formerly with the 
firm’s sales division, has been ap- 
pointed supervisor of production con- 
trol. The new distribution manager 
of the product division is Larry Coen, 
formerly assistant sales manager. 


Carrier Corp. 


Three important appointments were 
recently announced by Arthur P 
Shanklin, vice-president and general 
sales manager of the Carrier Corp., 
Syracuse, N. Y. 

New manager of distributor-dealer 
sales is John A. Gazelle, a Carrier 
employee since 1937 and assistant 
manager of distributor-dealer sales 
since 1944. Prior to 1944 he super- 
vised territories with headquarters in 
nine different cities. In his new posi- 
tion he will be in charge of all dis- 
tributor and dealer sales which are 
made through 48 distributors and 3,552 
dealers throughout the United States 
According to Mr. Shanklin, his ap 
pointment was made to _ further 
strengthen the company’s domestic dis- 
tribution organization 

Carl U. Spriggs, former assistant 
manager of dealer sales, has been pro- 
moted to assistant general sales man- 
ager. From 1935 until he joined Car- 
rier in 1944 he was vice-president and 
general manager of Chapin-Owens 
Co., Inc., Rochester, N. Y., distributor 
of industrial and refrigeration equip 
ment. Previously he had been a sales 
executive with the Frigidaire division 
of General Motors. 

The third new appointee is O. W 
Bynum, former manager of western 
region direct sales and now manager 
of direct sales. He has been associated 
with Carrier since 1930. In his new 
position he will be in charge of the 
sale of the company’s larger air con- 
litioning, refrigeration and industrial 
heating equipment which is direct to 
customers. He will also supervise 
contracting, field engineering and in- 
stallation activities. 


Promoted Carrier Executives 
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J. A, GAZELLE CARL U. SPRIGGS 
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Edison General Electric 
Appliance Co. 


James J. Nance, who joined the 
General Electric Co. early this year 
as special assistant to president Charles 
Wilson, has been elected executiv: 
vice-president and a director of Edison 
General Electric Appliance Co. Ac- 
cording to the announcement by R. W 
Turnbull, president, the appointment 





JAMES J. NANCE 


was made as an administrative move 
to keep in step with the company’s 
$17,000,000 expansion. Mr. Nance 
was vice-president and general sales 
manager of Zenith Radio Corp. imme- 
diately prior to joining G-E. Earlier 
he had held a similar position with the 
Easy Washing Machine Co. and had 
previously been associated with the 
Frigidaire division of General Motors 


Miracle Electric Co. 


“It took a miracle to get me out of 
California,” said Jack Hargrove, com- 
menting on his recent appointment as 
executive vice-president of the Miracle 
Electric Co., Chicago. In his new 
capacity he supervises sales and merch 
andising of Miracle appliances. He 
was formerly vice-president and sales 
manager of Kinney Brothers, first 
vice-president and program chairman 
of the Southern California chapter of 
the American Marketing Assn., and 
chairman of the sales conference com- 
mittee of the Southern California 
Radio and Retail Assn 
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... boosters for 


HEATERS and RANGES 


The hundreds of thousands of satisfied users of 
Washington Appliances are your best salesmen 
for these quality heaters and ranges... a potent 
factor in the big future replacement and new 
customer market for Washington Dealers. Al- 
though we have stepped up production, demand 
continues to exceed our best efforts. We are 
making every effort to overcome this condition. 








JM 


DISIN 





The modern styling. rounded corners for easy 
cleaning, the striking lines, the gleaming por- 
celain enamel finish —all contribute to the 
smart appearance of the George Washington 
Cast Balanced Range. 


Down-Draft Hot Blast Combustion insures 
maximum efficiency. Heavy-duty special 
alloy slotted fire pot and large heavy 
ribbed combustion chamber, adding extra 
heating surface, insure long life and added 
years of satisfactory service. 


GRAY & DUDLEY COMPANY... NasuHviite, om 


Established 1862 
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Down-Draft Hot Blast spreads flame in the 
radiator-type combustion chamber, insuring 
maximum heating capacity. A truly beau- 
tiful, powerful and durable heater. 





BACKED BY AN 
84 YEAR TRADITION 
OF QUALITY 





WORTHY OF THE NAME 
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START THE NEW 
“MERCHANDISING” 
YEAR RIGHT! 







4 


There are many reasons why the TIME-SAVER PRES- 


SURE COOKER sells easily — precision cast of virgin 


aluminum alloy—3-way (5-10-15 Ibs.) pressure gauge 


—big, roomy 4 qt. saucepan — aluminum cooking 


grid — easy to operate. No gadgets. There is a 


mechanical guarantee and 24 page time-chart book- 


let with each cooker. No other cooker can surpass it 








for beauty of design, utility and value. 


SPECTACULAR PROMOTION SUPPORT! 


National Advertising in leading women’s magazines. 





Constant participations on outstanding Radio Network 





Programs, counter displays, attractive newspaper 


mats, and other stimulating activities. 





BOOTHS 269-271 





SEE US AT THE ATLANTIC CITY, N. J. 


HOUSEWARES SHOW 
JANUARY 5th-10th. 











Manufactured by 


TRAUBEE PRODUCTS, Inc. 
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Packed individually 6 to 
© carton, weight 37 Ibs. 


924 BERGEN STREET, BROOKLYN 16, N. Y. 














NEW POSITIONS 





Sparks-Withington Co. 


Harry G. Sparks, president of the 
Sparks-Withington Co. maker of 
Sparton radios, announced after the 
recent stockholders meeting in Cleve- 
land that E. C. Bonia and Charles J 


E. C. BONIA 


Kayko had been elected vice-presi 
dents, 

Mr. Bonia, general sales 
manager of the radio and appliance 
associated himself with the 
company in 1939 as district manager. 
Later he was promoted to eastern sales 
manager and in this capacity was 
responsible for launching the firm’s 
merchandising plan. In 
January of 1945 he was advanced to 
his present position of general sales 


who is 


division, 


cooperative 


manager. 





Cc. J. KAYKO 


Mr. Kayko joined the company in 
1926 and has been in full charge of 
engineering and production since that 
time. 


York Corp. 


Edwin P. 
appointed secretary 
York Corp., according to an announce- 
ment by E. A. Kleinschmidt, executive 
vice-president. Mr. Vanderwicken was 
formerly assistant to the president of 
Signode Steel Strapping Co. Previous 
experience includes four years with the 
investment management department of 
Brown Brothers, Harriman and Co. 
and some time as educational director 
of the Chicago chapter of the Ameri- 
can Institute of Banking. 


Vanderwicken has been 
and treasurer of 


DECEMBER I, 





Galvin Mfg. Corp. 


Paul V. Galvin, head of the Galvin 
Manufacturing Corp., recently an- 
nounced the appointment of Paul K 
Povlsen, former vice-president in 
charge of production and engineering 





P. K, POVLSEN 


r the J. I. Case Co., Racine, Wis., 
as assistant to the president. Mr. Povl- 
sen was employed by the New York 
Telephone Co. and the New Jersey 
Bell Telephone Co. for 16 years. 


Moe Bros. Mfg. Co. 


Moe Brothers Mfg. Co., Fort At- 
kinson, Wis., has announced the ap- 
pointment of Orville E. Ransom as 
vest Coast representative for the firm’s 





0. E. RANSOM 


residential lighting products. Mr 
Ransom’s headquarters will be in San 
Francisco and he will cover Califor- 
tia, Oregon, Washington, Idaho, and 
parts of Nevada and Montana. Prior 
to joining the company he served as 
a flight instructor in the Navy. 


Radio Corp. of America 


J. David Cathcart, home instru- 
ment advertising manager for RCA 
Victor, recently announced the ap 

ointment of three men to the advertis 


ing staff of the home instrument de 

partment. Warren J 

Miller, formerly with Hutchins Adver 

tising Co. and McKee & Albright 

Inc.; Ben Jones, returning to the com- 

pany after four years in the armed 
and Owen Hussie. 


They are 


forces; 
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NEW “EVEREADY” BATTERIES 

































vin 

an- 

K 

In 
‘Ing 

in Prod 
—in Product Value... 
ian! 
Product Promotion! 
ERE ARE great new flashlight 
cells to give your customers 
nearly DOUBLE VALUE. Because their 
Vis., ENERGY OUTPUT-—the stuff that 
makes LIGHT—is up 939% over pre- 
rsey war “Eveready” batteries, largest -sell- 
ing flashlight cells in the world! The public is being won by this 
Get your order in... there’s no short- : ; 
; a story, dramatically told in color 
age, there’s no price change. “Eveready . : 

\t- batteries don’t cost a penny more. Get pages in Saturday Evening Post 
hy these new “Eveready” batteries on dis- ees Country Gentleman... Life eee 
“ae play quickly . . . millions are waiting to / American...and dozens of other 

buy. They'll GET OUT THEIR / k . th 
MONEY . . . and you'll GET SOME top-fank magazines with scores 
REAL BUSINESS! of millions of readers. 

93% MORE ENERGY 

Nearly twice the electric energy... 

almost two times longer life of 

bright, white light than even fa- 

mous pre-war “Eveready” batteries 

...at no extra cost. That's today’s 

high-energy “Eveready” battery, as 

proved by the “Light Industrial 

Flashlight” test devised by the 

American Standards Association. 

Mr 
San 
ifor- Higher Energy Means Brighter Light, Longer Life 

and 
Prior 
d a 

The registered maleaunth “Eveready” distinguishes products of 
NATIONAL CARBON COMPANY, INC. 
stru- 
RCA 30 East 42nd Street, New York 17, N. Y. 
artic Unit of Union Carbide and Carbon Corporation 
t de 
. 3 UCC 
dver 
right. , ‘ 
com ‘ 
rmed Ps \ 
~~. ad \ 
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NEW POSITIONS 








Farnsworth Television & 


Radio Corp. 


I. C. Hunter, manager of the Cape- 
hart sales division for Farnsworth 
Television & Radio Corp., has an- 
nounced the appointment of George O. 
Crossland as district manager for the 
division in the Philadelphia territory, 
which includes Virginia, Maryland, 
Delaware, D. C., eastern Pennsyl- 
vania, and southern New Jersey. Mr 





























GS. O. CROSSLAND 


Crossland has been serving as assist- 
ant manager of the Capehart division 
Prior to joining Farnsworth he was a 
district auditor for General Electric 
Contracts Corp. During the war he 
served 44 months with the Navy 


Washington Water Power Co. 
The Washington Water Power Co 
u 


recently announced the appointment 
of R. B. McElroy as residential sales 
manager and Jack Hangauer as sales 
supervisor, Mrs. Lucile Ramirez is 
now identified with the residential 
sales unit as well as continuing in her 
original capacity as home service di- 
rector. Kimball I. Jack will devote 
his full time to publicity and ad 





Today you can order kitchen ranges low price helps manufacturers make heat- vertising 
from manufacturers who are using an saving products at moderate cost. This 
efficient new aluminum-coated steel for means more families in your trading area General Electric Co. 
such vital parts as oven liners and heat can afford them. George B. Park, assistant advertis- 
rave. « ‘ , ing manager of the General Electric 
deflectors. This special steel is called A TRUSTED NAME IN STEEL Co’s. appliance and merchandise de- 
6s -_ ab artment, has been appointed manager 
Armco Aluminized.” Tests have shown _ ; a ccna A enc aye cues ge 
; ie You can recommend these ranges with Be Regd cg gbthy 3. ct ape 
that it ranks exceptionally high in heat ‘ ‘ tions section, it was announced re- 
- i every confidence that the Armco Alumi- cently by H. L. Andrews, vice-presi- 
reflectivity. It steps up thermal efficiency dent. Mr. Park has been copy chief 
) I ) : . 
nized sheet steel parts will help conserve and supervisor of the department's 


and reduces heating time. Moreover, the national radio program, G-E House 


Party, since joining the company in 
1939. He was formerly advertising 
and sales promotion manager of West- 


whe 2 heat and withstand corrosion. And the 
surface picks up and reflects outside light. Pe. : ; 
familiar Armco triangle trademark will 


Excellent resistance to heat arid rust help you sell these appliances. The Ameri- |  inghouse air conditioning and at one 
2 ; : time was managing editor of Parade 

increases the service life of this special- can Rolling Mill Company, 4141 Curtis Norman H. Meyers has recently 
. al ‘ . . ‘ become sales manager of the Spokane 
quality Armco steel. Yet its comparatively Street. Middletown, Ohio. office for the company. He was trans- 


ferred from Schenectady 

The appointment of P. E. Baker, 
Seattle, Wash., as manager of the 
General Electric Co’s. service center, 
211 James St., has been announced by 
T. J. Killeen, manager of warehousing 
and distribution for the company’s 


THE AMERICAN ROLLING MILL COMPANY 


@ SPECIAL-PURPOSE SHEET STEELS @ STAINLESS STEEL SHEETS, BARS AND WIRE product service division. Mr. Baker 
joined G-E at the local service center 
| in 1930. 
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The soil of unworked land is springy, resistant to the 
touch, clings together, holds water and resists 
dissolution . . . is so rich in humus and minerals 
that first crops are bountiful . . . But plowed 
and reaped for years without enough rest o1 
restoration, the soil becomes dead dust that 
sifts and blows, cakes hard with moisture, 
runs off under heavy rain . . . will grow 
sparse and deficient crops. 

During the war years some 12,000,000 
acres of our best land were over-worked, 
have lost seriously in fertility and food content 
. . . must go back to sod crops to restore 

soil structure, preserve productiveness. 

This capital loss concerns the American 


people and the whole world. 







In SuccessruL Farminc for November, there are three major articles on soil 








structure, sod crops, and protective measures . . . of the utmost importance 
to SF’s farmer subscribers... and of significance to every electric goods Ba a en eee 43 
advertiser. Worth the reading time also, as evidence of how the first MMC LE ) 
US farm magazine serves the first US industry . . . see pages 23, 26, 28. st z i 
oS sas at 
sss 


Bulls Receivable... is an accounting classification of the Home State Bank, 
ee) Jefferson, Ia. ... which loans purebred dairy bulls to farmers . . . who use sire, sell, 


pay off note, and split profits averaging $130 with the bank, ‘“The Banker,” page 4 


The Sow-cial Register ... Lookin’ and hopin’ is poor way to pick pigs... 
modern method gets family tree, Ma’s and Pa’s record, number of brothers and 
sisters in litter... weights at weaning time . . . takes guess from gilt and sow selection. 

“You Can’t Pick a Sow By Lookin’,” page 148. 

















Also ... Chickens Are Eating Better, Too”...**What Can Insulation 
Do For You?”...““They Want Lots of Kilowatts”...“‘Farm Outlook”. . . 
“Successful Homemaking” . . . other major contributions to scientific 
farming ....make SF first among the first farmers of the 13 agricultural 
Heart States, New York and Pennsylvania . . . with the highest yields 
cash incomes, property investments, and buying po 
million plus profit prospects, today’s best appliance m 
For the facts about this major market, ask any office. .1 

SuccEssFUL Farminc, Des Moines, New York, Chicago, 
Detroit, Atlanta, Cleveland, San Francisco, Los Angeles. 
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CASCO shows you 


TO SELL Mo ic 
yow RE ELECTR 
gn? PADS ALL Year 'ROUN 


with the sensational new Casco line 





CASCO 
Genuine Wetproof, 

30-Fixed Heat, Deluxe Nite-Lite 
ELECTRIC HEATING PAD 


More exclusive features than any 
other pad: 







® Genuine 100% Wetproof Vulcanized 
Castex Body: safe with wet dressings ® 
Choice of 30 Fixed-Heats: they stay con- 
stant © Nite-Lite Switch: select exact de- 
sired heat in the dark © Luxurious Wash- 
able Outer Cover with Slide Fastener © 
Newly Styled Buy-Appeal Merchandiser 


No. 50001-1 


to retail of 


‘7.70 


Pius 41 


Package in Full Process Color © Under- 
writers’ Listed and Approved 


Other Casco Pads from $4.90 te $9.80 (pivs tax) 
including Professional Model Electric Fomenta- 
tien Heating Pad and Sinus and Muscle Pad. 


és THIS SALES-MAKING 
= DISPLAY 


Yours Practically Free! 







This is your Casco Electric 
Heating Pad Department, a 
proven sales-making device 
that doubles sales at the very 
least! Takes only 134% sq. in. 
of floor space, does not ob- 
struct eye-level vision through- 
out the store, comes with 
poster cards that encourage 
trade-up, point up advantages. 
Pays off handsomely in sales 
you otherwise will not make! 
And it’s yours for immediate 
results — practically free. 


THE FIRST MERCHANDISING PLANS 
BOOK IN HEATING PAD HISTORY 


Mail Coupon for Your Free Copy 


The display stand sets you up for extra profits, and 
this sensational book — the first ever offered in the 
field by any manufacturer — shows you how, in a 
7 simple, highly practical way, to sell more heating 
te pads, get more profit from heating pads, all the 
a year ‘round! 
Special Sales Persons Instruction Book also yours FREE! 
Helps your personnel step up sales through a better 
understanding of the important Casco features. 
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NEW POSITIONS 





Eureka Williams Corp. 


Henry A Dinegar has joined the 
Eureka division of Eureka Williams 
Corp. as special assistant to George 
T. Stevens, vice-president and man- 
ager, and as export sales manager, it 
was announced recently. Mr. Dinegar 





H. A. DINEGAR 


was formerly sales manager of the 
electrical appliance division of the 
American Steel Export Co. During 
the war he served in the office of 
civilian requirements of the WPB and 
was sent to England as Donald Nel- 
son’s personal representative to study 
British methods of 
production, 


concentration of 
Prior to the war he was 
associated with the Carrier Corp., for 
whom he organized affiliate companies 
in Egypt and in England. Prior to 
hat he specialized in commercial re- 
frigeration sales and distributor con- 
tact activities for l 


General Flectric 


Sylvania Electric Products, Inc. 


Merchandising supervisor of fluores 
cent products is the new title of F. R 
Archer, according to a recent an 
nouncement by B. K. Wickstrum, gen 
eral sales manager of the lighting 
division of Sylvania Electric Products 
Inc. Prior to joining the company it 
1940, Mr. Archer was affiliated with 
the Barkon Frink Tube Lighting Corp 
is a sales engineer 


Earlier, he was 





F. R. ARCHER 


associated with the Westchester Light- 
as director of lighting promo 
sales. 


ing Co., 


tion and 
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Graybar Electric Co. 


Vice-president C. S. Powell of the 
Graybar Electric Co. recently an 
nounced the appointment of George 
Bryant to the position of manager of 
major appliance sales. Mr. Bryan: 
joined the company in 1935 as district 





G. T. BRYANT 


merchandising manager at southern 
district headquarters in Atlanta. At 
the beginning of the war he served the 
OPA as chief of the trade relation; 
branch, retail trade and services div 
sion. Later he was moved to the 
foreign economic administration office 
as chief of the fabricated goods divi 
sion. He rejoined Graybar in 1944 
and served until recently as assistan: 
merchandising sales manager. Prior 
to 1935 he was associated with the 
Grigsby Grunow Co., manufacturer 
the Majestic radio, and with Kelvina- 
tor Corp. 

New Northern district manager it 
Minneapolis is C. H. McClean who 
succeeds Earl C. Sharpe, retired after 
35 years with the organization. Mr 
McClean, no novice, has himself been 
with Graybar for 32 years. He was 
formerly midwestern district manager 


Motor Products Corp. 


Thoben Elrod, southern regional! 
sales manager for the Deepfreeze divi 
sion of the Motor Products Corp., has 
named John P. Strange sales manage 





JOHN P. STRANGE 


Dallas district. Mr. Strange 
was recently discharged 
Army as a lieutenant-colonel. 


for the 
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Cold facts about the great new 
ALL-ALUMINUM home freezer 


Aluminum and refrigeration just 
naturally belong together. 

Reynolds Eskimo 
Freeze, designed by Reynolds and 
Rev- 


Aluminum, meets 


That's why 


built throughout of finest 
nolds Lifetime 
today’s demand for better, more 
efficient home freezing units. 
With Reynolds Eskimo Freeze 
the inner and outer walls and lid 
Revnolds Lifetime Alu- 
minum separated by a four-inch 


are of 


blanket of approved insulating 
material. Aluminum won't absorb 
odors...is non-staining...non-rust 
ing...easy to clean. Its high heat 
conductivity permits rapid and 


eficient flow of temperature be 


mat REYNOLDS ALUMINUM 


tween refrigerant and freezer com- 
partment...gives more even freez- 


ing and more efficient operation. 


Check the outstanding features 
of Reynolds Eskimo Freeze in the 
panel on this page. They add up 
to better home freezing, satisfied 


customers... greater profits. 
4 


Reynolds has embarked on a 
long-range program in the refrig 
field. 


organizations in the country ar¢ 


eration Many of the best 
already distributing Reynolds 
\ few 
are still open. Dealer inquiries are 
welcomed. Write Reynolds Metals 
Co., Refrigeration Division, 2557 
South 9th St., 


Eskimo Freeze. territories 


Louisville 1, Ky. 


REYNOLDS 
ESKIMO 
FREEZE 






THESE FEATURES MEAN FAST SALES: 


6 cu. feet capacity all-aluminum cabinet 
Holds approximately 210 pounds of food 
Corrosion-resistant . . . cannot contaminate foods 
Compact, portable ... weighs only 185 pounds 
Four-inch blanket of approved insulating material 

1/5 h.p. hermetically sealed compressor for fast freezing 
Trim design ... gleaming white baked-enamel finish 
Warning light on front center 

Outside dimensions: Length 40”; height 37”: width 28” 


Inside dimensions: Length 32”; width 20”; depth 16-9/10”" 
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Dat Ezeey NEW 


DEALER SHOULD KNOW 
(Ud lenertreadghtiowh) 


There is no substitute for QUALITY—no substitute 
for tried-and-proven sources of supply. Take 
“VACULATOR”. Yes, it's beautifully styled and 
chock full of “buy appeal”. What 
is most important is the 

















built-in quality and 
dependability that 
is the heritage of 
VACULATOR. Made of 
the finest heat-resisting 
glass — PYREX brand — and 
every piece is so branded. 
Equipped with the time-tested 
“MAGIC SEAL” rubber bushing, 


and the revolutionary “DUTCH” 
Clothless Filter. For long-range 
security, feature — 
.? 
a\ 


\% 
Ais V4 


y) 


CHICAGO 








(- 







S. &. 


Equipped,with the 


UtCH © 


Clothless Filter 


FREE counter pisPenser 


With each case of DUTCH Filters 
you receive this colorful sales- 
dynamo. Turns passer-bys into 
passer-BUYS!“DUTCH’” fits ALL 
standard glass Coffee-makers. A 50c retailer that sells and sells! 
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NEW POSITIONS 











Edwin F. Guth Co. 


Charles C. Munroe, Jr., has been 
appointed direct representative for the 
Edwin F. Guth Co., St. Louis, to 
cover the Michigan and Toledo, O! 
territory. His past experience in- 
cludes associations with the Westing- 





Cc. C. MUNROE, Jr. 


house Lamp Co., the Electrical Spec- 
ialties Co., and the Appliance Electric 
Supply Co., in the last two of which 
he promoted the use and sale of com- 
mercial and industrial lighting equip- 
ment. During the war he was respon- 
sible for the electric buying on the 
Ford River Rouge plant expansion 
job and later for the Willow Run 
bomber plant. 


Electromaster, Inc. 


Gerald Hulett, vice-president of 
Electromaster, Inc., has announced 
the appointment of E. I. Jones as rep- 





E. |, JONES 


resentative in Texas, Louisiana, and 
southern Mississippi. Mr. Jones was 
formerly southwestern sales manager 
for Norge and previously was a divis- 
ional merchandise manager in Dallas 
for Westinghouse. 


Webster-Chicago Corp. 


Ray C. Bierman has joined the 
staff of Webster-Chicago Corp. as 
senior electrical engineer. He was 


formerly in a similar position with 
Permoflux Corp., Chicago and prior 
to that was a broadcast engineer with 
NBC and ABC. He will be in charge 
of new developments including wire 
recorders, small motors, and ampli- 
fiers.. 
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when you sell a 


the electric broiler 
that’s 


top bitling 


in every market! 


Presenting 


another advertisement 


Hollwood 
in the 


1946-47 NATIONAL 
ADVERTISING CAMPAIGN 


Look for these ads 
in such leading 


Publications as 


ESQUIRE 

WOMAN’S DAY 

BRIDE’S REFERENCE BOOK 
BETTER HOMES AND GARDENS 
WOMAN’S HOME COMPANION 
LADIES’ HOME JOURNAL 
AMERICAN HOME 

HOUSE BEAUTIFUL 


Finder's 


ELECTRICAL MERC 








Manufacturing Company @ 
\, 
HANDISING—DECEMBER 


Lfllwood 0 sei the best 


3669 South Michigan Aven 





Ein) 
AAS 
\ 


ELECTRIC BROILER 


A joy to give and blessing to receive . . - yours for every day remem- 
brance, the Holliwood Electric Table Broiler! Its “Even-Heat"”’ Coil, regu- 
lated by Two-Heat Control insures over-all, all-at-once broiling. A simple 
turn of the E-Z Lock Device and out comes the complete heating unit for 
easy, thorough cleaning of the entire broiler. Well-tree platter, grand 
for table service, has non-heat conducting handles and legs... and it's 


sturdily made of cast aluminum with a sparkling hammered effect. 


HL OWN a Fh yp 
on Yor MG, | 
wh “Cd You own the best 


ue - Chicago, \Ilinois 


1946 
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FIRE GUARD 


Automatic Coal Stokers 


Live Wire Dealers Coast to Coast are 
rapidly securing The Fire-Guard Franchise 


... their guarantee of greater profits. 


These wise dealers recognize the vast sales 
possibilities ahead with Fire-Guard for the 
hundreds of thousands of zew homes being 
built — Get Set — write immediately for com- 
plete details on this fast selling — profit mak- 
ing — Fire-Guard Stoker. 


Write B. T. Bethel, Sales Manager. 





MANUFACTURING CORPORATION 


iecoarenatce 


LOUISVILLE, KENTUCKY 


SINCE 1884 
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DISTRIBUTOR NEWS 





FLORIDA 
Conditionaire, Inc., 1328 San Marco 
Boulevard, Jacksonville, recently con 
ducted a two-day instructional meet 
ing for 35 Florida and Georgia dealers 
of G-E Air conditioning equipment 
According to C. H. Denniston, sales 


manager, factory representatives 
served as instructors. 
GEORGIA 


As a means of increasing its sales 
and service aids to its 450 authorized 
dealers in Georgia, North and South 
Florida, Alabama, Missis- 
sippi, Louisiana, and Arkansas, the 
W. T. Shackleford Co., Atlanta, has 
added four salesmen to its staff. They 
include Jim Roberson, Charles Wilson, 


Carolina, 


W. T. Shackleford II, and Charles 
Shackleford. 
INDIANA 
The F. M. Holliday Co., South 


Bend, recently sponsored a luncheon 
meeting at which dealers from 20 
counties heard A. W. McDaniel, re- 
gional sales manager for the Eureka 
division of Eureka Williams Corp., 
describe merchandising plans for the 
company’s cordless electric iron 
Nearly 100 Indiana dealers recently 
saw their first F. L. Jacobs Launder- 
alls at a meeting sponsored by Asso- 
ciated Distributors. Harley T. Litter- 
all, general manager of the wholesale 
firm, conducted the showings. 
MASSACHUSETTS 
The Eastern Co., 620 


Drive, Cambridge, 
nounced its 


Memorial 
Mass., has an- 
intention to conduct a 
series of sales training meetings for 
dealers of Premier vacuum cleaners. 
Al Bird, Premier district manager, 
will assist in the training. 


NEW JERSEY 

Rapid expansion in the use of air 
conditioning in New Jersey was re- 
cently predicted by William Hecht, 
president of Montgomery Engineering 
Corp., Carrier Corp. distributor in 
Jersey City. Mr. Hecht spoke at a 
dinner attended by 165 business lead- 
ers to celebrate the 15th anniversary 


DECEMBER |, 


firm’s association with Car- 
rier. A feature of the dinner was the 
presentation of gold wrist 
to employees who had 
company for 10 years 


t his 


watches 
served the 
Those honored 
vere Eric Gronross, William Kar, 
Henry R. Griffen, and John W. Mc- 
Clung. 

Krich-Radisco, Inc., recently intro- 
duced RCA Victor television receivers 
at a press reception in Krich Audi- 
torium. “With the offering of these 
receivers to the public,” said Andrew 
K. Leach, general sales manager of 
the firm, “television comes closer to 
reality here as a service planned to 
reach many thousands of homes.” 

In Camden, 250 dealers from the 
Philadelphia region toured the RCA 
Victor television plants under the aus- 
pices of Raymond Rosen & Co., re- 
gional distributor 


which conducte 








NO NICKS, NO CRACKS in the mer- 
chandise seems to be indicated by the 
smiles of these officials of Appliance 
Wholesalers of Newark, Clarion radio 
distributors in northern New Jersey. Un- 
loading of first 1947 models is being 
supervised at the freight yard by Al E. 
Eisenberg, head of the firm; Emanuel 
Stein, service manager, and Harry E. 
Mintz, general sales manager. 
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Feast Your Eyes on these Szyled-cx-Szeet Kitchens that are the Talk of the Industry 


Don’t fail to see the sensational new American Kitch- TWENTY of them exclusively American . . . these 
ens. Kitchens never equalled in the industry’s history! amazing kitchens, with all their advantages, are priced 
Kitchens built for national recognition, as the finest competitively, assuring profit potentials offered by no 
made... on any basis of comparison! Yet merchandised other line. 

for the volume market in a way that will be a revelation We invite your investigation of every factor con- 
to you! Styled in steel, with 60 advanced features... tributive to sales success. 


* Sinks 
* Cabinets 


* Dishwasher 
* Kitchen Disposer 
* Home Freezer 
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The strongest, best-rated appli- 
ance and radio dealers in America 
will see your message in Electrical 
Merchandising. They read it for 
information, for instruction, for 
help! Now, to do your job even 
better, there's a Mid-Month News 
issue as well as the one you know 
so well. Total distribution over 
37,500. 


COMING JANUARY 1ST 
26TH ANNUAL STATISTICAL AND 
MARKET PLANNING NUMBER 
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OU CAN'T do much about the size, 
appearance, and taste of eggs 


after you have them. 

But with dealers it’s different. 
“Grade C” dealers can be trained and 
helped to become “Grade B.” Likewise, 
“Grade A” can be turned into “Grade 
AA“ with proper education and training. 

Electrical Merchandising can do a big 
job for you in this work of educating 


Put tt tu 





dealers. Now that you have your dis- 
tribution all lined up, use “Merch” to 
keep it lined up and to educate your 
dealers and their men. You can't overdo 
this business of dealer education. 

Keep on making contacts every 
month. Explain your product. Your poli- 
cies... your plans. Electrical Merchan- 
dising will help you organize a 12- 
months’ program. Just ask us. 


ELECTRICAL MERCHANDISING 


The dealers’ choice year after year 


A McGraw-Hill Publication 


330 West 42nd Street 


New York 19 
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MAKE SALES WITH CORY—THE 
SALES LEADER! 

PROFIT WITH THE MONEY-MAKING Cory 

All-Glass Coffee Brewer and the patented 

Cory Glass Filter Rod. Order both of these 

fast-sellers from your Cory jobber — now! 


CORY brings better, easier coffee-making 


for your customers—more profit for you! 


FILTERS coffee only through coffee! 
e STEPS UP coffee flavor per cup! 


e COFFEE touches nothing but taste-free glass. 
There are no cloth, paper or metal filter parts. 


e A QUICK RINSE and it’s clean! 

¢ A PATENTED Cory feature! 

e FITS ALL standard glass coffee makers, 
e MILLIONS now in use! 


e NATIONALLY ADVERTISED in leading 


magazines and newspapers! 


























































SELF-SELLER! Keep this 
eye-catching counter dis- 
play card before your 
customers’ eyes—and 
watch your Cory Rod sales 
go UP. Display furnished 
free with each order. Back 
of card holds 12 pack- 
aged rods. Put this moneye 
maker to work now! 


CORY sire ROD 


CORY CORPORATION 


Executive and Sales Offices: 221 N. La Salle St., Chicago, Ill. 
Sales and Display Offices: New York « Chicago « Los Angeles « Toronto 


THERE 1S A MODERN CORY COFFEE BREWER FOR ANY REQUIREMENT 
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FIRST IN NEW YORK: The first Apex 
automatic washer to arrive to New York 
is enthused over by Kamel Hassen (left), 
eastern sales division manager for Apex 
Electric Mfg. Co., and Victor H. Meyer, 
head of Guardian Sales and Service Co. 
distributors. 








DISTRIBUTOR NEWS 








a two-day series of dealer meetings 
Dealers also inspected completed 
models at the Walt Whitman hotel 
during meetings conducted by Thomas 
F. Joyce, general manager of Rosen 

John H. Hurley, former sales ex- 
ecutive of the Johnson Wax Co., has 
opened his own manufacturers’ sell- 
ing agency in New York and New 
Jersey. Prior to association with 
Johnson he was a field sales executive 
for Sylvania Products, Inc. His new 
address is 306 Montross Ave., Ruther- 
ford, N. J. 


NORTH CAROLINA 


Behind the Grecian portico of a 
former private home in Charlotte, the 
Williams and Shelton Co., Inc., re- 
cently opened its new appliance show- 
rooms. C. A. Williams, president 
J. Lauer Williams, vice-president, and 
Furman Ferguson, appliance sales and 
promotion manager, welcomed many 
notables at the formal opening cere- 
monies. The new home was formerly 
the residence of C. A. Williams, Sr 
the firm’s founder, and when the com- 
pany decided in 1945 to engage in 








FIRST IRON FOR FIRST LADY: Mrs. 
William Munford Tuck, wife of the gov- 
ernor of Virginia, admires one of the first 
Eureka cordless irons shipped to Rich- 


mond. It was presented to her by V. L. 
Wells, a representative of A. R. Tiller, 
local distributor. 
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BIG NATIONAL PROMOTION 
FOR YOUR 


CHRISTMAS SALES 


Right at the time when the women folks are 
deciding what the men folks will give them 
for Christmas... this big, two-color Gem Dandy 

advertisement in Farm Journal and The Progres- 
*] sive Farmer will be seen in 314 million prosperous 
tings “ 1 te ee farm and rural homes. It’s packed with powerful 
— ee eg? b 4 ‘ human interest appeal, and it features the ideal 
pater ; . : q : _ gift for farm wives and mothers—a Gem Dandy 
me ; pA dig 2° ae | Electric Churn. 
5 iy ae - * Make this a Gem Dandy Christmas season. 
on . sow ; - | Display Gem Dandy Electric Churns in actual 
bya 4% oy operation with the Gem Dandy Duraglas jars 
with ° e ' filled four-fifths with water. Clip the advertise- 
wties % ment on this page and place it above and behind this 
a display. Order reprints from your distributor and 
sites, mail to all farm and rural customers in late Nov- 
ember. If you haven't gota big stock of 
i , aT Gem Dandy Electric Churns, better order rush 

a a we shipment from your distributor today! Names of 
ay as i nearest distributors will be gladly furnished on 
*. eerettt: + request. 
a - Deluxe Model Retail Price $18.19. 

pe CIAL FEATURES: Scientifically de- setsannantainitnndalmaabanes 
‘s and SPE saws epee long-life motor on Standard Model Retail Price $15.04. 

ae shaft and adjustable Recommended Dealer’s Cost $10.03, 
‘meriv 


s, Sr 


' leased with : - 
She will be so happy oe vesns eal Sad fit any crock or jar up to 6 gals. Gem Dandy 
» com . . Electric Bu : -enient SWwitc 
ie in her Gem Dandy Electric convenien 


——. f hard ath Duraglas milk jar (illustrated) made especially 
; - T eos | : : | 
ae i core he ge fresh about rere Churn is adjustable to fit for use with Gem Dandy Electric Churn, is sold 
you will have all the fresh, Gem Dandy cones gals. Gem Dandy Dura- pnb vd —_ Dand; E circ chur ssl 
work, yet ¥ id delicious, health- Com as o crock UD Geom Dandy Dura 
3 ter al 
wholesome but ! 


ial say Bee about $2.25. Order from your distributor. 
a asa : 
7 : | | -~ sem Dandy Elec- 

ful buttermilk you want : 


tric Churn, are sold 


t of the window when separately. Prices ALABAMA MANUFACTURING CO, 
y rg out o . -gal. about ste 

ane aap of Gem Dandy Elec- Seal. about $2.25- Birmingham 3, Alabama 

re a rt teale no attention. Churns % DELUXE MODEL 

tric Churn. + 


é ‘MoD 
ts on ' without Ja 
i ~es 157% m« 

in about 15 minutes. Produc 


san- one 19 
han old-fashioned methods. San : . $] 8 
butter t Hundreds of thou- 


itary, easily cleaned. + 7 STANDARD MOOS! BEST WISHES 
js of enthusiastic users. wi 


sand 


cron te pe Si FOR A GEM DANDY CHRISTMAS 
Dandy Electric * 


re 


signed, $s 
aluminum base, $74 os na 
jasher Acid resisting nin pe 1 
dz a a v0 

ts, cord and plug. Deluxe mo‘ ; 
cael 1. Operating Cos 
guaranteed. 


Gem Dandy Electric Churns are adjustable to 


ive her a Gem 
po Sold by most hardware 

nd electrical appliance deslers. ; : : 
. % find a Gem Dandy This appealing advertisement will appear 
If you cant — alae in the December issues of Farm Journal 
dealer, write = and The Progressive Farmer reaching more 

; ham 3, : 4 : gr 

" NUFACTURING CO., Birming : 1 than 3% million prosperous farm and rur- 
fs Mrs. ALABAMA MA - al homes. Theseissues are published about 
he gov- the middle of November. Clipthisadvertise- 
the first Sr ment and paste it in your window. Write 
your distributor for additional reprints to 
mail to your farm customers. Order news- 
paper mats from your distributor. 


o Rich- 
oy V. L. 
. Tiller 
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EVIDENCE OF INTEREST: Stubbs Electric Co., Portland, Ore., distributors, seem 
to have achieved their objective at the Portland Home Appliance Show. The Spec- 
tators seem to want to know what the exhibits are all about. 








DISTRIBUTOR NEWS 




















he 
WHIRLPOOL “SO” 


2 tmportaut ta YOU 
You meet your customers’ demands ior a 
BIGGER, FASTER MACHINE THAT 
WASHES MORE CLOTHES WITH LESS 
EFFORT. Its nine-pound tub capacity means 
less machine loads each washday — and 
for the larger family, that means real sav- 
ings in time and effort. When you sell the 
Model "50’’, you sell better appear- 
ance, faster washing, and easier wash- 
days. 


You make more profit with faster turnover 
and less cost per sale . . . because the 
WHIRLPOOL “50” has the features house- 


wives want. 


NINETEEN HUNDRED CORPORATION 


World’s Largest Manufacturer of Home Laundry Equipment 
ST. JOSEPH MICHIGAN 
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ippliance distributing, it was selected 
aS appropriate quarters for the new 


venture. Williams and Shelton dis- 
tributes Belmont radios, Presteline 
ranges, Ultratone phonographs, and 


others. More than 3,000 dealers were 
invited to attend opening ceremonies 


OHIO 


[he Kelley-Souther Co., 49 Central 
Ave., Cincinnati, has replaced Kelley- 
Mason, Inc., as distributor of radios 
and appliances. The new firm is 
owned by John S. Kelley and Howard 
Souther and will wholesale Majestic, 
Everhot, and General Mills products 
Mr. Souther was formerly divisional 
manager in Cincinnati for Majestic 
Radio and Television Corp. 


TEXAS 


J. A. Walsh & Co., Houston, has 
moved its air conditioning department 
to new and larger quarters at 1800 
Austin St. The main office of the 
concern remains at 3215 McKinney 
Ave. Chief reasons for the move, ac- 
cording to J. A. Walsh, president, are 
to provide for growth and expansion, 


to give better service and facilities 
to architects, consulting engineers and 
customers of the air conditioning de- 
partment, and to accommodate in- 
creased personnel in all departments 
The company was founded in 1936 and 
has handled the General Electric line 
of air conditioning and heating equip- 
ment since its inception. 

Thomas H. Sullivan & Co., Houston 
distributors of refrigerating and air 
conditioning equipment for 26 south- 
eastern counties, has announced that 
it will erect a $260,000 building to 
house operating, display, and office 
facilities. The new structure will con- 
tain 70,000 square feet of floor space 

L. E. Minns & Co., has moved its 
distributing business to 2301 Calhoun 
St., Houston. 


WASHINGTON 


George M. Boyd, recently retired 
as lighting specialist with Westing- 
house in Seattle, has established his 
own firm at 95 Connecticut St. 
Seattle, to specialize in lighting engi- 
neering and act as manufacturers’ 
representative. 





= 


























“YOU CAN OVERDO THIS DEMONSTRATION 


DECEMBER 1, 


1946—ELECTRICAL MERCHANDISING 


BUSINESS, YOU KNOW, PEMBROKE’ 







































cilities 
rs and 
ig de- 
te in- 
ments 
36 and 
ic line 
equip- 


ouston 
nd air 
south- 
d that 
ing to 
office 
ll con- 
space 
yed its 
alhoun 


retired 
esting- 
ed his 
“3 
r engi- 
turers’ 








ABROKE.’ 


ISING 


ELECTRICAL MERCHANDISING—DECEMBER 1, 1946 PAGE 143 



































Here’s the biggest profit opportunity 

in major appliance history, backed by 
the soundest merchandising idea you can 
tie-into. Look at the market! 12,500,000 
homes in the United States and Caaada—2 
out of 3 of your customers—have gas ranges 
more than 10 years old. 


Look what you have to sell them! Top 
flight brand name automatic gas ranges built 
for the consumer’s guidance to high “CP” 
standards. ‘“‘CP” is the only buying guide 
of its kind in the major appliance field. ““CP”’ 
and these famous brand names are the 
strongest selling tools you can use to move 
high grade automatic gas ranges off your 
sales floor in volume. 





Get full details today from the manufacturers of the 
profit lines listed below or write Gas Appliance 
Manufacturers Association, 60 East 42nd Street, 
New York 17, New York. 


CASH IN ON THE “CP” PROGRAM 
WITH THESE FAMOUS BRAND NAMES 


A-B - CALORIC - DETROIT JEWEL 
ESTATE HEATROLA - GARLAND - GRAND 
GLENWOOD - HARDWICK - MAGIC CHEF 
O'KEEFE & MERRITT - QUALITY - ROPER 
SGE-ACORN - SGE-ORIOLE - UNIVERSAL 
TAPPAN - WEDGEWOOD - WESTERN-HOLLY 
In Canada 
CLARE BROS. - GURNEY - MOFFAT 











THE WONDER FLAME FOR AUTOMATIC COOKING 





— when they are equipped with 


Nichrome 


& /ong-life HEATING ELEMENTS 


Driver-Harris 
COMPANY 
HARRISON . NEW JERSEY 


ro BRANCHES Detroit ¢ Cleveland « 


Chicago 7 


The B. GREENING WIRE COMPANY 


Trade Mork Reg. U.S. Pat. Off. 


DECEMBER I, 


| DEPARTMENT STORES 


Waterbury Store 
Adds Hard Lines 


Miller & Peck, Waterbury, Conn., 
which previously concentrated on dry 
goods, has added appliances, house- 
wares and radios to its merchandise. 
The firm was recently purchased by 
Gorin’s, Boston. 


Across-the-Street Outlet 
for Strawbridge Appliances 


Strawbridge & Clothier, Philadel- 
phia department store, has opened an 
appliance outlet across the street 
from its main store. The company 
also maintains a branch in Ardmore. 


May-Stern Bridges Gap 
to New Appliance Dept. 


Two floors in the building next door 
to the May-Stern Co., Pittsburgh, 
have been rented by the department 
store for use as an appliance depart- 
ment. The company is constructing 
a bridge to connect the two buildings. 
Samuel W. Moss, the firm’s mer- 
chandise manager for appliances, re- 
cently retired to open his own business 
in Bridgeport, Conn. 


Marshall Field Names Miss 
Gray Chief Home Economist 


Miss Marion E. Gray, former food 
consultant to the Air Quartermaster 
and dietitian for the Army Air Forces, 
has been appointed chief home eco- 
nomist of Marshall Field & Co., Chi- 
cago, to succeed Mrs. Ruth McNabb, 
resigned. Immediately following her 
service to the army, Miss Gray was 
home economist for Maxson Food Sys- 
tems. 


Diamond's Appoints Greenway 
Buyer and Appliance Manager 


P. J. Greenway, formerly of Ham- 
mond, Ind., has been named manager 
and buyer of the appliance department 
at Diamond’s Boston Store, Phoenix, 
Ariz. 


Vandevers Opens Main 
St. Appliance Unit 


With Ray Pickett as manager, Van- 
devers Department Store, Tulsa, 
Okla., has opened new appliance outlet 
on Main St. The branch is connected 
to the main building by ramps. 


Manley Named Buyer 
of Rich's Radios 


Rich’s, Inc., Atlanta, Ga., has ap- 
pointed Verne P. Manley as buyer of 
radios and records. 


Binghamton Firm Sells 
Appliances in New Shop 


The Binghamton Furniture Co., 
Binghamton, N. Y., has opened a new 
electrical appliance shop as part of 
its enlarged store at 177-179 Washing- 
ton St. The company recently took 
over the entire store recently occu- 
pied by the Triple Cities Furniture 
Co. and merged it into the large out- 
let. The new ap ‘iance section is al- 
most a separate it, although con- 
tained within the expanded structure. 
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technical ceramic compositions 
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“ WHAT ALSIMAG IS 

: AlSiMag is the trade name of a large family of LINEAR THERMAL EXPANSION 
technical ceramic compositions. These compo- 
sitions have different physical, electrical, me- 
chanical and chemical characteristics. AISiMag 
parts are custom made to specifications. 


4 WHAT THE CHART TELLS 

r The properties of the more frequently used 

" AlSiMag compositions have been accurately 
determined and reproduced in chart form for 


quick reference. 
), 
ALSIMAG COMPOSITIONS NOT ON CHART: 


s Many special AlSiMag compositions have been 
developed to meet specific conditions. These 


. . L the ‘ 
are too numerous to chart. If chart indicates gen- SSS TOLERANCES 
eral characteristics of value, modifications to SSS “4 —— 
suit your special application may be available. ——_ > ies 
SSS 7mm 
WHO NEEDS THE CHART tt a = 
af ° . . ° ee Soe ae tht r tei 
i Any designing engineer, production technician ae ge ee a sail The 
' : re gi ge Soni Se sa mS Ex ma 
t or purchasing agent will find chart helpful in his SSS = =o" 
° . . « Pe tee Ht. Nate entne corey 
C search for materials for unusuai applications. Sas" <5, Sevan ng Stare = 
S22 Ss SS er 
— So aes Soe See 
HOW TO GET THE CHART S25 _ = 
OS So tome tS * follows ice: 
SSE a 
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The AlSiMag Property Chart is sent free on re- 
quest. Request as many copies as you need to 
cover your organization. Write to: 
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AMERICAN 
LAVA CORPORATION 


44TH YEAR OF CERAMIC LEADERSHIP 
CHATTANOOGA 5, TENNESSEE —— 


WHERE ALSIMAG IS USED 
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ENGINEERING SERVICE OFFICES: ST. LOUIS, Mo., 1123 Wash- 


a 2 
of ington Ave., Tel: Garfield 4959 © NEWARK, N. J., 671 Broad St?., = 

Tel: Mitchell 2-8159 * CAMBRIDGE, Moss., 38-B Brattle St., Tel AlSiMag technical ceramic compositions are 

Central 1721 ‘ - . 

extensively used as insulators for electronic 


and electrical applications; as gas burner tips; 
flame nozzle tips; for oil burner ignition insula- 
tors; spray nozzles; as thread guides for abra- 
sive yarns; as extrusion or spinnerette heads in 


Kirkland 4498 © CHICAGO, 9 S. Clinton St., Tel 
SAN FRANCISCO, 163 Second Street, Tel: Douglas 2464 
LOS ANGELES, 324 N. San Pedro St., Tel: Mutual 9076 





a , certain fibre or chemical processes; as cores 
W Printed one side only, folded to file size. For use under and inserts for precision castings; in work 
of desk glass or as a wall chart or in standard file, holders for electronic heating devices—in short 
= wherever electricity, heat, chemical or certain 
ke abrasive or friction conditions must be con- 
trolled. 
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CAN YOUR 
RANGE SALESMEN ANSWER 
THESE QUESTIONS? 






HOW TO CONVINCE HOME- 


MAKERS THAT A NEW RANGE 
SHOULD HEAD THEIR SHOP- 
PING LISTS 





This handbook gives convincing, 
logical reasons why it’s 
more practical for a home- 
maker to invest first in a 
new range before buying 
other needed items. 


HOW TO SHOW HOME- 
MAKERS THEY CAN SAVE A 
MINIMUM OF $88 A YEAR 
WITH MODERN RANGE 
COOKERY 


This handbook shows how home- 
makers can save money as well as 
improve the quality and appear- 


ance of food. 


HOW TO TALK TO HOME- 
MAKERS IN COOKERY TERMS 


This handbook explains and illus- 

















trates basic principles of baking, 
roasting and whole-meal oven 
cookery. Common cooking fail- 
ures are analyzed. Will give your 
salesmen an intensive course in 


modern cooking methods. 

















SEND FOR THIS FREE HANDBOOK 


—= fh pages of facts, pictures and ideas on modern 
range selling. 


You can use this valuable book as a basic sales training piece 
for new salesmen—as a “refresher” course for old bands. 


Write for as many as you need. 


THERMOSTAT COMPANY 
rageewaoe, PENNSYLVANIA 


ctl 





MAYTAG TOUR: Ezequiel Padilla, unsuccessful candidate for the presidency of 
Mexico, came to America to speak at a ceremony at Grinnell College, lowa, and 


stayed long enough to make a tour of the Maytag plant. Fred Maytag Il, left 
above, does the honors as Frank Gribler, Mr. Padilla, and Louis G. Chrysler, vice- 
president of the college, listen to his description of Model E. 











LEAGUE ACTIVITIES 









Mobile Appliance Merchants 
Elect Wheyland President 


L. E. Wheyland of Sharpe-Whey- 
land Co. was recently elected presi- 
dent of the Appliance “Merchants 
Assn. of Mobile, Ala., to succeed E 
E. Delaney who had served as presi 
dent since the organization’s incep- 
tion a year ago. Other officers named 
included: S. N. Roche, Roche Home 
Equipment Co., first vice-president; 
J. R. Quinlivan, Jr., Quinlivan Spe- 
cialty Co., second vice-president 


Cleveland League Holds 


Executive Conference 


The Electrical League of Cleveland 
conducted its electrical industry con- 
ference for executives on October 30 
in the Grand ballroom of the Hotel 
Statler. The day’s topics were built 
around the Illuminating Company’s 
cooperative program and _ included 
talks by A. M. Leissa, district con- 
sultant anyalyst for the CPA, W. T. 
Clark, residential manager, and R. J. 
Miller, assistant residential manager. 
After dinner, Gordon Volkenant, as- 
sociate director of research for 
Minneapolis-Honeywell Co., spoke on 
the electronic future of glass bottles, 
tin cans and window screens 


Southern California League 
Discusses Absence of Appliances 


“Where Are the Appliances?” was 
the subject of a recent meeting of the 
Southern California Radio and Elec- 
trical Appliance Assn. In addition to 
a lively discussion between distribu- 
tors and dealers, R. A. Cockfield, 
president, reported on the progress 
of the association to date and the 
policy of the Los Angeles Department 
of Water and Power with respect to 
range installations. Marshall Wells 
of the Sues-Young Co. was appointed 
chairman of the sales conference com- 
mittee to replace Jack Hargrove, 
former chairman who resigned to be- 
come executive vice-president of the 
Miracle Electric Co 


Trade Ethics Theme of 
Northwest League Meeting 


Trade ethics were the theme of the 
Northwest Electric Appliance Assn’s. 
mid-summer meeting, held recently in 
Portland, Ore., under the supervision 
of A. E. Kuhnhausen, president, and 





A. E. KUHNHAUSEN 


R. C. Brummer, managing director. 
Short talks by Harry Gevurtz, Har- 
old Kelley and Wynn Davis were 
sandwiched in between such stunts 
as a magic demonstration by Robert 
Reed, Packard-Bell manufacturer’s 
agent, a hoax talk by Gwynn Hoss 
which actually warned dealers about 
forthcoming conditions, and a skit by 
William Cyr of McGraw-Hill Pub- 
lishing Co. entitled “Blame It on the 
Japs.” President Kuhnhausen re- 
iterated the principles upon which 
the league was founded and described 
auxiliary units in Longview, Wash., 
and Eugene, Ore 


West Penn League Has New 
Manager in P. L. Heath 


An announcement from the Electric 
League of Western Pennsylvania has 
disclosed that the organization’s new 
manager is Paul L. Heath. He 
assumed his new duties at the head- 
quarters in the Hotel William Penn, 
Pittsburgh, on October 1. 
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KOILED KORD ADVERTISING 


Right now, holiday buying is in full swing throughout your 
trade area—and so is smashing Koiled Kord advertising. It’s a 
big campaign, planned to help you make the most of this 
booming, bountiful market. 


Right now, your customers are reading the sales-clinching 
Koiled Kord story... are being solidly sold on the amazing 
electrical cord that never tangles, dangles, kinks or frays . . . 
are deciding to see for themselves how Koiled Kords combine 
greater safety, savings and convenience. And they're being told 
that the place to see and buy these cords is at your store. 





Cash Ju— Onder Now Grom Your Wholesaler 





now saturating your 
community 


So, right now is the time to profit by this powerful, national 
promotion. Make sure you have enough Koiled Kords in stock 
to meet heavy holiday demands. You'll enjoy 5 or 6 times 
more profit on every Koiled Kord sale than you net on 
ordinary cords. Order plenty of all three Koiled Kords from your 
wholesaler today. 


Ses KOILED KORD DIVISION 
Kellogg Switchboard & Supply Company 
6650 South Cicero Avenue, Chicago 38, Illinois 
Leading Manufacturer of Telephone Systems, Radio Apparatus and industrial Electrical Equipment 















KOILED KORDS 


For Heater Appliances 
Assures extra convenience, extra cord life— 
specially designed for electric irons, roast- 
ers, grills, hot plates, room heaters, etc. 
No. 6000-2 ( with attachment) R erail $2.95* ea. 


and heater piug 


No. 6000-1 ( with attachment ) Retail $2.75* ea. 


plug only 
*Prices 15c higher west of Rockies 


E-X-T-E-N-D-O 


eam cementum coerce 


* The Multi-Purpose Extension Cord 
Eliminates dangling, tangling and kinking 
of cords—perfect for radios, lamps, mixers, 
hand vacuums, fans, light power tools, etc. 


No. 8001-6 (,,,mith matesnd ) Retail $2.95* ea. 


male connectors 


No. 8001-5 ( “ith mate attach- ) Retail $2.75* ea. 


ment plug only 
*Prices 15c higher west of Rockies 


The “Safety-First’” cord for washing ma- 
chines that won’t dangle on damp, wet 
floors... reduces menace of shocks, shorts, 
and blown fuses. 
No. 8011-2 (with attachment) Retail List 

‘ $350 ea. 


throughout U. S. 
Retail prices protected by Fair Trade Acts 





ELECTRICAL MERCHANDISING—DECEMBER I, 1946 


PAGE 147 






















































DOMINION PRODUCTS MAKE FRIENDS 


—all along the line. 


The Dominion Line Includes: Flat 
Irons, Waffle Irons, Curling Irons, 
Toasters, Sandwich Grills and Grid-A- 
Bouts, Table Stoves, Heaters, Poppers, 
Hair Dryers, Mixers, Heating Pads, 
Infra-Red Lamps, Fans. 


Distributed through Reputable Jobbers 


across the nation. 


DOMINION ELECTRICAL MFG. INC. 


MANSFIELD, OHIO 





SAVANNAH'S NEWEST electrical appliance firm is Mingledorff, Inc., at 10 Whit- 


6 alii 


aker Street, recently organized by W. Lee Mingledorff, Jr., former Carrier air con- 


ditioning distributor in the Savannah area. 


J. L. McDevitt is vice-president and 


general manager of the new firm and Carl Clausen is appliance manager. The com- 
pany is distributor for Carrier and Lenox for eastern Georgia and part of South 
Carolina. Lines include Morton kitchens, American kitchens, Crosley and Gibson 
appliances as well as Westinghouse, General Electric and Stromberg-Carlson radio. 
Leonard ranges and refrigerators and several makes of small appliances complete the 


stock list. 











ALABAMA 


The Homa-Goff Furniture Co., 
which features G-E and Philco ap- 
pliances, has announced the firm’s 
opening in a new and larger building, 
remodeled and redecorated, at 119-121 
Commerce St., Montgomery. 


ARKANSAS 


Thomas C. Cotter and J. E. Car- 
roll are co-managers of the National 
Home and Auto Stores recently 
opened at 409 Center St., Little Rock. 
Both men are natives of the city and 
have been in business there before. 


CALIFORNIA 


Hornbrook’s Service and Market of 
Terra Bella has received a Westing- 
house franchise. The store, owned by 
F. H. Hornbrook, will handle a com- 
plete line of home appliances. 


CONNECTICUT 


An announcement comes from Allyn 
Appliances, 26 Church St., Hartford, 
to the effect that Sol J. Baris has 
been appointed general manager. 


FLORIDA 


The Herold Garage is staying at 
the same place, Perry Highway and 
Magnolia Drive, Tallahassee, but is 
changing its name and nature. Since 
appliances and a few other lines have 
been added to garage service, the firm 
is now Herold & Lamb, Inc. 

According to Jack Minor, general 
sales manager and buyer, Edison Elec- 
trical Fixture Co. 1005-11 S. W. 
Eighth St. in Miami, has been mak- 
ing plans for a large showroom and 
warehouse on Tamiami Trail. The 
first of the firm’s post-war units, a 
building with 3,000 sq. ft. of display 
showroms, has been opened at Fort 
Lauderdale on S. Andrews Ave. 
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GEORGIA 


Bob Shelley, 18-year appliance 
veteran, has opened Bob Shelley Ap- 
pliances, 273 Peachtree St., Atlanta. 
4 native of Alabama, Mr. Shelley is 
president of the Atlanta Electrical 
Association and vice-president of the 
Retail Merchants Association. His 
firm will handle G-E and Philco re- 
frigerators, a long list of radios, and 
a line of other appliances. 

Stein Steel & Supply Co. has opened 
new headquarters at 295-301 Decatur 
St., Atlanta, with new showrooms in 
a new building. The firm deals prim- 
arily in plumbing fixtures and hard- 
ware specialties, but has expanded into 
the appliance field. 

Stanley Jewelers, “Jewelers to 
Georgia and Florida,” have opened 
their second Savannah store, at 108 
W. Broughton St. The firm handles 
a line of small appliances and radios. 

LeMas, a new jewelry store at 97-99 
Peachtree St., Atlanta, announces that 
it will handle appliances. The store 
recently held its formal opening. 

The Ashburn Radio Service has oc- 
cupied larger quarters on Gordon St. 
in Ashburn. 

Sam Mayo’s Radio Shop in Rich- 
land has been doing some expanding, 
and occupied more spacious quarters a 
short while ago. 

Carlton and Haynes Wicker and 
their sister Sara have opened the 
Wicker Electric Co. at the corner of 
Broad and 6th Ave. in Rome. All 
were formerly with the Georgia 
Power Co. The firm handles Hot- 
point, Kelvinator, Frigidaire, G-E and 
Zenith products. 

Robert F. Dunderville, John R. 
Newton and William H. Newton have 
opened the Rome Electric Co. at 602 
E. 2nd Ave., Rome, with Mr. Dunder- 
ville as president and general manager. 
Lines sold are Kelvinator, Blackstone, 
Majestic, Westinghouse, G-E and 
Frigidfreeze. 
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A special lightweight tone arm in- 
creases the life of records. Here is a 
record changer of exceptional quality. 
This changer has a capacity of ten 
12-inch or fourteen 10-inch records, 
and has an automatic shut-off after 
playing the last record. 
|S rein something special for 
those customers who de- 
mand the best—a superb new 
ce A-M and F-M radio combination. 
p- 
a. While this newly designed set, 
os with its 14 tubes plus rectifier and 
™ its 15-inch speaker, is engineered 
lis to receive the finest in F-M, it also 
ne provides exceptional reception 
nd 
on standard broadcast and three 
ed short-wave bands. It’s available in two cabinet finishes: walnut 
= (Model R-1251) and mahogany (Model R-1252). 
in 
‘i. The grace and distinction of its lines—the expert craftsmanship 
to of its cabinet work—match the advanced engineering and 
acoustical qualities that account for its thrilling performance! 
to 
ed This new combination joins the Delco portable and table models 
- in bringing you the best of all that’s new in radio. Every Delco 
es a : P . 
ae radio is worthy of the famous name it bears. United Motors Service, + — ——— 
99 Division of General Motors Corporation, Detroit 2, Michigan. NEW! Anteaiie Guc-Setted tanine 
lat on the F-M band as well as on the 
re ? standard broadcast bands. This is an 
if you have to wait... If your distributor is unable to fill your orders innovation in push-button tuning—a 
yC- for Delco radios promptly, don’t blame him. The fact is that short- Sook f this send eiee Gide 
St ages of materials and component parts still cause factory shipments va — outstanding ne — 
; to fall behind orders, in spite of everything we’re doing to speed pro- Radio Combination. 
h duction. However, more and more Delco radios are being made, and 
sil soon we hope to be able to satisfy everybody’s demand. 
1g, 
sa 
“ DELCO RADIO 
the 
of 
Atl A GENERAL MOTORS PRODUCT 
gia Detco radios are distributed nationally by 
ot- United Motors Service. See your United 
nd Motors distributor about the Delco radio line. 
R. 
ive 
02 
er- 
er. 
ne, 
und 
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A REVOLUTIONARY 


"Detroit" CRC-246 Hoat 
Valve is a revolutionary improvement 
over any other valve —enables the 


The new 


manufacturer to offer you far better oil 


heaters, water heaters, fur- 


naces, etc. 


ranges, 


Some of the new features are: 


@ Rate of flow to burner is constant 
with inlet heads varying from 2 inches 
to 84 inches. Tank can be placed lower 
—heater can be more compact. "Dying 
fire’, when fuel supply is low, is elimi- 
nated. 


@ Safety mechanism trips from level of 
fuel in burner as well as level in valve. 
Results in less pooling of fuel in burner 
if fire is extinguished. 


®@ Magnetic trip mechanism is positive, 
controlled by permanent magnet which 
has no electrical connection. Will not 
trip from vibration. 


®@ Low flows are extremely accurate 
and consistent—a decided advantage 
for low pilots on water heaters and 
furnaces. 


@ Due to the position of the metering 
stem, approximately in the center of 
the assembly, this valve can be tilted 
a reasonable amount without affecting 
fuel flow. Heater can be leveled by eye 
and will operate satisfactorily. 
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NEW FL 


ADVANCED IN PRINCIPLE 
SUPERIOR IN PERFORMANCE 
SIMPLER 
IMPROVED IN APPEARANCE 


@ Fully temperature compensated. Uniform fuel flow regardless of fuel 
temperature. Full heater output is assured at all times. 


®@ Connects directly to burner nipple. Eliminates tees, fittings and tubing 
—a great convenience where valve must be installed separately. 


@ Simple to service—few parts to handle—job takes only a few minutes. 














Detroit | UBRICATOR Company General Offices: 5900 TRUMBULL AVENUE 





Division of American Raviator & Standard Sanitary corporation 


Canadian Representatives — RAILWAY AND ENGINEERING SPECIALTIES LIMITED, MONTREAL, TORONTO, WINNIPEG 


DETROIT 8, MICHIGAN 





Accessories ¢ 
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“Detroit Heating and Refrigeration Controls © Engine Safety Controls © Safety Float Valves and Oil Burner 
“Detroit” Expansion Valves and Refrigeration Accessories ¢ 
Lubricators 


Stationary and Locomotive 
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DEALER DOINGS 


MAINE 


Jefferson H. Hodges, who has been 
manager of a tire and auto supply 
store in Portland for 16 years, has 
opened a new appliance store, Hodges 
Appliances, Inc., at 121 High St. in 
Portland. Mr. Hodges plans to carry 
nationally advertised merchandise and 
feature complete kitchens. 


MISSOURI 


Rothman Radio & Appliance Co., 
which already owns three appliance 
stores in St. Louis, is building another 
one at 3408 Washingtcn Ave. to re- 
place its 3415 Washington Ave. store. 
It will be open soon, according to 
Isadore Rothman, partner of Joseph 
and Milton Rothman. 


NEW YORK 


In New Hartford, the John Pratt 
Electrical Appliance Store has opened 
an annex devoted to records. The 
record bar has a sunken counter and 
is equipped with stools and four record 
players. Custom-built record cabinets, 
concealed lighting and a self-service 
dispenser containing 2,000 records are 
other features of the new shop. 

Maisel Furniture Co., Inc., in busi- 
ness in East Buffalo for 55 years, 
has opened a new downtown store in 
Buffalo at 317 Washington St. The 
store is featuring a complete line of 
appliances, which consume a large part 
of the 20,000 sq. ft. of floor space in 
John R. McFarlane is 
manager of the new store. 


seven stories. 


NORTH CAROLINA 


The Stephenson Appliance Co., 
C. H. Stephenson, Jr., manager, finds 
that its activities have outgrown its 
store—but, there are no materials 
available to enlarge. So, the firm has 
opened at 225 S. Wilmington St., 
Raleigh, where the music and appli- 
ance departments will occupy 5,500 sq. 
ft. of floor space available on two 
floors and a basement. 








ONE OF MANY: In conjuction with its 
current radio advertising campaign the 
consumer division of Lewyt Corp., Brook- 
lyn, is sponsoring a series of window dis- 
plays in dealers’ windows throughout the 


New York area. This one is in the store 
of Mortimer Fogle, 92 Liberty St., New 
York City 
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FROM HEATER TO FAN IN 29 SECONDS 





--- SIMPLY REMOVE HEATER HOUSING 


In June or January . . . April or 
October . . . 98 in the shade or 
20 below . . . Surf SEASON-AIR is 
a steady best seller because it 
does either job—heating or 
cooling—at a moment’s notice. 

Ultra-smart in appearance... 
priced low for volume sales... 


Surf SEaAson-AIR is the biggest 


news in room-conditioning appli- 
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ances since the invention of the 
electric fan. 

Material shortages still are 
delaying shipment of SEASON- 
Arr. But keep after your jobber 
and make sure you'll be first in 
your neighborhood to show—and 
SELL — this all-season profit- 
maker. G-M Laboratories Inc., 


4292 N. Knox Ave., Chicago 41. 


1, 1946 








COSOW ONL 


BEAUTY... Handsome crackle 
finish e Chrome heater grill e 
Modern-design fan blades e 
Separate fan guard. 


STABILITY ...Sturdy all-metal 
construction e 72-inch base e 
Finest materials and work- 
manship. 


UTILITY ... For winter, a 1320- 
watt forced air heater e For 
summer, a 10-inch fan with air 
displacement of 500 cu. ft. per 
minute. 


ECONOMY... Heater and fan 
COMBINED for one low price. 

























































SELL THE STARTER THAT MAKES 


LIFETIME FRIENDS! 


FOR FLUORESCENT LIGHTING 


G-E Watch Dog 
Starters for 


Fluorescent Lamps 


Fluorescent lighting is quick to win friends . . . and the starter 
you sell can do a lot to make it a LIFETIME friendship. 

You'll “build character” with customers fast, when you show 
how simple it is to end the blink problem, once and for all, 
by installing Watch Dog? starters. 

Watch Dog starters contain a built-in cutout that takes 
failing lamps off the line at once, as soon as their useful life 
ends. Multilamp luminaires can be kept lighted; relamping 
need not be rushed at an awkward moment. What’s more, the 
Watch Dogs protect the ballast and reduce complaints of 
short starter life. 

When a customer wants a few “replacement” starters, tell 
him the Watch Dog story. He'll see the advantage of installing 
Watch Dog starters throughout. 

There's a Watch Dog starter for all fluorescent lamp sizes 
—one of a full line of G-E accessories to help you and 
your customers make the most of fluorescent lighting. For 
more information, write to Section G29-1228, Appliance and 
Merchandise Department, General Electric Company, Bridge- 


port 2, Connecticut. *Trade-mark Reg. U. S. Pat. Of. 


GENERAL @ ELECTRIC 
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BENDIX Home 


BENDING ALL EFFORT FOR BENDIX: At the 37th annual convention of the Ameri- 


Appliances, ¥ 


can Home Economics Association in Cleveland recently three Bendix products staged 
a three ring circus. Demonstrators show a dryer, a washer, and an ironer. The wash- 
ing machine was plastic encased so that the tumble cleansing action would be visible. 
The dryer and the ironer will be marketed in the fall. 











OHIO 


Ruben Furniture Co., with three 
stores in Pennsylvania, has acquired 
the Mayer-Marks Co. in Cleveland, 
with stores at 414 Prospect Ave., 
S. E., and W 25th and Dension Ave. 
Henry A. Marks, founder, is rettiring 
as president, and Stanley J. Kann, 
head of Ruben Furnitture, succeeds 
him as president of Mayer-Marks. His 
son, Robert L. Kann, becomes secre- 
tary, and Felix Weil, Ruben’s vice- 
president, will continue in that post. 

The Bing Furniture Co., Cleveland, 
has leased a three-story-and-basement 
building at 282 N. Park Ave., War- 
ren, to house another in the chain of 
its retail outlets in Ohio. The firm 
already operates furniture and ap- 
pliance stores in Shelby, Mansfield 
and Tiffin, and a store for Coshocton 
also was recently announced. 

The Sherer Electric Co., owned and 
yperated by Arthur N. Sherer in Can- 
ton, held a formal opening recently 
for its newly constructed building at 
nearby East Canton. The new struc- 
ture contains offices, display space, 
storage basement and loading plat- 
form, and will feature a completely 
equipped model kitchen when all ap- 
pliances are available. Westinghouse 
products are handled. 


TENNESSEE 


he Southeastern Electric Supply 
Co., which was organized last Janu- 
ary, recently extended to the public 
an invitation to visit its completely 
equipped showrooms at 2225-2227 
3road St., Chattanooga. E. J. Rogers 
is president of the company and L. B. 
Austin, Jr., is vice-president. 


WASHINGTON 


Earl’s Electric Appliance Co., To- 
nasket, is more than doubling its floor 
space. The new quarters will house 
a radio, phonograph and record de- 
partment, according to E. Reid, owner. 

In anticipation of an expansion pro- 
gram, Cook’s Radio and Appliance 
Co. of Spokane has filed articles of 
incorporation for the firm. The in- 
corporators are E. C. Cook, Ruby A. 
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Cook and Ray Wilson, and capitaliza- 
tion is set at $50,000. 

The Arrow Electric Co. of Seattle 
has moved to 224 Dexter Ave., accord- 
ing to Sam Helper, owner. 


WYOMING 


Jack’s Appliance Store, Cheyenne, 
has opened a new mail order depart- 
ment which, according to Irving 
Crown, manager, is expected to operate 
on a state-wide basis. 


CANADA 


Modern Appliances and Electric, 
Kelowna, B. C., are now installed in 
new and enlarged premises fronting on 
Pendozi St. The addition triples the 
floor space of the store. Jack Buck- 
land is manager. 











NEVER-LIFT NEVER DOES: Despite its 
resemblance to a plane—because of 
“retractible landing gear, headlight, and 
streamlined shape—the Protor Never- 
Lift iron here being exclaimed over by 
airlines and Proctor officials never does 


quite take off. The iron was flown to 
Chicago for the National Stationers 
Assn. convention. Walter Trittipo and 
Mary McGraw stand at the left while 
another Proctor representative, Thomas 
Kenna, is smiling from the right. 
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No Other Range Unit 














The Incomparable New 


a HERMO-/ , \LEEN 














Monotube Coil— 
| A T-K Exclusivel 


























® The new Thermo-Kleen Monotube range surface unit is the year’s big sensation in the 
CLEANED IN electric range industry. No other unit can approach it in design, construction and downright 
‘ A JIFFY cooking efficiency! 
Its single, free-acting, anchorless coil always lies perfectly flat... the metal expands and 
contracts evenly, maintaining its flat utensil-contact surface after repeated heating and 
cooling. No humps... no “hills and valleys”. . . no distortion! The swivel-hinge Monotube 
construction permits fast, easy cleaning. Greater cooking speed and longer life are other 
features of the Thermo-Kleen Monotube—an exclusive product of Tuttle & Kift, Inc. 
= , . . . 
” We have stepped up our production to the limit, so that the tremendous demand for these 
its amazing new units can be met as soon as possible. They are available now in limited quantities 
of for new range equipment; a little later, you will be able to stock them for replacement use. 
ae They are well worth waiting for. 
ver- 1—Raise swivel- 3—Wipe clean 
by hinge coil. with damp cloth. 
joes 
to , nc 
sors 2—Remove coil 4—Replace coil b & 
and support. support and low- 
hile er the coil. Manufacturers: Domestic and Industrial Heating Units —Switches—Controls 
mas — 
1823 North Monitor Avenue, Chicago 39, Illinois — Cable Address: TUTTLE KIFT 
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@ THERMOSTATIC 
HEAT 


REGULATOR SET 













.. . They're the Owners of A-P 
Controlled Oil Heaters Purchased 
from You since 1939! 






Take your Oil Heater Cus- 
“‘moth- 








tomer-list out of 
balls.” 


source of extra sales and 





Make it an active 








Offer every one 
friends the 
modern luxury and oil-sav- 


profits ! 





of these old 









































ing convenience of Awto- 
matic Temperature Control 
Show 


them how savings in avoid- 


for their heaters. 
ing overheating can practically pay the 
low cost of the complete A-P Model 
240-ED Heat Regulator Set. Tell them 
how they'll save time, enjoy more uniform healthful reom temperatures 
by regulating their heaters by the mere setting of a Thermostatic Dial. 


Any Vaporizing Oil Burning Heater using the A-P 240-DR or UR 
Constant Level Oil Control can be equipped with this AUTOMATIC 
Heat Regulator Set. This means most of the leading makes produced 
since 1939. It's easy to install, too. Complete “Sales Package” includes 
an Electric Conversion Top which mounts on present manual control, an 
attractive and accurate Wall Thermostat, a Transformer, and all neces- 
sary accessories and instructions, for simple and quick installation. 


Write TODAY for prices, samples, and other advertising and selling 
material — to help you to EXTRA sales and profits this winter. 


AUTOMATIC PRODUCS COMPANY 


2400 NORTH THIRTY-SECOND STREET, MILWAUKEE 10, WISCONSIN 


move. 
240-ED 
Heat Regulator 


Set. 
Adds AUTOMATIC 


Temperature 














Control 
to all Oil Heaters 
equipped with A-P 
Model 240-DR or UR 


Manual Controls. 








Be SURE your new Heater Lines are equipped with 
A-P DEPENDABLE Oi! Controls — for faster sales, 
greater customer satisfaction. 


DEPENDABLE 


DESIGNED T° 


Ou 
Controls 


SERVICING 


ELIMINATE 
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The small appliances go on these home made shelves. Major items are to be lined up 


on the opposite wall. 


Remodelling Tricks 


Kenneth Church in a new store 
at Benson, Nebr., doesn't 
forget his early training. 


OU wouldn't suspect it but most 

dance band 

they are goodlooking, are hired 
guys whose charm causes the girls to 
breathe hard as they glide by. Ken- 
neth J. Church was that kind of a lad 
when he hammered on the drums in an 
orchestra up at Sioux City, Iowa. 
G. L. Hurd, who played the slipping 
horn in another orchestra, had the 
same talent. 

But grey hairs ruin a dance band 
musician, even if he has become good 
enough to play in a symphony, and the 
Messrs Church and Hurd discovered 
they were in a short-lived occupation. 
Kenneth J. discovered that a personal- 
ity pleasing to women was just the 
thing to use in selling appliances, and 
came down to Omaha, where for 18 


musicians because 


years he was with the Nebraska 
Power Co. as a meter reader and 
salesman. G. L. Hurd turned his 


attention to chain stores, and became 
a Kresge dime store manager. About 
two years ago he opened up a Ben 
Franklin store in the town of Benson, 
Nebraska (suburb of Omaha, pop. 
about 20,000). 


SOLD 350 LAMPS DAILY 


One day during the war Kenneth 
Church was sent out to promote light 
bulbs, a sort of made job during the 
war. He floated about the store, bulb 
in hand and sold about 350 lamps a day. 

“The boy can really sell,” Hurd 
said to himself. ; 

The Ben Franklin store was going 
great guns, and Mr. Hurd had just 
picked up the lease of the place next 
door. It ought to be an appliance 
store, he said. With the overflow from 
the dime store, we ought to have plenty 
of traffic. 

The answer to his idea was right 
before him in the person of Kenneth 
J. Church, erstwhile drummer of Sioux 
City, Iowa. 


DECEMBER I, 


Church contributed the appliance 
knowledge, Hurd the capital. 

“T used to take ELectrIcAL MERCH- 
ANDISING to bed with me,” says Ken- 
neth Church, “and when I read that 





article by Bill Ritt ( ) saying 
that a guy should have at least 
$10,000 capital to open a store, I 


figured I would never 
business.” 

The lease on the store they took over 
is a 10-year affair with an option 
on renewal. It costs the Church Elec- 
tric Co., Inc., $150 a month. 

The store is approximately 30 ft. 
wide and 150 ft. deep. The boys 
went into consultation with Butler 
Brothers experts and drew up a plan 
for remodeling. Appliances can be 
moved on the floor right up to the 
front windows, with a little shelf in 
the window for small appliances if de- 
sired. Three step shelves were placed 
on the east side of the store for small 
appliances. In the rear, a model kit- 
chen big enough to hold an audience 
is coming into being. Back of that 
is an office for collections, with the 
window in it so that the girl who 
answers the phone can keep an eye on 
the store when she is alone. The 
window gives a decorative effective 
to the model kitchen. 


BASEMENT RAMP 


see my own 


A ramp is built in the rear sliding 
down to the basement. In this way 
appliances can be placed on a truck 
and slid right down for storage. 
When taken on the floor for display 
they are pulled up and rolled in over 
the cement platform at the rear of the 
store. 

Then Kenneth, who runs the store 
—G. L. Hurd is virtually a silent part- 
ner—had a doorway cut into the Ben 
Franklin Store. Through this double 
doorway the traffic will see a display of 
appliances and an inviting drinking 
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fountain. This arrangement is ex- 
pected to give the firm a steady flow 
f traffic. 

Naturally the store was there when 
ELECTRICAL MERCHANDISING called. 
Its linoleum floor fairly shone. 

“The first thing I bought was a 
broom and tools for keeping the 
windows clean and the floors polished,” 
said Mr. Church. “During my years 
with Mrs. B. E. Marsh of the Ne- 
braska Power Co., I learn that house- 
keeping is the most important part of 
merchandising.” 

Expenses of the store are kept low. 
In addition to the $150 rent a girl gets 
$150, Kenneth draws $50 a week, and 
they pay the service manager $50 a 
week. This service man is an expert 
on radio and small appliances and he 
has already made arrangements to have 
other types of service taken care of. 

“What sort of luck did vou have in 
lining up franchises?” we asked. 

“The reception I got was pretty 
good,” said Kenneth Church. “Don’t 





forget as a meter reader I have been | 


all over Benson and know a lot of 
people. That was in my favor. One 
line wanted me to handle their appli- 
inces exclusively but relented when 
they couldn’t make deliveries on 
inything. Today we have Maytag 
washers. Monarch and _ Hotpoint 
ranges, Telechron clocks, Farnsworth 
radio, Everhot, Domestic sewing ma- 
chines, Sunbeam, HamiltonBeach, and 
several other lines are coming in. 

“We have spent around $4,000 on 
remodeling, but the experts tell us that 
this is the way to do it.” 


SEVEN RULES FOR SUCCESS 


Kenneth Church thinks his chances 
for success are good for these reasons: 


|. Personality and experience in selling hous- 
hold appliances. 

2. Acquaintance with the neighborhood 
through meter reading. 

3. Ability to go out and punch doorbells. 
4. Ideal location in best shopping district of 
the suburb. 

5. Floor traffic generated by the next door 
dime store. 

6. Proper service connections. 

7. Good housekeeping. 


“T don’t know why most fellows 
running appliance stores don’t keep 
them spotless and everything in them 
shining and bright,” commented Ken- 
neth Church. “We are dealing with 
women, and I think everything we 
have to sell should look better than it 
will in their own homes.” 





A covered ramp in the back makes it 
easy to slide appliances into the base- 
ment. 








This Home Appliances i 
Dealer Knows the Worth of ‘4 
Capper’s Farmer Readers 


Customer-wise L. A. Shingledecker, home 
appliances dealer of Canton, Lincoln County, 
South Dakota, knows that dominant farm 
families buy more. His high regard for 
Capper’s Farmer readers is shared by alert 
dealers throughout Mid-America. After in- 
specting the Capper’s Farmer reader list 


for his area, he said — 


“After looking over this list, I would say 
that Capper’s Farmer has very good qual- 


ity readership in this section.”’ 


The Farm Magazine That 
Dominant Farm Families Heed 
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It’s the mood that matters. And Capper’s Farmer 
puts its 1,300,000 prosperous farm family readers 
in an active mood .. .a let’s-do-it-now mood. . .a buy- 
ing mood. Yes, by offering the men, women and 
teen-agers of Mid-America’s dominant farm families 
the practical information —farm-tested suggestions 
—and profitable advice they seek, Capper’s Farmer 


exerts a potent influence on their daily buying 


habits. 
That’s why ads in Capper’s Farmer have such 
an impact on these big-income families ...an impact 


that dealers feel at the sales counter. 


Cappers Farmer 
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PACKARD 
SUNLIGHT 
MOTOR 








In the past, there have been more Packard Sunlight 
motors available than there are right now. We hope 
to catch up with orders soon. But there have never 
been finer Packard Sunlight motors than those 
we’re now turning out. Quality comes first with 
Packard Sunlight motors—and always will. 


TP) 


RiC.w 6. Par.erF 








Packard Electric Division, General Motors Corporation, Warren, Ohio 


PACKARD SUNLIGHT MOTORS for: compressors * washing 
machines * power-driven bench tools * ironers * milk separa- 
tors * milking machines « furnace blowers ¢ stokers « oil burners 
water pumps « ventilators * and many other applications. 


DEPENDABLE APPLIANCE MOTORS FOR THIRTY YEARS 






















| the kitchen. 


Two Industry Women 


After Office 











The “Little Red Wheelbarrow" does 
double duty when Fern Spider takes time 
out from hergardening chores. 


ISS FERN SNIDER, home 
A service director for the Geor- 
gia Power Co. and chairman of the 
home service committee, Edison Elec- 


tric Institute, can cook up a mean 
meal, but her favorite hobby isn’t in 
Though this be treason, 
she’d much rather be out grubbing 
around with her garden tools. 

She was born and reared in the 
hills of West Virginia, and they tell 
a story on her which she refuses to 
confirm: 

“Tt seems there was a terrible com- 
motion at the Snider home, and the 


| neighbors came a-runnin’ to find out 


what the fight was all about. But it 


| was nothing more than Pa trying to 
| get shoes on Fern so she could go to 





old glass. 





DECEMBER 








Mrs. Julia Kiene admires her glue and milk Early American water 
pitcher—one of the many interesting pieces in her collection of rare 


Hours 


Atlanta.” True or not, it indicates 
that she was an outdoor girl at heart. 
These days, Miss Snider (Mrs. 
H. A. Smeeton) and her husband 
spend almost every-week-end at their 
acreage near Atlanta, where they 
hope someday again to have a home. 
Like other couples who were sepa- 
rated during the war, they are plan- 
ning for the day when they can build 
—an all-electric home, of course. 

Not only does Husband Bert give 
full approval to his wife’s hobby; 
he abets her in it. On her last birth- 
day, he was so “understanding” as to 
give her a lovely red wheelbarrow, 
a spade and a rake. No doubt, Bert 
does a good job of looking on. 


N RS. JULIA KIENE, mana- 
i ger, Home Economics Dept., 
Westinghouse Electric Corp., Mans- 
field, Ohio, inherited from _ her 
mother a love for rare old glass and 
the hobby she enjoys most—collecting 
it. 

Mrs. Kiene started collecting seri- 
ously when she tried to match the 
Shell and Tassell berry set her 
mother left her. This particular pat- 
tern of Early American glass, she 
says, has become very rare, and is 
hard to find. 

Unlike many collectors of antiques, 
Mrs. Kiene has paid out very little 
in actual cash in the accumulation of 
her beloved glass collection. Many 
of her most interesting pieces were 
handed down by her mother—the 
clear white glass decanter shown on 
the third shelf; the exquisite blue 
glass powder box with gold inlay, ex- 
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treme left, bottom shelf; the Hen-and- 





chicken dishes; and the Sandwich 
Class stemware on the second shelf. 
Other pieces were acquired as gifts or 
in exchange. 

She came by the blue and milk Early 
American water pitcher she holds in 
her hands in an interesting fashion. 
Several years ago when she was acting 
as one of the judges at the Nebraska 
State Fair, she spied this beautiful 
pitcher in a restaurant where she was 
having breakfast. She immediately 
hunted up the restaurant owner, struck 
up a bargain with him—the blue 
pitcher in exchange for a plain white 
serviceable pitcher. 

The large white opaque glass duck 
on the second shelf has a history, too. 
Mrs. Kiene was vacationing in Colo- 
rado with her daughters and came 
upon an old miner’s cabin on one of 
their mountain hikes. They stopped 
to rest and became acquainted with the 
miner. Mrs. Kiene admired the 
duck which occupied a prominent spot 
on the miner’s shelf, and when she 
was leaving the miner asked her to 
take the duck with her as a favor 
to him. He explained that it would 
make him happy to know that the 
duck, which he was very fond of, 
was in the hands of someone who 
knew its value and who would cherish 
it. 

The large honey dish to the left of 
the duck, which has an all-over design 
of bees, was used in Early American 
days for serving combed honey, and 
was given to Mrs. Kiene by an old 
woman who came to Kansas in a 
covered wagon. The pitcher on the 
top shelf, incidentally, is a Copen- 
hagen pitcher, and is from a collection 
of pitchers—another of Mrs. Kiene’s 
hobbies. 

In additon to the cabinet shown in 
the picture, there are many interesting 
pieces of glass scattered throughout 
Mrs. Kiene’s home, and none of them 
are kept exclusively as museum 
pieces—on the contrary, they are in 
constant use in her home. 

Mrs. Kiene is also an accomplished 
gardener, proud of the fact that she 
and her sister raised on her own farm 
near Mansfield, enough vegetables 
for her entire winter’s needs—includ- 
ing snap beans, peas, broccoli, okra, 
limas, corn, tomatoes, onions and 
potatoes. And the only outside help 
they had was the plowing in the 
spring. 











“BUT | DON'T THINK | SHOULD USE 
THE WASHING ear UNTIL IT'S PAID 





Easily demonstrated advantages 


of FIBERGLAS insulation 
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FIBERGLAS 


NEVER UNDERESTIMATE THEAPOWER 


OF A WOMAN 
Nor the sales appeal of a feature like FIBERGLAS 
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This automatic coffee maker does its work .. . then 
shuts off at precisely the right moment! 










































Magic? 
Hardly that. Simply < magnet-and-piston arrange- 


ment made possible by the use of two unique metals. 


One of these is nickel; the other is Monel*. Both 
are tough and strong and rustless. They resist heat 
and corrosion. And—most important of all—neither 
reacts with coffee or affects its flavor. 


In G-E Automatic Coffee Makers—and in scores 
of other quality appliances—nickel and its alloys 
are widely used to make them work be¢#ter.. . and 
last longer. 

The International Nickel Co., Inc.,67 Wall St., New York 5,N.Y. 





‘ / 
Heres how: 


Inside the glass tube 
of the upper bowl 
is a Monel piston, 
secured by a Monel 
spring clip (A). 

A nickel disc (B) 
on the lower end of 
the stem, rests on the inside of the lower bowl. 





Starting lever (C), when depressed, raises the Alnico 
magnet to position outside the lower bowl, under the 


nickel disc. 


When the water level drops below compensator hole (D) 
in the tube, flow stops. Remaining water boils, and is forced 
into upper bowl with a rush. This carries a Monel washer 
(E) up the stem to close the ports at the piston’s top. The 
nickel disc (which has exactly the degree of magnetism 
required to hold the piston to this point) is pulled from 
the bottom of the bowl, allowing the Alnico magnet to 
drop and open the contact switch, 


Coffee’s ready! _ 


me : [oz 
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R. H. Heniser, once a buck sergeant in the army, now heads up Baker appliance sales. 


Don't Hold 
On to Samples 





Refrigerators will keep some baby's 
milk cold, washers will make some 


family 


HEY nickname a certain highway 

in Muncie, Ind. (pop. 49,720) 
“Baker Street’? because people by the 
name of Baker are seen all along it. 
There is W. Max Baker, at Main and 
Bowman, there is the Modern Electric 
\ppliance Co., operated by a brother 
of Max Baker. ,But the Baker we refer 
to is W. E. Baker, a firm that opened 
its doors way back in 1898 and which 
gravitated from furniture to appliances. 
The house has a large appliance busi- 
ness in Parker, Ind., not far away. 
However, the Muncie address, which 
sells furniture, is largely an appliance 
business. 

The principal thing an outside dealer 
can learn from the lifetime of experi- 
ence of these folks is that people are 
more important than samples. 

When your correspondent called, 
there wasn’t an appliance to be seen in 
the entire store. And yet at that time 
the firm had been getting around ten 
Maytags a month, two Gibsons a 
month, around six table radios, two to 
three Cadillac vacuum cleaners, and 
two or so Clark water heaters. The 
firm distributes Maytag, GE and 
ABC washers, Gibson, Crosley and 
GE refrigerators, all makes of clean- 
ers and all small appliances it can lay 
its hands on. 

Mainspring of the appliance end of 
the Muncie store is R. H. Heniser, who 
recently came back from overseas 
where he was a buck sergeant. 


300% Increase in Outlets 


What worries Mr. Heniser is the 
fact that before the war there were ten 
appliance outlets in Muncie. Today 
there are 40. What’s going to happen 
to the appliance business is what wor- 
ries him and Mrs. Charles Snyder, co- 
operator of the Muncie store. 

“With that kind of competition 
we're going to have to work outside 


happy, Muncie firm feels. 


men,” he said. “But with the margin 
we can’t see how to pay them.” 

The furniture company has sold 
many families since 1898. One of the 
things they are going to do is to study 
their list of preferences. They have 
developed and worked on a card pre- 
ference rating of their families. It is 
believed that a postcard selling cam- 
paign can be used with this list of 
names that will be very effective and 
very cheap in cost of getting people 
into the store. 

The firm has a $5,000 stock of re- 
pair parts. Their repair business in 
the rear upstairs is very good. Lloyd 
Massing heads this up. However, Mr. 
Heniser feels that the ability to repair 
appliances is one of the things that 
enable the family to put off buying 
new items. 


Trade-in Mess Cleaned Up 


Mr. Heniser points out that Muncie 
has a good association called the 
Muncie Electric Appliance Dealers 
\ssociation. When it was formed the 
trade-in situation in Muncie was a 
mess. Advertising in the papers was 
putrid. The newspapers went along 
with the association and cleaned up the 
advertising and worked with them in 
standardizing practice, such as allow- 
ing $5 for an old ice box. Advertising 
was simply becoming unbelievable, Mr. 
Heniser felt, and the newspapers had 
to do this in self defense. 

Observations in a 50-year old low 
pressure selling business has been to 
the effect that there is a tendency at 
the present on the part of the public 
to wait for brands. They waited so 
long already they can wait some more. 
One dealer in Muncie recently got an 
off-brand shipment of irons and found 
that they didn’t sell, much to his 
surprise. Priority lists at Baker’s are 
good, chiefly on known brands. 
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H47-1 60” x 40” CENTENNIAL DISPLAY 





W47-1 SET 30” x 40” CENTENNIAL DISPLAYS 


DISPLAYS FOR YOUR Centennial pro- 
motion are now in production. They 10" x 16" EMBOSSED, 
are on cardboard in three colors, il- CARDBOARD PLAQUE & 
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‘e plaque of Edison's head and shoulders 

1e is included with each display. 

a ORDERS ARE NOW being accepted. THESE DISPLAYS ARE part of a month- 
. Prices are f.o.b. Chicago. H47-1 dis- ly display service produced for utility 
as play, $7.10 each. W47-1 set of dis- companies and dealers. This service is 
ig plays, $9.80 per 2-card set. Addition- designed to promote the use of Electric 
he al embossed plaques, $1.55 each. Service and the sale of Electrical Ap- 
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ARE YOU READY 
TO SELL THEM? 


We're telling your sales story to 4,800,- 
000 people through ads like this in 
AMERICAN HOME, BETTER HOMES 
& GARDENS. Before you even begin to 
sell, your prospects know about Stoker- 
matic’s twenty years of leadership in 
building safe, dependable stokers. They 
know about Stokermatic’s outstanding 
features...its air-tight hopper that 
keeps basements clean... its balanced 
fuel-air design that cuts coal bills almost 
in half ...its Silent Unit Drive that’s 
guaranteed three years. 


These prospects are all ready for you 
... be sure you're ready for them. Find 
out Now about a franchise in your terri- 
tory. Write today; address: Stokermatic, 
570 Lexington Avenue, New York 22, 
N. Y. 
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New SILENT BREEZE Winter-Selling Plan 
Makes Ventilating Fans Pay Off NOW! 


There’s no longer any need to class ventilating fans as 
hibernating “seasonal sellers.” For now, the Silent 
Breeze winter-selling plan paves the way for year- 
around sales and year-around profits! 

As an incentive for winter-time sales, your customers 
can “Order Silent Breeze Today . . . Start Easy Payments 
in May!” And under this deferred payment arrange- 
ment, the entire cost of fan, installation and acces- 
sories can be spread over as many as 36 installments. 
For you this means easier sales—more sales—of Silent 
Breeze fans .. . plus an end to “last-minute” installa- 
tion headaches, because you can schedule deliveries 
well ahead. 

These and many other advantages of the Silent Breeze 
winter-selling plan are forcefully described in the ad- 
vertising and sales promotion material furnished every 
dealer. Write for full information today! 


HOLCOMB & HOKE MFG. CO., INC. 
1549 VAN BUREN STREET ~ INDIANAPOLIS 7, INDIANA 


VENTILATING FANS 


\TH AIR IN Mor 


w 'lOw 


y G 
"NT LaTion PLUS cool” 





AVAILABLE NOW TO ALL SILENT BREEZE 
DEALERS! This comprehensive, well-illus 






trated, 48-page manual contains all informa- 
tion required for the selection and installation 
of Silent Breeze Ventilating Fans in ali types 






of residential, commercial and industrial 
applications 


SILENT BREEZE COMFORT-COOLS THE 
HOUSE in just 1-to-2 minutes. Draws in fresh, 
cool air; exhausts stale, hot air through the 
attic. huggedly built for dependable perform- 
ance, with minimum post-sale service. Com- 
pletel. automatic. Full line of sizes for home, 
shop, factory. 


SEE GCUR EXHIBIT=—-7TH INTERNATIONAL 
HEATING AND VENTILATING EXPOSITION 
JANUARY 27-31, 1947, CLEVELAND, OHIO 
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Atmosphere 


Sells Appliances 


When E. F. Griffin set up a modern ap- 


pliance shop in an old residence, there 


was method in his madness — Union 
Electric Co., Richmond, is paying off 


OWN in Richmond, Va., archi- 
D tecture, for the most part, is 

of pretty ancient vintage. Most 
of the present day shops and stores 
are either brand new edifices of modern 
construction or dull brick, porchless 
buildings of the Civil War period. 
There are very few in-betweens. 

In the past three or four years firms 
which contemplated building new shops 
simply were out of luck in the matter 
of obtaining building material because 
of war priorities. E. F. Griffin, head 
of the Union Electric Co., knew this 
but he also knew his firm needed to 
expand and in order to do so, would 
have to buy a much larger building 
than the one in which his shop was 
housed. 

Mr. Griffin did the smart thing. He 
reasoned that since Richmond was used 
to antiques, why not combine this lik- 
ing with his new shop? In other 
words, what was the matter with an 
up-to-date electrical appliance store 
which preserved the background and 
harmony of the old residences in the 
area? 


Finds Old Residence 


In the 300 block of Franklin Street, 
famed Richmond thoroughfare, Mr. 


Griffin found what he wanted. It was 
an old residence whose doorway 
opened directly on to the street, whose 
giant marble fireplaces remained as 
they had been built, and whose enor- 
mous, hand-carved stairways still pro- 
vided magnificent access to upper 
floors. It was a building typical of 
Richmond’s better homes of earlier 
days, and in fact, at the time of Mr. 
Griffin’s purchase, was being used as 
an antique shop. 


Preserved the Atmosphere 


The enterprising Virginian moved 
painters, plasterers and workmen into 
the building. His only orders were 
that the antique atmosphere of the 
place must be preserved, and only new 
paint and repairs must be applied to 
the mammoth stairs, the gaunt fire- 
places, the sturdy mantels and the solid 
oak door panels. There were addi- 
tions of course, but each nook and 
shelf was first carefully planned in 
keeping with the general air of the 
place. Fixtures were purchased with 
an eye to how they would fit into the 
general picture and rugs, draperies 
and curtains were chosen with the idea 
of blending them into the floor scheme. 

When the store was ready to open, 
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A large colonial fireplace, one of three in the Union Electric Company shop in Richmond, 
shares attention with a new electric range. Comfortable chairs in front of the fireplace 
help to retain the atmosphere of an old Richmond home, 
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E. F. Griffin, head of the Union Electric 
Company, Richmond, Va., demonstrates the 
arrangement of small appliances before the 
giant white columns and massive staircase 
typical of the furnishings in his new shop in 
the Virginia capital. 


Mr. Griffin sought and got the advice 
of expert decorators and authorities on 
period furnishings, even to the smallest 
details of color and lighting fixtures. 

The result was a model of quiet 
charm and stateliness, and certainly is 
one of the most unusual electrical appli- 
ance shops in the nation. 


New and_= gleaming appliances 





(Westinghouse, Universal, RCA, 
Blackstone) stand out among the nat- 
ural settings of the old Richmond 


’ residence, and desks and display cases 


have been worked into the pattern with 
great skill. 

“The idea has paid off well,” Mr. 
Griffin asserts. “The older families 
of the Richmond area seem to appreci- 
ate the fact that we have retained the 
early atmosphere. We opened up the 
shop in August 1945 and even today, 
we still have visitors who come in 
merely to look at the old paneling and 
woodwork.” 

He cited the case of one visitor who 
came in to look at the shop’s fixings, 
and was so well pleased he stayed to 
buy $90 worth of small appliances. 

“Our experience has proved that a 
wise dealer can go a long way by mak- 
ing his shop conform to its surround- 
ings. In our case, customers seem to 
feel that here is an authentic Rich- 
mond shop with Richmond ideals and 
interests, and our clients are some of 
the best families here,” says Mr. 
Griffin. 

With two sons back from the war, 
several apprentices working under the 
G. I. Bill of Rights and an electrical 
contracting business which requires 55 
men on the payroll, Mr. Griffin cites 
his firm as one of the outstanding ones 
in the state of Virginia. His future 
plans call for added salesmen, repair 
men and service men, installation of 
air-conditioning and possible extension 
of the building if such can be done in 
keeping with the present atmosphere of 
the shop. 
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COILED 
Resistance 


WIRE 


Carefully wound coils 
of Resistance Wire 8 
foot lengths for repair- 
ing Toasters — Hot- 
plates—Electric Ranges 
etc.—110-120 Volt also 





220-240 Volt heavy duty. Each spool has full information as to 
the length required to produce the various wattages. 


Write for complete catalog 


Complete line of Replacement Coils for most Electric 
Ranges—special heating units—Flat Iron Elements and 
Cone Elements for space heaters. 


H.W. TUTTLE & COMPANY 





ADRIAN, MICH. 
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VOSS FEATURES... 


voss WASHERS 


OUT-DEMONSTRATE .. . OUT-PERFORM ALL OTHERS 











Besides minimum service 


VOSS alone 


requirements, 





has the self-selling features 






of Electro-Safe Wringer 
(World's Safest) and Float- 






ing Agitator (Top Suds 
Washing). 
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SUSPENDED UNIT 


GAS HEATER 


S. 
—Javes your 
4 


fomers floor space 









cus- 


This unit heater hangs from 
the leaving floor 
space clear for selling or 


ceiling, 


machinery. Delivers maximum 


heat with whisper quietness. 
Wish we could offer a large stock, but due to 


Full y automatic. material shortages our production is limited. 


Rugged, 
handsome case finished in 
brown crackle enamel. 


White to-day 
jor « catalog 





Manufacturing Corp 
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“ABDUL IMPORTS EVERYTHING FROM AMERICA" 





If You Use Commission 
Men—Use Caution 


Walter Johnson of Great Falls, Montana, recites 
pre-war problems, suggests post-war solutions 
to use of straight commission outside salesmen. 


F we take on straight commis- 
‘| sion men for outside selling of 
major appliances, we are going to try 
to avoid many of the headaches this 
type of selling cost us before the war,” 
says Walter Johnson, credit manager 
and assistant manager of the Duval- 
Wallace Hardware Co., Great Falls, 
Montana. Johnson was speaking as a 
credit man who had to be on the 
dollars and cents side of the appliance 
picture, to whom sales volume was 
represented not in units sold but in the 
balance which showed up when selling 
costs, overhead and credit losses were 
deducted. 

“T’ll admit that we made several 
poor choices in selecting men to do 
this outside selling for us, but the 
problems that came from it are basic 
and they should be understood by 


every dealer that contemplates using 





this 
said. 

“When you take on commission men 
indiscriminately, this is what may 
happen. These men come in, they are 
given a batch of merchandise, and out 
they go. The minute they leave the 
store they are on their own, working 
for themselves without your guidance, 
without your interests in mind. 

“One of the things that may happen 


method of field sales,” Johnson 


is that these men will promise the 
prospect more service than the sale 
warrants, more than the store can 


afford to give. If you have a 28 per- 
cent markup, pay the salesman 15 
percent as commission, figure 5 per- 
cent for your rent, and then have to 
send a serviceman out to a house 
several for minor reasons be- 
cause the salesman promised every- 
thing, then there is mighty little, if 


times 


DECEMBER I, 





anything, left from your sale. 

“Straight commission men should 
be schooled on what the service guar- 
antees are for each appliance, and a 
close watch should be made to catch 
any evidence that they are overstep- 
ping with extra promises in order to 
make sales.” 


Push Cheaper Models 


“From our experience pre-war,” 
Johnson relates, “we find that these 
commission salesmen will tend to push 
the cheaper models of appliances in 
order to make quick sales and a large 
number of calls. They try to sell on 
the strength of the price, sell the appli- 
ance as a ‘bargain’, rather than take 
the extra time necessary to sell a 
higher-priced and better-quality appli- 
ance on the basis of its quality and 
utility value. 

“From the salesman’s short-sighted 
point of view that is all right, but it 
has two bad results for us as appliance 
dealers. It keeps us from moving 
large, more profitable items into homes 
where they are needed and where they 
could be sold if the salesman had 
more patience. And it means, too, that 
many people will rushed 
into the purchase of a major appliance 
on the basis of cost alone, not utility, 
convenience, durability, etc., that the 
customer, given more time to consider 
the purchase, would have wanted. As 
a result, sooner or later that customer 


have been 


will be sorry she bought the cheap 
model, will hold it against us as the 


dealer, and we may lose her trade. 
The Problem of Credit 


“On the matter of credit risks, com- 
mission salesmen are particularly bad. 
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These men, if not trained properly, 
will sell to customers whose credit is 
so poor that we should never take the 
risk. We had $132,000 of credit. on 
the books when the war came along, 
and some of it hasn’t been cleared up 
yet. All of it was from the sales made 
by these straight commission men. 

“For the dealer who carries his own 
paper, these credit risks are a prob- 
lem. And yet, if the practice of letting 
these men have the appliances with 
them, and allowing them to deliver 
them on the spot as the sale is made, is 
the big sales-clincher, there is no time 
to bring a bank or finance company 
into the picture. If someone won’t 
buy the paper, then we are stuck with 
it because the appliance has been de- 
livered. Naturally, the paper that you 
have to keep is the worst risk possible. 

“So, the dealer who is going to use 
commission salesmen in the field, and 
who is going to let these men deliver 
the appliance as the sale is made, had 
better watch out or he will find that 
much of his capital is tied up in slow 
accounts when his own bills are due. 

“I believe that the many problems 
involved in the use of commission men 
in the field can never be corrected per- 
fectly, but much can be done by proper 
selection and training of the men, plus 
a certain amount of administrative re- 
straint in their management. 


Using Commission Men Wisely 


“If, when the highly competitive 
period of appliance selling comes, we 
decide to use commission salesmen in 
the field, these are the things that we 
will stress in our operation: 

“1. Select a type of man that is pre- 
sentable and honest and intelligent. Be 
determined to hold the staff down to 
2 or 3 men if necessary, rather than 
have a lot of men and break down this 
quality factor. 

“2. Train these men _ thoroughly, 
just as we would the men we have 
inside the store. They will need three 
types of training before they are ready 
to go out into the field. 


a. Training in selling. First they should have 
training in general selling technique through 
courses such as those offered by the local 
utility—in this case, the Montana Power Co. 
b. Training in the market. They should know 
the area which they are going to cover, 
know the needs of the large ranch owners, 
the small farmers, the big and little city 
homes. We can get all this information for 
them from the utility, plus figures on the 
saturation in each locality. 

c. Training in the product. These commis- 
sion men should be able to sell the brands 
we carry against the brands of other com- 
mission men. They shouldn't be selling just 
a refrigerator, they should be sold on our 
brand of box. That type of training has 
been offered by the distributor and we 
would be foolish to send our men into the 
field without the knowledge that these distri- 
butors have offered. 

d. Training in the store's operation. To cor- 
rect many of the pre-war problems we 
should, as the store's management, have a 
heart to heart talk with these men, explain 
the operation of an appliance department 
and just where these men fit into it. With a 
little knowledge of how we operate, of what 
the problems of credit mean, of what a 
mark-up is and how many things have to 
come out of it, what the service depart- 
ment can do to back them up and what it 
can't do, these men will be able better to do 
an intelligent job of selling that will insure 
their future as a permanent part of the 
store's staff. 











Idea_-Planned 
for fuller living —e 





In reaching for fuller and more abundant living, more 
than 2,000,000 home-minded families invariably reach for 
Household . . . the magazine idea-planned for results. 
For into each issue of Household are packed 150 com- 
pelling ideas. Ideas that individually touch on every 
facet of small city and town living . . . ideas that col- 
lectively mean fuller living for parents and children alike. 

Because it is first in the hearts and homes of these 
eager, ambitious families — Household is the foremost 
magazine for selling America’s big (41% of all U. S. sales) 
small city and town market. 

Remember Household when you want sales stimulus 


in this great, enduring market. 


HOUSEHOLD, wrcasine oF action 


(Mezmllsed vor SMALL CITIES AND TOWNS 


CAPPER PUBLICATIONS, INC. * TOPEKA, KANSAS 
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° ° ” “e ’ 
complaint in a carload” ... “we're 


concentrating our sales efforts on your 
line exclusively”. . . these, indeed, are 
gratifying words; ample reward for 
the extra measure of manufacturing 
skill and materials that goes into every 


Proof that AMERICAN 


product 

means Quality in Refrigeration. 
Walk -Ir Arid-Air Bottle Coolers, 
or t the last word in dry 


beverage cooling. 
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Write for new colorful brochure and price lists 
—some dealerships still acailable, 


REFRIGERATOR & MACHINE, Inc. 


2700 University Avenue, N. E., Minneapolis 13, Minn. 








MODEL 110. Deluxe HEAT-KING 


aon wee cones 


MODEL 102-A. Not just an ordinary product but the famous 
HEAT-KING double electric stove with more quality features. 
The streamline modern design with white enamel enclosed 
body has eye appea! that brings volume sales. Heat-proof 
crackle finish top—6-foot Underwriters’ Approved cord—Heat 
300-500-800 wotts—115 volts. Size 18%” 


PLACE YOUR ORDER NOW! 





M & J PRODUCTS, INC. 





long, 5%” high, 


ba ed eamaaing to master $1 5.95 


Jobber's Cost $7.49 


Terms: 2% —10 Days. F.O.B8. Factory 


Selling Via 








3730 N. SOUTHPORT AVE. 
CHICAGO 13, ILLINOIS 


DESIGNERS AND MANUFACTURERS OF ELECTRICAL SPECIALTIES 












The Country Store 


The Maynard brothers of Gainesville, Ga., have 
added a modern touch fo the countryside with 
their plan of rural salesmanship without salesmen. 


OR seven years, the Maynard 

brothers of Gainesville, Ga., have 
operated on a sort of lend-lease basis 
of their own, which they claim has sold 
more electrical appliances than a dozen 
salesmen could do. 

A. C. Maynard and his brother Jack 
H. Maynard, old heads at 
merchandising in the Gainesville area, 
have been if the appliance business for 
15 years. They have a selling radius 
§ about 40 miles, with 95 percent of 
it in rural territory. 


who are 


Friendship Does It 


The key to the Maynard plan of 
covering this territory without sales- 
men lies in the friendship of the May- 
nards for scores of grocerymen and 
country store operators in the area. 
The result of the Maynard plan is 
something startling even to the eye of 
the tourist who has seen just about 
everything. It has given the little 
ramshackle country store (in that part 
of Georgia, anyway) a touch of 
modernity worthy of a metropolitan 
trading center. 

The cracker barrel has been moved 
aside for a modern frozen food unit. 
Gleaming rows of shiny sardine cans 
are eclipsed by the sparkle of a sleek 
vacuum cleaner, and an_ alabaster 
washing machine brightens the corner 
where gingham and calico dress goods 
are stacked. The ancient brown hand 
churn is replaced by a sturdy electric 
one. 

The operation of the Maynard mer- 
chandising plan is simple and the idea 
that grew from an almost 
natural set of circumstances. 


is one 





A country store owner in the Gainesville, 
Ga., section here learns first hand in- 
formation on the operation of an electric 
range from A. C. Maynard, who will lend 
him the range for display purposes and 
pay him 10 percent commission on all 
sales. 
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A. C. Maynard, head of Maynard Broth- 
ers, Gainesville, Ga., has evolved a plan 
of merchandising which covers a trad- 
ing radius of about 40 miles in thorough 
fashion but employs no salesmen. 


“Back in 1939,” explains A. C 
Maynard, “one of our friends who 
runs a store out in the country came 
in and told us the folks in his area 
wanted appliances but couldn’t get in 
town at just the right time to buy 
them. We farmed out a few appliances 
to him and he sold them at ten percent 
commission. It wasn’t long until other 
rural store owners came in with the 
same proposition and soon we found 
ourselves with several ready-made 
salesmen covering a wide territory.” 

Of course, the Maynards deal only 
with store owners they know and have 
done business with for years but this 
group is large and widely scattered. 
Under the plan, the store owner is 
directly responsible to the Maynards, 
who furnish samples and displays. 
The store owner places the order, re- 
ceives the equipment and delivers it 
to the customer, remitting the cost less 
his 10 percent commission. 

“In this way, we sell our goods with- 
out salesmen and at the same time, 
help country merchants draw custom- 
ers into their stores while making a 
commission themselves,” says Mr. 
Maynard. “In these days of small 
deliveries, we aren't able to farm out 
as many appliances as we'd like to, 
but in the future we expect to do a 
landoffice business. Our plan of dis- 
tribution, which covers places where 
the wholesaler isn’t interested in going, 
has worked well for us in the past and 
we expect it to work even better in 
the future. Service and repair also will 
claim our attention as we expect to 
stand behind everything we sell.” 
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NOW! Dieslo COOKERS 


REG. U.S. PAT. OFF. 


FOR SAFE’ CANNING AS WELL AS HI-SPEED COOKING 


i 


Now, the justly famous PRESTO Cookers are more 
than ever before—“America’s Best Kitchen Help- 








ers.” For with the new exclusive Indicator-W eight— 
PRESTO Cookers may be used for safe canning as 
well as hi-speed cooking. 





























N E W r . *The U. S. Department of Agriculture recom- 
e ¢ xc | usive mends pressure canning as the ONLY safe 
° ° method for processing non-acid foods. 
Indicator-Weight! we ee 
dearly indicates 5, 10 ond 15 pounds pres- papers giant factories, wating to full capacity, 
sure for canning and cooking foods, assuring night and day, are producing thousands of 
best results. PRESTO Cookers every day. Shipments are being 
; No jiggling . . . No listening . . . No loss constantly increased. 
4 of food juices due to escaping steam. 
: Only Mreslo Cooxers have the 
. famous HOMEC Seal 
yh <a = 5 S 
. Dr eslo 1. To form the seal... 2. The handles are 
vho the cover is placed brought together, 
ime COOKER on the Cooker. making o pressure- 
rea (Model ‘40') tight seal. 
t in CAST from special extra- 
buv durable finest quality 
: Simalloy. Holds 3 pint Dreslo 
ao lees tier Gicitian COOKER::: 
sen 
her THE GREATEST NAME IN PRESSURE COOKING AND CANNING 
the Over and over again in her favorite magazines 
und . in dominating newspapers ... the American 
ade homemaker sees and reads colorful, attractive, 
sills sales-impelling PRESTO COOKER advertisements. 
lave Millions of messages call attention, again and 
this eenues again, to the cooking wonders which a PRESTO 
o/s isinense performs... help make PRESTO COOKERS the 
Pug PRESSED from finest most talked about, most wanted home appliance 
irds, ; : : 
quality extra-heavy in the nation... help YOU sell! 
lays. aluminum. Holds 4 pint 
, re- jars for canning. Dealers are urged to take fullest advantage of 
rs it the national advertising for PRESTO COOKERS. 
less Store and window display materials, literature for 
vith- distribution and complete newspaper mats are 
. MADE BY THE WORLD’S LARGEST MANUFACTURERS . 
a OF PRESSURE COOKERS AND CANNERS available FREE on request. 
5 oy Copyright 1946 N.P.C.Co, 
smal NATIONAL PRESSURE COOKER COMPANY 
e to, GENERAL OFFICES AND FACTORY: EAU CLAIRE, WIS. 
Branch Factories: Menomonie, Wis.; Los Angeles, Calif.; Wallaceburg, Ont., Canada 
vhere ; 
roing, 
st and 
fer in 
0 will 
act to 
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Om FANS 


went into this one job 


Middletown, Ohio, Post No. 218 
The American Legion Home Addition 








convincing case example of the 

















































‘Niteair’’ Fans have 
been designed for a wide variety of 


Lau Propeller-type * 
applications where it is mecessary of 
advantageous to exhaust undesirable air 
and provide fresh air from the outside. 
Equally applicable for industrial, com- 
farm and public 


mercial, residential, 


buildings. 


Installation at the time of construction 
adds little to construction cost. Every 
installation becomes a silent salesman 
for this comfort-creating product. Six 
to 48 in. Cash in NOW 
on the opportunities available to you 
in LAU FANS. Write 


sizes—18 in 


us direct or 


contact your jobber. 
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huge sales and profits opportunities in 
LAU “NITEAIR” EXHAUST FANS 





SEVEN LAU Propeller-type Ex- 
haust Fans were installed in this 
new building addition—two in the 
auditorium, two in the basement 
game room, one on the roof (in a 





penthouse) over the taproom, one 
for the general offices, and one out- 
side the small card room. Besides, 
the contractor used LAU Blowers 
in all heating units and for ventilat- 
ing toilet rooms. 





Basement: same size with 9 ceiling. 2—30”" fans. 


BLOWER 
COMPANY 


DAYTON 7, OHIO, U. S. A. 


WORLD’S LARGEST MANUFACTURER OF FURNACE BLOWERS 











A REFRIGERATOR and a STOVE 


for IMMEDIATE DELIVERY —will be sold to you with the pur- 
chase of any 4 rooms of furniture. 
and then CHARGE IT. USE YOUR CREDIT WISELY—it pays. 


Make your own selection 














1946 Electrie Refrigerat 
and Gas an ” 
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Complete Uivien Roam, Batveomn, Bedrooms, Dining Room, Breek 
wgs, Lamps, Tables, etc. me 


COMPLETE HOME Ser 
WITH Ay ELECTR 
and TABLE TOP GAS RANGE 








PLUS—_, 





Here are several different ads which furniture stores have used in tie-in eanbelipeliptic of 


appliances and furniture. 


"Refrigerator With 
3 Rooms of Furniture’ 


How do such advertisements affect the 


appliance industry and its dealers? 


By Steve Kugler 


HE independent electrical appli- 
ance dealer who was fortunate 
enough to keep his store open during 
the war years, has prayed for the day 
when again he could receive the type 
of merchandise which has earned him 
his living in the years before the war. 
Ever since V-E day and on many 
occasions after, he has consumed a 
flood of statistics and diagnostic pre- 
dictions of what the appliance busi- 
ness was supposed to offer him in 
potential sales in his community. 
Since then some of those astronomical 
figures have been revised downwards 
considerably. Reports of savings of 
the prospective consumer left no 
doubt that the cash deposits were there 
to buy the goods which were supposed 
to come soon. 


Fair Appliance Distribution? 


The activities during the war years, 
which the appliance dealer adopted to 
keep him alive, might have paid part 
of his fixed overhead, but in prac- 
tically all cases he could not have 
made any money. Just as soon as 
franchises were offered to him, he de- 
lightedly signed them. A year has 
passed; he received his samples and 
the allotments his distributor was able 
to give him, Everyone must have won- 
dered at one time or another if the 
quantity of merchandise available to 
the distributor had been distributed 
in a fair manner, as surely no dealer 
up until now was able to receive the 
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volume of merchandise which he had 
hoped for. 

It is agreed that manufacturers had 
their share of difficulties in getting 
production under way and they still 
fight—and will do so for some time 
to come—many obstacles, before vol- 
ume production is possible. It is also 
true that distributors in turn have a 
terrific job in trying to make the lim- 
ited supply of goods go around and 
still be fair towards their dealers. We 
feel that most of the jobbers are doing 
an excellent job under prevailing con- 
ditions. 

Conditions, however, have devel- 
oped the last few months which, we 
are sure, are fully recognized by all 
parties concerned, and we believe that 
they have been either neglected or 
willingly overlooked. 

We are sure it is agreed that the 
specialty appliance dealer had the 
worst break during the war years 
compared with any other retail busi- 
ness. By all standards he should be 
entitled now to every consideration 
possible. His living comes from the 
sale of electrical goods which in turn 
will again provide the largest per- 
centage of business for our industry 
regardless of the volume obtained by 
any other type of outlet dealing in 
electrical merchandise. For that rea- 
son we offer the following facts to 
manufacturers as well as distributors 
with the hope that they will redesign 
their methods of allotments. 
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We presume that the conditions we 
are going to present are countrywide, 
but as actual proof we must concern 
ourselves with the West Coast, a ter- 
ritory fully familiar to us. Every daily 
paper carries advertisements from 
furniture stores offering refrigerators, 
ranges and washers with the purchase 
of a certain amount of furniture. The 
impression is created with the buying 
public that electrical merchandise can 
be delivered by furniture outlets, while 
the appliance dealer is not able to 
secure any delivery date. The furni- 
ture houses, in order to make such 
offers, are forced in obtaining such 
scarce items as refrigerators, washers 
and ranges, to rely on methods which 
are unethical, to say the least. The 
appliance dealer is approached to sell 
his allotment of such goods or part 
thereof, to the furniture stores at re- 
tail prices and in some cases with 
bonuses added. We as one condemn 
such practices. Furthermore it is un- 
lawful to offer tie-in sales. We have 
not been aware of any action to stop 
such procedures. As mentioned before, 
the misleading impression the buying 
customer receives reflects against 
the neighborhood appliance dealer. 
\lloting an equal amount of mer- 
chandise—and in some cases even a 
larger one—to the furniture outlets 
over the appliance dealer, is in our 
opinion incorrect. What does the in- 
dustry expect to gain by such coopera- 
tion? What has the furniture outlet 
ever done to benefit the appliance in- 
dustry? In almost every instance ap- 
pliance sales to the furniture store 


1 
tage ot the el 


before the war were a necessary evil. 
Now with conditions as they are, the 
furniture stores use this precious mer- 
chandise as a bait in order to sell their 
regular line of goods. Take a look 
around your own community and see 
for yourself how many furniture 
stores are now in the appliance busi- 
ness which in pre-war days never 
thought about securing an appliance 
franchise. 

Is the furniture dealer due for such 
consideration on the part of the ap- 
pliance industry Our opinion is posi- 
tively: NO. That type of business 
has enjoyed the greatest financial re- 
turns over the war years and is still 
going up. Can anyone form a com- 
parison between the success of the 
furniture business over a period of 4 
years and the struggle for survival of 
the exclusive appliance store? The 
monthly reports of the Department of 
Commerce give a clear answer. 

In bringing this matter to the at- 
tention of the industry we feel that 
ve speak for many independent appli- 
ance dealers who have struggled 
through four of the worst years in 
the history of their business and who 
have no intention to interfere with the 
operation of any other retail group, 
but who feel that they deserve every 
consideration from their distributors 
and manufacturers in order to rehabili- 
tate themselves. We for one reject the 
infringement by others on our small 
supply of goods for the sole reason of 


personal benefit and to the disadvan 


lectrical appliance dealer 


ind the entire industry. 





f IF YOU WANT 


ales Help 


..» NOT JUST 
CONVERSATION 


A full line of installed 





HOME 
EQUIPMENT | 





wn 


For a sound business future 
investigate Wayne Home Equip- 
ment and the Wayne Whole- 
saler-Dealer Partnership Plan. 
Basic, installed home units of 
better quality backed by a 


+ 

-. * 

en suns, a 
n% “» 


s—) 








sound sales program of mer- 
; chandising helps complete in 


every detail. 





Write for FULL DETAILS 
of the PLAN 


Wayne’s profit-making Partnership Plan 
helps you build a lasting business on 
a basis of higher NET PROFITS through 
consistent sales help. Write today for 
interesting details of the Plan. 











SYSTEMS A FEW CHOICE FULL-LINE 
DEALERSHIPS ARE STILL OPEN! 





AYNE HOME EQUIPMENT CO., INC. 


801 GLASGOW, FT. WAYNE, IND. 


' {Formerly Wayne Oil Burner Company) 
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Doze off under a sun lamp can be mighty un- 


comfortable. That’s something you can forget 
about when the lamp has a Telechron electric 
switch timer. It turns off automatically at the 
right time. 


These Telechron switch timers are brand-new. 
They can be applied to a wide variety of electric 
home appliances and industrial devices. They give 
a strong, continuous buzzer signal. But in addition 
they turn switches on or off. There will be a choice 
of four models, each built for a specific job. 


The C-40 clock timer is designed to turn on 
roasters, gas range controls, process timers, radio 
and television sets and electronic devices. It times 
any period up to 11 hours. The C-39 is identical, 
except that it turns off the device. 


Model E-13 turns on electric appliance outlets 
on gas and electric ranges, selective range switches, 
conventional washing machines, X-ray and photo- 
graphic timers, battery chargers, and many other 
types of electrical equipment. Times up to 60 
minutes. Model E-14 turns off the device. Other 
models will be available for 30- or 15-minute 
intervals, 


These timers are rated at 15 amps.—115 volts. 
They give your product the extra sales advantages 
of Telechron design and engineering. Since they’re 
completely electric, they never have to be 
wound — never run down. And they're completely 
dependable. Precision building and Telechron’s 
exclusive capillary oiling system assure long, 
trouble-free life. For full details, write or wire 
Industrial Sales Division, Dept. GC. 


Telechiron 


CLOCK TIMERS 





TELECHRON INC., ASHLAND, MASSACHUSETTS 
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Forget about inflation and high taxes 
. . don’t be too much concerned 

about leftists and rightists, either! In- 

stead, remember that the great major- 

ity of Americans are fightin’ optimists 
. and that’s good! 


So hitch up those reindeer! Your trip 
this year will be mighty reassuring to 
everyone, even if you can’t deliver all 
the gadgets, automobiles and appli- 
ances we're all waiting for . . . even 
if you can’t satisfy the growing de- 
) mand for those 2-speed control . .. 








Cadillac Vacuum 
Cleaners are 
sold only through 
reliable distribu- 


tors and decolers. 











ug Brush and Cylinder 


VACUUM CLEANERS 





tive year. Just put that smile back on 
your face .. . tell the distributors and 
dealers that the maker of Cadillac 
Vacuum Cleaners is downright grate- 
ful for their every consideration, and 
to one and all proclaim this message 
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Curved plywood, covered with grained wallpaper, trimmed with stainless steel, 


gives the modern touch to the listening booth and sales counter in the remodeled 


Hennessy's Sells 'Em 


record department of Hennessy's department store, Butte, Montana. 


While They Listen 


In the ultra-modern listening booths in this 
Butte, Montana, department store, small 
displays get the attention of idle eyes. 


S one of the special selling features 
A in the newly-built, ultra-modern 
phonograph record department at 
Hennessy’s, Butte, Montana, depart- 
ment store, is a method of selling-up 
the record customers while they are 
sitting in the listening booths. 

Figuring that the customers were 
using their ears, and just staring at 
blank walls while they made a selection 


| of records in the booths, the manage- 


| directly opposite the chairs. 


ment at Hennessy’s gave them some- 
thing to look at—and buy. In two of 
the four listening booths, neat glass 
cases containing phonograph needles, 
both permanent and steel, are located 
In the 
small racks, similarly 


other booths, 


| located, call the listeners’ attention to 
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- ++ surely will be a more produc- | 


the department’s latest acquisitions, 
and make them available for the lis- 
tener to try. 

Although this idea has proven suc- 
cessful in increasing the department’s 
sales of needles and newly-released 
albums, the management is using re- 
straint—it does not intend to make the 
booths into small size showrooms. 


| Only needles and albums, plus displays 
| of single records will be used. A 


| sheet 





music display did not prove 
worthwhile. 

Hennessy’s record department has 
been rebuilt as the first step in mod- 
ernizing one half of the store’s base- 
ment as an up-to-date appliance, radio 
and record center for Butte shoppers. 

Located against the wall, but in 
direct line of vision to the shopper as 
she comes down the stairs, the depart- 
ment has a 15-foot counter with pro- 
vision for two sales girls. On each side 
of the counter, two listening booths 
were arranged as wings, curving to 
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A neat display of permanent and steel 


needles faces the listener in two of 
Hennessy's listening booths, albums in the 
other two. Listeners looks around; these 
displays are the only things to look at. 


each side to enclose the department. 
The outside booths are 4 by 10 feet, 
furnished with two easy chairs and a 
smoking stand. The inside two booths 
are 4 by 6 feet, each with one chair 
and a smoking stand. 

Rather than being squared off, in 
the fashion of a telephone booth, each 
listening booth has a curved plywood 
front, with a curved door. Over the 
exterior of the plywood a wood-pat- 
terned wallpaper has been cemented 
to give the appearance of expensive 
grained wood. The trim for the doors, 
door frames and the door windows is 
stainless steel molding. 


Rapid Growth 


Hennessy’s record department, al- 
though in competition with other well 
equipped departments in Butte, has 
grown since its opening in 1944 to a 
present-day inventory of $18,155. 
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It's Easy to Remove 
Chewing Gum Stains 
| A decade ago Miss Helen Con- 


| lon of the home service division 
of Commonwealth Edison Co., got 
together a list of common laundry 
stains and what to use for removal. 
This list has appeared in all the 

| women’s magazines and various 

| manuals over the country, and is 
now a part of the new American 
Washer and Ironer Manufacturers 
Association booklet. 

Now comes the first new stain in 
| the field that Helen Conlon has not | 
{ considered. The New York news- 
paper, PM, turned up the other 
day with advice on how to remove 
chewing gum stains from clothes. | 
It is from Murrow McCurrin of | 
New York City. She says: “Sim- | 
ply rub a hunk of ice on the chew- 
ing gum wad for a few moments 
Don’t try to pull the gum off before 
it is frozen. When it has really 
become hard, just peel it right off 
No scraping, no fuss, no stain.” 





Appliance Business Fills 
Oklahoma Tax Coffers 


Proof that what is good business for 
the appliance dealer is also good 
business for government can be ob- 
tained from recently released sales tax 
figures for Oklahoma. 


[hat state, which has a two per 


cent tax on radios and appliances, 
collected $36,880.37 from 622 electri- 


cal and household appliance stores 






HOUSEWARES SHOW— 
ATLANTIC CITY 
AISLE B—BOOTH 32-34 


NEW EWRT CHAIRMAN: Alice-Mary 
Schnirring of the New York offices of 
Swartzbaugh Mfg. Co., was elected 
chairman of the Electrical Women's 
Round Table Inc., New York City, for 
the season 1946-47. 











during August and $11,519.45 from 
279 radio and music stores. The 
Oklahoma Tax Commission says that 
the first of these figures represents an 
increase of 171.12 percent for the 
year’s period as compared to $13,598.- 
12 collected from 285 stores in August 
of 1945. The report also shows that 
337 new appliance stores have been 
established in the state in a one year 
period. 

Collections from music and radio 
stores jumped to the $11,519.45 total 
from $4,551.80 in August of 1945, a 
businéss gain of 153.07 percent. There 
were 137 new radio and music stores 
established between August, 1945, 
ind August, 1946 


IRON QUEEN 


(Trade Mark Reg.) 


OAST QUEEN 


(Reg.U.S.Pat.Off.) 






LEXINGTON MACHINERY & DEVELOPMENT CO. 


CLivtrom, WN. &§. 





ELECTRICAL MERCHANDISI 


NG—DECEMBER !, 1946 












You hold the winning hand with 
KitchenAid—and KitchenAid sales 
features help you play it for all it’s 
worth. 

Play for every pot with a mixer 
line that fits every need—with a line 
of attachments for every purpose— 
with two electric coffee mills for tie- 
in sales. 

You'll rake in sales and goodwill 
both. KitchenAid—pioneer kitchen 


Choice! 


mixer and power-packed little brother 
of the Hobart commercial mixers— 
offers performance standards all of 
its own. See your distributor—he’s 


getting limited shipments now, 








KitchenAid 


re 
apiian, (itl) ov on 
The Hobart Manufacturing Co., KitchenAid Division, \rroovcr/ Troy, Ohio 
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WakeUp! 


to tHE SALES APPEAL or 


| a7 f : ed Hr 
( ft (tevee F iILT- R-FAN 





Quietly fills the room with 








cool, healthful filtered air — 
free from much injurious pollen 


ond other irritating impurities. 









SELLS 
FILT-R-FANS 
FOR 


FAMOUS BARR 
GIMBELS New * 
THE HECHT CO 


St. Lours 
rk-Philodelpha 
W ashington 











JORDAN MARSH Beg 

— cael ok 

macy's —_ 

ea sovimor | MORE THAN JUST A WINDOW FAN 
iT0'S acinne ; 

a NELLENBURG Ph ane sad IT’S AN AIR naira 

sTROUSS HIRSHBERG ae ey —_ 


WANAMAKER’S @ For almost o year we have been telling you how 


4 hundreds of other Filt-R-Fon delivers cool outside air into the room— 
an v 


+ the country purified—for year-round healthful living—through 






hou 
fores throvg 
“e three renewable glass-fibre filters 


Hundreds of dealers have found filtered air, through FILT-R-FAN, an all-season 


< 


builder of sales. So will you. Write today for full details 
* Easily Installed * Safe 


MEIER ELECTRIC & MACHINE CO., INC., 3523 East Washington St., Indianapolis 7, Ind. 


© Adjustable + Simple 





a 


1~) 


A 4 J 
Auperior /erjormance 


Characterizes the products of 


“> JOHN MECK INDUSTRIES, Inc. 


‘“ 


PLYMOUTH, INDIANA, U. S. A 


RADIOS » PHONOGRAPHS : COMBINATIONS 
SOUND EQUIPMENT 
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Attractive exterior of Labiche’s Modern Appliances, New Orleans, La., presents a 


pleasing appearance to passers-by. 


‘Another Clothing Store 


Enters Appliance Field 


as TE have a Noah’s ark collec- 

tion of appliances,” said Ted 
Eckert, manager, in commenting on 
his new department at Labiche’s, Inc. 
[he New Orleans store, noted for 
wearing apparel, has made a 
departure from that field and opened 
a modern appliance shop. 

Plans for entering the electrical ap- 
I field were made by Albert V. 
Labiche, president, about a year ago, 
and work was started in October, 1945, 
by acquiring four small street shops 
at 908-914 Gravier Street. This loca- 
tion is about two blocks from the heart 
of the retail district and 
around the from Labiche’s 
clothing store at 311 Baronne Street. 

rhe separating partitions of the 
four shops were knocked out and the 
enlarged interior completely refur- 
bished to create what now is Labiche’s 


] 
quality 


pliance 


shopping 
corner 


Modern Appliances. The high ceiling 


building construction, so typical of 


Labiche's, New Orleans, 
Open Modern Department 


effectively 
adapted to the new store architecture, 
being redecorated, sound-proofed with 
insulating blocks, and enhanced with 
indirect lighting fixtures. 


New Orleans, has been 


Major Items Conspicuous 


The heavier pieces of merchandise, 
such as washing ma- 
chines, ironers and stoves are mounted 
on raised islands, making them easily 
observed from the street through the 
spacious windows and all-glass doors. 

\ unique feature of the ultra mod- 
ern shop is the inlaid pecan wood 
flooring. At first glance it looks like 
linoleum, but closer inspection shows 
the floor to be made of inlaid foot 
square sections of color 
pecan wood strips. The finished luster 
and beauty of this unusual flooring 
adds immeasureably to the appearance 
of the store, and Mr. Eckert feels it 
was a profitable investment. 


refrigerators, 


contrasted 





Inlaid pecan wood flooring, in a foot square block pattern, gives a sophisticated air 
to the interior of Labiche's Modern Appliances, New Orleans, La. 
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Measuring approximately 32 feet 
by 50 feet, the floor area is occupied 
by well-spaced displays of large and 
small items of electrical appliances. 
The longer dimension parallels the 
street, and favors the easy inspection 
of the merchandise for sale by the 
casual passerby. . 
Two soundproof rooms, designed 
for auditioning of radios and record 
collections, open off the larger dis- 
play room, and are comfortably fur- 
nished for the relaxation of patrons. 
An innovation is a large window, set 
into the wall between these two rooms, 
creating an illusion of spaciousness. 
One end of the appliance showroom is 
devoted to a Hotpoint kitchen display. 


Representative Lines 


“We have made a special effort to 
secure a wide representation of the 
standard, higher quality lines,” said 
Marcus Labiche, vice-president, who 
supervises the new department. When 
you think of appliances, you first call 


to mind washing 


and refrigerators. 


machines, radios, 
We are well sup- 
plied with these, in all the standard 
makes: Bendix, Thor, and Maytag 
washers; our line of radios includes 
RCA-Victor, Philco, Stewart-War- 
ner and Farnsworth. To round out 
our appliance line we have secured 
such items as water heaters, home 
food freezers, sewing machines and a 
complete stock of fans and air cir- 
culators.” 

Roper, Hotpoint, Universal and 
Crosley refrigerators are handled by 
Labiche’s, plus a great variety of 
smaller electrical appliances, down to 
shavers, clocks, portable radios and 
kitchen devices. 

Remodeling and refinishing the new 
department from the four shops has 
meant an investment of $45,000 for 
Labiche’s. Mr. Eckert came to La- 
biche’s as manager of the new electri- 
cal appliance department from D. H. 
Holmes, Ltd., local department store, 
home furnishings section. 


Radio Selling 
Out Denver Way 


“Just any old set” won't 
sell; customers look for new 
features 


GRAND opening staged in a 
A Colorado town, relates Tom Sav- 
age, Westinghouse 
Denver, revealed 


distributor of 
interesting phe- 
nomena 

Chief attraction of the store was a 
lot of merchandise that could be paid 
for and taken away. Result was that 
as many people as live in the town 
went to the store in one day. There 
were 75 table radios up for sale. At 
the end of the day, when the store 
was cleared out there were still 25 
of those sets left. 

“A distributor like ourselves could 
deduce several things from this oc- 
casion,” he says. 

1. That radio prices were jelling and con- 
ventional sets could no longer get two or 
three times the price that they did before 
the war. 

2. That the period when people would buy 
anything in radio was over and a demand 
for known names was growing. 

3. That radio service is good enough now 
to permit people to keep on using their 
old sets until the ones they desired were 
available. 

4. That the time is ripe for new gadgets 
and new models. 


Dealers are becoming somewhat 
choosy in their buying of sets today, 
Mr. Savage relates. For example, 
FM sets retailing at $143 do not seem 
to attract retailers. Nor does a port- 
able at $93, although the same _ thing 
would probably sell at $60. 

We are coming back to the period 
in radio, Mr. Savage declares, when 
a distributor will get rid of any ap- 
pliance that won’t sell the second 
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Tom Savage of Denver lives on a 100-acre 
fox farm. 


month after it is introduced. Radio 
at the present moment has not enough 
gadgets to obsolete old merchandise. 
It must be remembered, too, that radio 
has a highly saturated market. Dealers 
are reluctant to commit themselves be- 
cause they cannot get enough positive 
dope on the present market and its 
future potentialities. 

The Savage operation tends to seek 
At present the 
field is as follows: ten 
percent of its retail outlets have the 
word “hardware” in their name; 40 
percent have the word “furniture”; 50 
percent have the word “implement”. 
Western dealers are not particularly 
dressing up their retail stores during 
the interregnum, Mr. 


dealers who diversify. 
setup of the 


states. 
The cost of travel is so great in the 


Savage 


West since great distances are covered, 
that the customer isn’t particular how 
the business looks. For example, at 
least 15 dealers a day call on Savage 
in Denver, and many of them come 
from as far as Montana, making it by 
car. 
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INITE 
Apulomaluc 


SWITCH. 
LIGHT 


The only SAFETY LIGHT and SWITCH LIGHT combined that 
gives you all these advantages! 


The original LumiNite is the only device of its kind 
offering you— sales-building national advertising ... 
listing by Underwriters’ Laboratories, Inc....a 
sales-clinching unconditional renewal guarantee ... 
complete sales literature and display helps ...a 
one-piece switch plate with sealed-in lighting mecha- 
nism ... units for both single and multiple-gang 
switches . . . approved wiring terminals for easy, 
safe installation ... the prestige of being standard 
equipment in Aundreds of leading hotels . . . the 
backing of a famous name that has already achieved 
more than a million sales . . . immediate delivery in 
sizeable quantities! 


Immediate Shipment on All Reasonable Quantities! 
If your wholesaler can’t supply you, write us today! 
Associated Projects Co., 80 E. Long Street, Columbus 10, Ohio 


MORE THAN A MILLION LUMINITES ARE NOW. 























FREEZER CABINETS 
Worthy of your BEST Equipment... 
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SANITARY 12.5 CUBIC FOOT MODELS 
AVAILABLE COMPLETE, LESS CONDENSING UNIT 


Attractively modern in style, heavily built with steel welded frame, 
rich in many unusual and exclusive quality construction features, 
SANITARY Freezer Cabinets are now in limited production for ship- 
ment on a 60-day basis. Each cabinet is complete with freezer plates, 
cold control and Freon 12 expansion valve requiring merely installation 
Typical of SANITARY design and engi- 
neering, every detail in these Freezer 
Cabinets is aimed at long service life, 


of your own condensing unit. 


phen 


¢ YOUR ORDER 


PLAC K high efficiency in food freezing and 
gop quality storage—at lowest operating costs. 
for these “tOP se 
SANITARY Freee SANITARY REFRIGERATOR CO. 
Cabinets TODAY: Manufacturer 
Fond du Lac Wisconsin 


lee Refrigerators For More Than 40 Years 
Quicfrez Farm Locker Plants Since 1939 
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A WHOLE SHOPFUL OF TOOLS IN 
ONE . FOR HOBBYISTS, CRAFTSMEN, 
MACHINISTS ... WORKS WOOD, METAL, 
PLASTICS, GLASS 
Bigger profits than ever are coming 
your way with this great tool that 
broke all sales records, for Casco is 
recognized as the leader, with more 
exclusive features than any other tool 
om the market. Sold only in retail 





stores, Casco is nationally advertised— Exclusive finger- 
to bring customers to you—in maga- grip brings hand 
zines of every type: general, voca- — 


tional, arts-and-crafts and mechanical 
trades. This means business! 











To retail at 





$9950 


view dee 


Wass ose steet 
case. 





DELIVERIES STILL ARE LIMITED and based on allocations, but production 
is improving rapidly. Casco Preducts Corporation, Bridgeport 2, Conn. 
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Delivering more than promised— 
] 

<) Coolstteam Electric Water Coolers | 
Exceed Expectations and er 

Ps —Surpass Specifications —__.-——-+ 4 
The CP+10 is delivering more ) 

4 than the chartéd 10 gallons— 

j The CP410 is breaking 

ni its.owp record! 
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Send for Catalog 
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On a table improvised during the remodeling of his store, Stephenson, above, has dis- 
plays of Mexican, Spanish, Negro spiritual and jazz, western tunes, early American 
He lets his customers serve themselves. 


folk music and religious music. 


COAST RECORDS FI 


}HERE 





‘Special'’' Records Give 
Dealer Plus Business 


Race, 


national and folk 


discs bring new customers 


EING kicked out of a nice loca- 

tion on the main shopping street 
of Pocatello, Idaho, cost the Stephen- 
son Music Co., a sizable chunk of its 
classical record business. But, through 
some quick thinking by Delbert J. 
Stephenson, manager of this appliance 


and music store it has restored its 
lost income by turning the new loca- 
tion into a source of a much larger 
record business —that for the spe- 
cialized race, national and folk rec- 
ords wanted by Mexican, Negro and 


larm customers. 

“These special markets for records 
re a profitable source of business that 
ould be tapped by almost every appli- 
ance dealer who has a record depart- 
ment. The dealer who doesn’t try to 
cultivate these groups is losing not 


only a good, steady profit from the 
sale of records, but he is losing one of 


the best quer yn traffic buil« le rs for his 
appliance and radio business,’ 
son claims. 

As the Stephenson Music Co. has 
been retailing a full line of appliances, 
radios, pianos, musical instruments, 
sheet music and records for nearly 
20 years, young Stephenson has had 
the building up of his prospects for 
Westinghouse and Admiral appliances 
very much in his mind as he devel- 
oped these markets for records. 


* Stephen- 


The Specialized Markets 


In discussing the special markets 
to which he appeals for business, 
Stephenson said that almost every ap- 
pliance dealer has a similar market, 
that it varies only with the section of 
the country. His market is made up 
of: (1) The Mexican families which 
have migrated north to Pocatello to 
work for the Union Pacific Railroad in 
its large shops there; (2) A large 
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group of Negroes who came originally 
for railroad work, but who have 
branched out into other industries 
(3) The average rural farm family 
which lives on the cattle ranches, dairy 
and grain farms in the large valley 
for which Pocatello is the trading cen- 
ter—most of these are the descendants 
of the families who went West in the 
covered (4) Residents of 
Pocatello recent or early life 
was on a farm or whose background 
is tied up with western rural life; (5) 
A small market among the natives— 
natives, that is—the Shoshone and 
Blackfeet Indians from the two large 
reservations nearby. 


wagons; 
whose 


Located Record For Each Group 


Knowing from years of retailing 
experience that these groups were not 
being reached adequately, Stephen- 
son set out to get their phonograph 
record business. He knew that each 
(Continued on next page) 








HIGH FREQUENCY 
CONSOLE MODELS 








“| DON'T CARE ABOUT TONE, 
TO JAZZ BANDS." 


| ONLY LISTEN 
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USALITE 
TELLS ITS STORY 


eee tO over 


e 





Strong-selling messages like this 
are appearing regularly in lead- 
ing national magazines . . . reach- 
ing over 9 million prospects. 

Get your share of the profits... 
from the increasing demand for 
USALITE Flashlights and Bat- 
teries. Remember, the USALITE 
trade-mark is the consumer's 
guarantee of quality and depend- 
ability .. . your assurance of re- 
peat sales. Order from your job- 
ber... today! 
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group was very musical, that music 
was a major part of family and com- 
munity entertainment. Much more 
than was the average city dweller, each 
of these groups was a fertile market for 
recorded music and songs. For each 
of these groups, Stephenson located 
records little known to the average 
record counter. He sought out com- 
panies who made a specialty of these 
recordings for the large city markets 
but who seldom distributed their discs 
in Idaho. 

Although the people of Mexican ori- 
gin buy an occasional tin-pan-alley 
version of Spanish music, they want, 
and seek out, such authentic Spanish 
music as that found on Peerless Rec- 
ords, recorded in Los Angeles pri- 
marily for the Southern California 
and Southwest markets. Stephenson 
carries a complete stock, as he does 
too of such other brands as Pan-Amer- 
ican records. 

For the Negro market, Stephenson 
stocks the race series recorded by 
Decca primarily for this market but 
not usually handled by dealers in such 
areas as Idaho. And he has the “Black 
and White” records which specialize 
in the type of music most in demand 
by the Negro. In addition he fea- 
| tures the “hot jazz” numbers record- 
ed by Decca and Majestic. 

The demands of the “western mu- 

sic” fans is less sharply defined than 
that of the Mexican and Negro mar- 
kets. Stephenson has found that the 
people from the ranches and farms 
of Idaho, the local people to whom 
western music is folk music, and the 
Indians, like a large percentage of 
the ‘“‘commercial” western music, that 
which is recorded for distribution 
throughout the country. But their de- 
mands go further, and to fill their 
needs, he has stocked a large collec- 
tion of Western music, particularly 
that recorded by Coast Records, Wes- 
ternair, Bel-Tone, 4-Star, Sonora’s 
Western Series, and Musicraft. 

For the rural customers, Stephen- 
son stocks a larger than usual variety 
of American folk music and religious 
music. The music of Stephen Foster, 
albums of hymns, organ music, early- 
\merican dance music—all are given 
more display and promotion at Steph- 
enson’s than in the usual city store. 
Most of these records are releases of 
the large record companies, but he 
has sought out others, such as the 
“Bibletone” line of Bible readings, 
hymns, sacred music, to complete his 
stock for this market. 
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Easiest Rolling Appliance Truck 
Has Dual Wheels, *31:% 


Set of 4 big 8” Rubber Tires 
Makes It Roll Easy As Baby Buggy 
























































ORDER MONDAY — GET IT FRIDAY 


This new dual wheel appliance dealers’ truck 
has many advantages and all of them add up 
to easier work for the truck operator. The 
4 big wheels contact floor at 4 points, giving 
truck a solid footing, making heavy objects 
easier to load and the truck easier to get roll- 
ing and easier to handle. No strain on arms of 
operator (due to the 4 large wheels) there is 
no tendency to side-pull or side-tip, nor will it 


suddenly pull off at an angle when some smal! 
obstacle is run into on the floor. 


Unusually resilient durable rubber tires with 
famous Chrysler Oilite bearings. CAPACITY 
—1000 LBS. 





| Try at our risk. Over 10,000 Light, strong frames of tube steel. All welded 
| HANDEES trucks sold by mail construction. Ht: 54”; width, 24”; curved cross 


Less than a dozen returned on our pieces; 13’ web strap with buckle. Delivery: 
simple guarantee “Send back any 


| HANDEES truck collect if it Order Monday—Get Friday. Terms: 1% 10 
| doesn’t fit your needs”. days. Unrated firms, cash. Order from 
| 

Dept. 13-R Bloomington, Ill. 












caused by 
and rotary 
rce of com- 
ill. The static 
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is the neighbor- 
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ilterette 1209 
radio noise caused by elec- 
machinery and large elec- 
*medical equipment. Applied 
t the source, it’s compact size, 
it x 734x314, and convenient 
y mounting fittings make installa- 


tion a simple matter — and it 








permanently ends radio noise. 
Rating: 50 amperes at 125 volts 
a-c and d-c. 


erette Catalog 4611-M listing other styles and sizes. 


MANN CORPORATION 
CANTON, MASSACHUSETTS 
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M K H Y American Gas Machine Co..... 32 ¢ 
A E A American Home, The.......... 125 
A, WHILE THE American Lava Corp........... 145 ‘ 
American Magazine, The ....... 99 %& Molded of new, improved luminous " 
| M | American Refrigerator & Ma- plastic that emits blue-white glow 
X AS SUN SHINES " Sie eiiicaicncaiineds 164 thru hours of darkness. 
: ‘ ‘ % Glows 7 to 8 hours with only min- 
| @ It’s a “natural” for tie-in sales with small radios American Rolling Mill Co., The.. 130 utes of exposure to light. . 
. +. Ups your unit of sale. Ansley Radio Corp............. 174 % Absorbs both artificial and daylight. 
’ , @ It's “just the ticket” for thousands of individuals who want to enjoy Apex Rotarex Corp. % Practical, unbreakable and wash- 
i the news and other favorite ~~ by themselves anytime without Inside Front Cover able. 
; disturbing others. The TELEX Radio PILLOW SPEAKER placed under Associated Projects Co......... 171 % Quick turnover—full profits 
a pillow permits one person —and one alone—to hear his radio. Datasets Geetde Vester Co. % Colorful sales display—tfree to each 
@ It “sells like hotcakes” as a gift for convalescents, hospitalized veter- dealer. 
| ans, “shut-ins”, and others. (The TELEX Magnetic Radio Pillow ne. Cor eesrerteresvosecees 174 % Retails 25c single gang: 42c double 
Speaker was originally designed for Army hospitals to replace un- Automatic Products Co..... 112, 154 ang. Attractivel cka in- 
gang y packaged ( 
‘ comfortable head-phones, and is now used as standard equipment.) Automatic Washer Co.......... 102 dividually) with quality screws. 


Don’t pass up this “hot-selling’’ radio specialty. Write 
i Dept. I or see your radio jobber. Complete merchandising 
helps to help you display and sell. Immediate delivery. 


Order from your jobber 


Baltimore News-Post ........... 161 G 4 
Barlow & Seelig Mfg. Co....... 57 lolding oration 
Bendix Home Appliances, Inc... 118 


Complete with 10 foot plastic cord, plug, 
jack and mount, and instructions. 
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| The ACTION Display-Way 
To Boost Your Sales! 
DEALER PROFIT Caloric Stove Corp............ 64 
Capper's Farmer .............. 155 | 10:Sho 
plus } a a ere ae | O ectRic TURNTABLES | 
Casco Products Corp...... 132, 172 b = 
0 U A L | T Y L | N E Century Precision Works Inc.... 56 TURNS THREE TIMES A MINUTE 
Chanite Sales Co....... ree ... Turns passersby into customers 
Chelsea Products Inc........... 88 Crea . e 
, Chicago Tribune .............. 103 terest in 
Since 1915 Clements Mfg. | ene 168 4 tee a 
a RG vols cd uamwnsaecun 70, 71 activating 
WATER Collman Mfg. Corp............ 109 wy on = 
HE TERS Commercial Credit Corp....... 27 , H yet. 
A SL ¢. Ginecaphesicnse 81 : . a erful selling 
Suppl th 18" Tabl ; 
e a Coolstream Corp., The......... 172 uppted wt see ee low 
TO DEALERS interested im @ || Co.) Corp. | "140 | AM steel, ROTO-SHO carries” up, to 
. . | 20 8 erates on 0 Volts A.C, 
profitable and quality line of , ~ 41 Pra mm Boy! ~ > ~ad dis- 
H s$——h "s | tributor, or write us for literature. 
electric water heater _ | GENERAL DIE AND STAMPING COMPANY 
SEPCO! Deepfreeze Division, Motor Prod- | § 262-A Mott Street New York 12, N. Y. 
SEPCO features that sell SEPCO: | ucts Corp. ......-020eeeeeee 17 
1. “SEPCO” designed bellows, im- Detroit Lubricator Co....... .. 190 
mersion snap action type, sensitive, Deutschmann Corporation, Tobe. 173 
accurate, sturdy! Dominion Electrical Mfg. Inc... 148 
2. Heating unit: radiant type, large Driver-Harris Co. ............. 144 
heating area, low watts density, re- 
ducing scale formation to minimum, 
assuring long life. Vertically located, / ‘ 
heating water while rising. Easy Washing Machine Corp... 75 4 
3. Specially designed diffuser—helical Electrical Merchandising. .. .138, 139 
type permitting withdrawal of 90°% | Escort Sales Co., Inc...... an 
of capacity without drop of tem- Eureka Williams Corp., Eureka 
perature. My Seknkehesrevennvade aes 26 
4. Removable thermostat and heat- Hl 
ing unit without having to drain the ' Radio-Phonographs 
tank. The Dynaphone 
Finder's Mfg. Co = .. 135 | 
Write today for full details. You profit with "SEPCO" Heitte Gouging Sly, Co...... 09P 9 Electronic Pianos 
Ford Motor Co... . The DynaTone 
AUTOMATIC ELECTRIC HEATER CO., INC. | Built-in Radios 
GENERAL OFFICES AND FACTORY (Continued on page 175) The Paneltone 
POTTSTOWN, PENNSYLVANIA, U. S. A. | 
| ANSLEY RADIO CORP. + TRENTON, N. J. 
t 
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ANOTHER FIRST! 


You sell more lampshades when 
you stock Letha-Grain ...a new 
plastic material with the rich tex- 
the economy, 


washability, and color of plastic. 


ture of leather... 


You'll find Progressive lamp- 
shades in new materials and de- 
signs to suit the particular custo- 
mers . . . at prices to suit the 
average home budget. Write us 
today for full details about the 
Progressive line. 


Job Inquiries Invited 


PROGRESSIVE INDUSTRIES 


BENTON MI THIGAN 


HaRBOR 














ELECTRIC 
TRIMMER | 


Reasonably priced 
- complete cata- 
log and prices upon 
request. 


Exclusive HEDGE- 
MASTER double 
action provides un- 
equaled perform. 
ance and long serv- 
ice. Nothing to ob- 
struct shrubbery 
from entering the 
cutting blades nor 
to limit the size of 
stalk to becut. Duo- 
position cutting 
head may be locked 
in two different 
positions . . . 10” 
cut and well-bal- 
anced design .. . 
equipped with 14” 
Reach-Ezy insulat- 
ed handle. . . pow- 
ered by Universal 
motor for use on 
AC or DC current 
... weight approxi- 
mately 5 Ibs... . 
7'/2” blade for heavy 
duty trimming may 
be supplied. 


KAUFMAN MFG.CO. 


MANITOWOC, WISCONSIN 
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Quiet PROPS 


The manner of performance is 
what interests you in propeller 
blades. Quiet performance... 
first-rate air delivery with only 
a whisper of sound. Meier 
Nu-Air blades are insulated 
from the spider and hub... 
near mirror finish aluminum; 
the spider is cadmium plated 

. all propellers are static 
balanced and guaranteed to 
be accurate. These are only a 
few of the qualities that help 


make Quiet Props mean quiet performance. 


Bulletin No. 2100. 


; ELECTRIC & MACHINE CO. 
Meier 3525 E. WASHINGTON STREET 





Meier Nu-Air Props are available 
in sizes from 10" to 54" and pitch from 11° to 34°. For further details, write for 


INDIANAPOLIS, INDIANA 





Produced under license from 
The Torrington Manufacturing Co. 
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Statistics show that rural 


families want clean, safe, pasteurized 
milk, free of milk-bourne diseases. Now, milk can 
be pasteurized properly at home. The SAFGARD Home Pasteurizer 


is SO €asy to Operate, so economical to buy that no farm home can 


afford to be without it. 


Two-gallon capacity . . . automatic, electrically operated heat- 


ing and timing controls. . 


temperatures . . . simple, rugged construction. 


Rural families are going to buy it. . . are you going to sell it? 


The Product With A Profit Future 
Because It’s 
Packed With Sales Appeal 





Dealer, Jobber Territory Still Open. 
Write for complete details. 


GUARD-IT manuracturine co. 


Dept. E, 615 N. Aberdeen, Chicago 22, Ill. 


PAT 


. agitator that keeps milk at uniform 


S: PENDING 





OTHER SAFGARD 
PRODUCTS 

© Electric Water 
Heaters 

© Electric Fence 
Controllers 

© Float Valves 
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cnar ge 

part time salaried employment only % the 
above rates payable in advance. 

BOX NUMBERS—Care of publication New York, 
Chicago or San Francisco Offices count as 10 
word 

DISCOUNT OF 1 f full it is made in 
advance 4 consecutive insert 





DISPLAYED INDIVIDUAL SPA‘ “ES with bor- 








SEARCHLIGHT SECTION 


OPPORTUNITIES: SELLING ®© EMPLOYMENT ® MERCHANDISE ® BUSINESS 


ADVERTISING 


der rules 
ments. 


for prominent display of advertise- 


The advertising rate is $9.00 per inch for all 

advertising appearing on other than @ contract 

basis. Contract rates quoted on request. 

AN ADVERTISING INCH is measured %” ver 

tically on a a —yr* -4 columns—38 inche es to 

& page Copy _ or new advertisements received 
I l will appear in January issue 
t ) space ill tat n 














SELLING OPPORTUNITY OFFERED 
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Of course you can sell 
your entire production 


in PODUNK BUT WHO COULDN'T 


Far sighted manufacturers who are 
seeking tomorrow's market will spread 
production thin—will seek wide distri- 
bution— will write or wire 


THE RANDALL CO. 
19 N. W. 20th St. Miami, Florida 


The South today remains the nation's great- 
test potential market and Randall is the 
South's greatest merchandise distributor 

As factory Representatives Randal! covers 
the Gulf Stotes intensively and thoroughly. 
Randall's tremendous volume is your proof. 








ADDITIONAL LINES WANTED 


Ohio Distributor with large number of accounts, 
in forty (40) counties in and around Cincinnati, 
desires added lines of representation in appliances, 
radio, furniture, etc. Major and traffic. Write 
RA-982, Electrical Merchandising 
) North Michigan Ave Chicago 11, Ill 














WRINGER ROLL 
DISTRIBUTORS 
WANTED! 


See BEST-MAID 


CHICAGO SHOW 
FURNITURE MART 
Space 72—17th Floor 


Appliance Parts Co., Cedar Falls, lowa 








CANADA 


Canadian Firm with 25 years experience selling to 
Electrical Jobbers, Chain and Department Stores 
from coast to coast is desirous of contacting Ameri- 
can manufacturers interested in representation or 
distribution in Canada. 

RA-972, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 








ADDITIONAL LINES WANTED 


by successful sales agent having intimate 
contacts with chain stores, jobbers and 
dep’t stores in Western Pennsylvania 
Michigan, Indi Ohio, Kentucky, Ten- 
nessee and West Virginia. 

RA-971, Electrical Merchandising 
520 North Michigan Ave., Chicago 11, Ill. 











FISHER BROWN 
Distributor 
Wholesale Only 
Serving Hardware, Furniture, Appliance 


dealers and jobbers in TEXAS. 
Your Selling and Distributing Job solicited. 


2101-9 South Ervay Street Dallas (1), Texas 








SCRANTON, PA. 


STORE 50 x 57 
ith 


w 
Land in rear 50 x 63" 
Excellent location for Electric Appliances, Auto 
Accessories, etc 
SOL DAVIDOW, Realtor 
411 Spruce Street Scranton 








WE WILL PAY YOU 


SKY HIGH PRICES 


SINGER ‘ceive 


Make up to $9400 on home models 


Rust or condition does not matter. 
Send Heads only, stands not wanted. 
Thousands of old Singer Machines lying 
around attics and cellars. 





Write for our circular— 

“HOW TO MAKE $100.00 PER 
WEEK EXTRA INCOME ON OLD 
SINGER SEWING MACHINES.” 


ESSEX VACUUM SHOP 
172 Washington St., 
Newark 2,, N. J. 

















“MR. MANUFACTURER" 

"WE CAN SELL IT IF YOU CAN SHIP" 
Nationally known manufacturer’s representative 
calling on furniture, department stores and elec- 
trical jobbers with live wire selling organization 
open for an outstanding line. Finest permanent 
display space at New York Furniture Exchange 
and Chicago Bort 

-977, Electrical Merchandising 
330 West ‘2nd St.. New York 18, N. ¥ 











EMPLOYMENT EQUIPMENT .. . 
NESS 


OPPORTUNITIES 


Whatever your need— 
think “SEARCHLIGHT” FIRST 
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Cash In On 


Parking Space 


Downtown department stores’ 
action in setting up shuttle 
service a tipoff to dealers 


decade or so ago, when Sears Roe- 

buck slapped its six departmerit 
stores into outlying districts, the down- 
town merchandising experts declared 
they were simply “Nuts!” 

Time has long since proved that they 
sensed the trend the motor car was 
making. 

Denver, Colorado, offers an exam- 
ple. Go down on the south side to the 
big white store of Montgomery Ward’s 
(that may be seen from the top of 
Lookout Mountain) and you have an 
entire village in itself. According to 
Ray Jones of the Washing Machine 
Repair Parts Co. of that city, the 
greatest draw that Montgomery Ward 
has is the fact that there’s always 
plenty of room in which to stick a car. 

Recently acknowledgment of the vital 
necessity of parking space has been 
made by Denver downtown stores. 
Organization of Shoppers Parking 
Service, Inc., under the wing of such 
stores as Daniel Fisher’s, Joslin’s, the 
May Co., Penney’s, Gano-Downs, 
Neusteders, and the Denver Dry 
Goods Co., is expected to take care of 
a thousand automobiles and to haul the 
owners 5 blocks in four station wagons 
to their shopping district destination. 
A 15c an hour parking charge entitles 
the shoppers to free shuttle service. 
Purchases from the stores are not 
required. 

In Chicago a similar shuttle service 
is being experimented with, taking 
cars to a spot about a mile from the 
Loop below the stadium. In Evanston, 
Ill., similar outside parking lots and 
shuttle service are being set up. 


Car Owners Solvent 


Because owners of cars  auto- 
matically tip themselves off as being 
financially able to buy big ticket items, 
their patronage is the most desired in 
the appliance business. With less and 


less parking space in the downtown 
shopping districts available today, the 
big stores find themselves hurt when 
their prize customer cannot discover a 
few feet in which to nudge his jaloppy. 

There is a decided trend on the part 
or independent dealers to duck the high 
priced areas just for this reason. 

Not long ago a tip on a story led 
your reporter to Vicksburg, Miss. On 
calling, it was found that the dealer 
had moved a mile south of the business 
district. “I was having trouble getting 
trucks into my place with appliances, 
and my customers were squawking 
about no place to put their cars,” he 
said. “Here, along the bend in this 
road, they can stock 500 cars if they 
want to. They can come in any time 
of day or night. And, this jump of a 
mile down here is no trouble at all to 
a fellow with an automobile.” 

A celebrated Frigidaire dealer, Pat 
Crow of Forth Worth, Texas, has 
moved his principal store out some 10 
blocks from the congested district. He 
told ELectricAL MERCHANDISING he 
was reluctant to go downtown again. 


Parking Pens Help 


H. N. Light, dealer of South Bend, 
Ind., has probably one of the most un- 
promising locations in downtown 
South Bend from the standpoint of 
foot traffic. He is over in the south- 
west corner of the business district 
where the fewest number of people go. 
But in his back yard, right along an 
alley, he has done something that his 
customers think is swell. He has broken 
his long lot into little parking pens, 
marked with white paint, and is able to 
accommodate a couple of hundred cars 
at one time. 

If you have got parking space, for 
gosh sake, tell the customer about it in 
your advertising. It is a valuable sales 
point and brings people in. 
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ARMATURES REBUILT OR EXCHANGED 


for vacuum cleaners, tools, drills, etc. 


Our large stock makes it possible to ship immediately on 
most vacuum armatures. All armatures rebuilt exactly as the 
original with new armature guarantee. 

Our low cost and speedy service is attested to by dealers 


from coast to coast. Catalog free. 


PENN APPLIANCE DISTRIBUTORS 


126 S. 2nd. 


Harrisburg, Pa. 


WE CARRY A COMPLETE LINE OF VACUUM CLEANER PARTS 








WHERE TO BUY 


PARTS, SERVICES & ACCESSORIES 




















IT’S FREE!! 


BUCKEYE'S 


1947 PARTS CATALOG 
SEND FOR YOUR COPY 


The Buckeye Vacuum Cleaner Supply Co. 
Cleveland 8, Ohio 


10615 St. Clair Avenue 























SPECIALTIES 





Electrical Mangle Koll Pads and Covers 


Vacuum Cleaner Bags, Ironing Board Pads 
and Covers, washing and ironer covers. Ohio 
Textile Specialty Co., W. 54th, Cleveland, O. 








PARTS FOR WASHERS & CLEANERS 





IN CANADA, The “‘one-stop” source of supply 


is Waugh & Mackewn Limited, Sales Offices 


located in London, Toronto, Montreal, P. Q. 








ICE CUBE TRAYS 








tors from 1935. Special price 
Northern Appliance Co., 137-45 Northern 
Bivd., Flushing, N. Y. 


ALL ALUMINUM, pre-war quality, for im- 


mediate delivery, fits all electric refrigera- 
to jobbers. 











WASHING MACHINE PARTS 


“Any Part For Any Washer” 


Distributor for All 
Leading Manufacturers 


Write In 
For Complete Catalog 


WASHER SALES & SERVICE CO. 


10 Federal Street 
PITTSBURGH 12 PENNA. 











WASHING MACHINE 
FLEXIBLE COUPLINGS 


© ELE 


The machined brass bushing F-L-O-A-T-S 


One piece—no loosely connected parts. Dampens 
noise and vibration. Cushions starting torque. 
insulates between shafts. 


Avaliable now In: 14" to & lengths. 
Phone Dorchester 2350 


FLEXIBLE COerUmne MFG. co. 
6220 So. Ellis A Chicago 37, Hi. 











OIL BURNER PARTS 


in a plete line of parts 
pa all makes of space oil heaters. 

Send for our price list featuring 
safety float valves, fittings, etc. 
SARN-OIL BURNER SUPPLY CO. 
2877 S. ARCHER AVE. CHICAGO 8, ILL. 














A FRANTZ PARTS JOBBER 
WRINGER ROLLS AND WASH. 
ER PARTS FOR ALL MAKES 


GENERAL WASHING a a om ig 
758 South Ave., ester 7, N. Y. 











CONSIDER THESE 


ARMATURE 
ADVANTAGES 








(For Vacuum Cleaners and Appliances) 
Lee Wilson Armatures are fine 
precision, capable of exceptional 
service--- boast economical main- 


tenance! Guaranteed 150% over- 
load . 75% overheat .. . 70% 
overspeed. 

WE HAVE ONE PRICE 

NO EXTRA CHARGES 
Guaranteed To Be Rebuilt Like New 


You are dealing direct with a fac- 
tory specializing exclusively in 
small armatures. 
Write for free armature booklet 
and price list 


LEE WILSON CO., INC. 


245 LIVERPOOL AVE. 
EGG HARBOR, N. J. 














SS 





ALSO HARD TO GET PARTS FOR 


A.B.C., Apex, Barton, Easy, 
Horton, Kenmore, Maytag, 
Norge, Speed Queen, Thor. 


All the above mentioned listed 
in our 1946 Parts Catalog, fea- 
turing 2500 most popular 
items. Hand drawn illustrations. 


Copy will be mailed you upon 
receipt of $1.00. Catalog supply 
limited. 


AMERICAN 


Electric Washer Co. 


1766 East 55th St., Cleveland 3, Ohio 


WASHING MACHINE REPLACEMENT PARTS & SUPPLIES 


5) BOSS + LAUNDRY QUEEN » WOODROW 
plus THIRTY-THREE OTHER MAKES! 





Agitators V-Belts 


Nolu Wood Bearings 


“AKRON” Wringer Rolls 


Fibre Grease 


Transmission Oils 


HIGH POST CHANGE OVER 
FOR EASY AND G. E. WASHERS 





WE HAVE 93 PARTS JOBBERS—A NATIONWIDE SERVICE 
ADDRESS ON REQUEST 


MANUFACTURING CO. 


3650 


EAST 


93rd STREET 


tee V2 :A ewe $’, OH 1:O 


PAGES OF VACUUM 
CLEANER SERVICE 
INFORMATION 


125 paces oF ILLUSTRATIONS 


Our 1946 Vacuum Cleaner Parts Catalog 
is still available in limited quantity. 


TOOLS 





AND ACCESSORIES 


DEALER 
PRICE SCHEDULE 


PEARSOL 


APPLIANCE CORP 
ELECTRIC SWEEPER 
SERVICE 








VACUUM CLEANER PARTS 





and 
SERVICE MANUAL for All Makes 
FT. 


Note: Our new complete separa ¢ 


catalog of tools and accessories sent free. 


Price of Catalog and Service 
Manual.......$1.50 postpaid 


PEARSOL APPLIANCE CORP. 


ELECTRIC SWEEPER SERVICE CO. DIV. 
2034 EUCLID AVENUE + CLEVELAND 15, OHIO 

















RUBBER UPHOLSTERED 


HAND a 
TRUCKS 


SAFEGUARD 
Your Profits! 


Use ORANGEVILLE 
TRUCKS for han- 
dling refrigerators, ranges, radios, kitchen cabi- 
nets, ete. Only truck with patented quick change 
ratchet nose. Completely rubber upholstered 
throughout. Several convenient sizes. Descriptive 
circular and prices on request. 


ORANGEVILLE MFG. CO. 
Manufactures complete line of Floor Trucks 
Orangeville (Col. Co.) Penna. 








THE GROVE 
WRINGER ROLL 
DUPLICATOR 


¢ DUPLICATES ROLLS OR 
WRINGER SHAFTS 


¢ CUTS OFF SHAFTS 
¢ TANGS SHAFTS 

© SQUARES SHAFTS 
¢ CUTS KEYWAYS 

¢ CHAMFERS ENDS 


SEE THIS ON DISPLAY AT 
YOUR PARTS JOBBER OR 
WRITE US. 


THE GROVE MFG. CO. 
2314 W. THIRD ST., 
DAYTON 7, O. 











Our 132-page 
FREE Catalog of FREE 
Washing Machine & Vacuum Cleaner Parts. 
Save money by ordering all your supplies 
from one dependable source. 
uality, Service, Low Prices 


MIDWEST APPLIANCE Aemage Co. 
2720-22 W. Division St. Chicago 22, 











CHANITE SELF-WELDING FLUX — REPAIRS 
ALL ELECTRIC HEATING ELEMENTS. So 
simple anyone can make repairs in your broken 
or burnt-out electrical appliances—irons, toast- 
ers, stoves & etc. Guaranteed nothing like it. 
From our mines to your appliances. $1.00 per 
package. $7.50 per doz. Stick form 25c. $2.00 


per doz. 
CHANITE SALES eareey 
914 South Main ort Worth 4, Texas 











WASHING MACHINE PARTS 


“For any ard all makes" 
Most complete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts Co. 
191 W. 7th St. St. Paul 2, Mina. 
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SMALL appliances are making their 
appearance on the dealer's shelves again, 
and indications are that the coming 
Christmas will be the most active since 
pre-war days. Illustrated here is some 
good gift merchandise —irons, lamps, 
blankets, coffee makers, clocks, toasters, 
records and radios. 











Vol. 76 


World News Director. 





LETTERS 


Boise Speaks Up 


the litor 
We have just 


read your October 15 

sue with a great deal of interest 
This magazine evidently a great aid 
to the people in the electrical merch- 


indising field 

We were particularly interested in 
the article on the front page by Clo 
tilde Grunsky In the fourth para- 
graph she states that there is much 
less building in the Mountain States 
than elsewhere on the Coast 

She also says it is rare to see a new 
store of any kind including electrical 
We can only speak for Boise and 
3oise Valley cities, including Nampa 
Caldwell, Emmett Payette, and 
Weiser, Idahx In all of these cities 
there has been a substantial increase 
in electrical outlets Here in Boise 
the C. C. Anders recently 
yutfitted a new electrical store; Joe | 
Hon recently remodelled a downtown 


yn Company 


location investing approximately 
$25,000 and has one of the finest elec 

trical merchandising stores in the en- 
tire area There are several other 
new electrical stores in our community 


and throughout the Valley numerous 
new stores have recently been installed 

In the next two sentences she says 
there is little residence building except 
for a few projects for veterans. 

Let us advise the recent estimates 
indicate that between 700 and 800 new 
houses are now under construction by 
private owners here in Boise and we 
are short 2,000 homes 


estimate w 





N24 
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Within six months we should have an 


additional 1,000 homes under construc- 
tion. As a matter of fact, this same 
situation extends throughout Boise 
Valley. There are thousands of new 
homes being built in both cities and 
in the rural districts. 

In the next sentence she says that 
remodelling is rare which certainly 
does not apply to Boise Valley. In 
every section of our city remodelling 
is going on at an accelerated rate. We 
have approximately 8600 residential 
units in Boise City and 10,000 in the 
metropolitan area. We estimate that 
at least 10% of these are now under- 
going repairs and that 50% are in 
need of major reconditioning. 

It is true that we are like all sec- 
tions of the country in being short of 
many building supplies and that our 
progress would be greatly speeded up 
f more materials were available. 

We have not said very much about 
industrial building because it too has 
been retarded. However, we are now 
completing several large structures in- 
cluding a new wholesale plant for the 
Salt Lake Hardware Company, which 
represents an investment of approxim- 
itely $500,000 ; a new distributing plant 
for General Electric Supply Corpora- 
tion, which will represent $200,000; an 
office and retail structure by the 
3roadway Holding Company, which 
will represent $150,000; three or four 
large automobile structures and sev- 
eral other buildings for retail stores 
which will be ready for occupancy 
within the next thirty days. We 
estimate that commercial structures 
now under way represent an invest- 
ment of $2,000,000 

Every 


tradesman in our city of 
is busy and the Central Labor 
Council states it will take ten years 
to catch up with building requirements 
in our city. 

We realize that in any survey of a 
major area there are bound to be 
specific spots, as in our instance, 
where exceptional developments are 
going on. We are not critical of 
your general article which we be- 
lieve accurately reflects conditions, 
but we are pleased to send you this 
specific information about our area 
and the progress we are making. 


Boise 


E. G. Hartan, Manager 
Boise Chamber of Commerce 
Boise, Idaho. 
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Appliance Parts Jobbers Meet . 


plans at gathering in Cincinnati. 


Store for the Home ..-. 


The American Home tia Co., 
family unit as prospects for appliances. 


Seattle Goes for Home Freezing ... 


Brandt's Branches Out ...... 


More Power to the Farmer .....-.. 


in territory in advantages of electricity. 


W. B. Ashworth, Salt Lake 
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By L. E. Moffatt 


Gimbel's Has A New Radio and Record Dept. By Lansdell Anderson 


Gimbel's in Philadelphia recently opened a modern Music Center 
featuring a highly efficient merchandising layout. 


Members of Parts Jobbers Dusnaiaiied ie illite oid pre 


By Howard J. Emerson 


San Francisco, aims for the 


By Clotilde Grunsky 


Cooperative manufacturer-utility-dealer program educates customers 
in frozen food technique for locker and home units. 


By Robert Latimer 


. .By A. B. Windham 


Alabama Power Co., and the State Extension Service of Polytechnic 
Institute in a $20,000,000 power expansion program educate farmers 


City, has a plan all my for ail 
displaying and selling combination radio-phonographs. 
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January Chicago Markets 
Magnet For Appliance Buyers 


Preview of 1947 Production and Design Expected to 
Bring Record Crowds to Merchandise and Furniture 
Marts . . . Housewares Show Postponed to April. 


Despite the soft coal strike, cur 
«d hotels 
the appliance industry had given every 


tailed train service and crowde 


indication at this magazine’s press 
time that it was going to go to the 
January 6-18 Spring Markets in Chi 
cago by any and every means avail 
able—plane, train, automobile, or just 
plain shank’s mart 

To most buyers the markets would 
be doubly important this vear because 
they would be the first since the death 
of the OPA and its attendant re 
strictions and because the National 
Housewares Show, ordinarily held 
simultaneously with the markets, was 

stponed to April 27—May 2 in 
Philadelphia. Many buyers were also 
looking forward to seeing the fruits of 
manufacturers’ researc] ind desigi 
in the form of new appliances, many 
f which had been under development 


ince the end of the wa 
At the Merchandise Mart 
This year the Merchandise Mart is 


making its bow under the ownership 
of Joseph P. Kennedy, former ambas- 
sador to Great Britain It is the 

wrld’s largest commercial building 
nd has more than 400 of the country’s 
leading housewares and appliance lines 
on permanent display 52 weeks a veat 

In making preparation for the In 
ternational Home Furnishing Market 
lanuarv 6 to 18. it is evident that only 


i few of the housewares and appliance 


nanufacturers will be able to shed the 
cloak of allocation. How long will 
the situation remain? From 60 days 
to six months is the opinion 

In the electrical appliance field the 
situation is not tremendously rosy 
Production ha been stepped up in 
some lines, but is still very limited 
and certainly not enough to satisfy 
the pent-up demand 

One manufacturer who had _ his 
automatic washer uncloaked for the 
press two markets ago, and a dummy 
model for the trade in July, promise 


to have a working model on hand for 








the first time in January. One bright 
+} 


spot is the fact that electric refrigera 
tors and sewing machines are picking 
up steadily in output. 

The housewares and appliance in 
dustry is expanding in the Mart. Ir 
addition to the 14th floor, the 11th floor 
now too is being recognized as a 
leading market center 

Some of the newcomers who will 
show in January in the Merchandise 
Mart are the Coolerator Co. of Dulut! 
Minn., and the Round Oak C 


Dowagia Micl manufacturers of 
Stoves and ranges, cast steel furnaces 
winter air conditioning equipment, oil 
burners and stokers 

[he housewares industry has its 
own club in the building which is 


t 1 
headed by F. A. Neth, who is assist 


ant general sales manager of Vollrath 














is club held its annual Thanks- 
giving stag buffet Nov 


What Furniture Mart Folks Say 
homefurnishings 


market than any 
at the American F1 


housewares will be 


by press time and it is estimated that 








Tips to Markets Travelers 


Getting a hotel room in Chicago 
for the January markets is as difficult 
is Coax! Westbrook Pegler to say 
I love you.” 

For some reason the Cl icago hotel 
situation is sewed up tighter than a 
drun ind even lettuce tucked in a 
plain white envelope for the room 
clerk doesn’t seem to help the Situa 
tio 


lo those who do not have a con- 
firmed hotel reservation for the first 
weel this footsore reporter has three 


suggestions to make 


1. Come the second week. 

2. Make one-day trips, returning home 
on Pullmans. 

3. If you are closer, come in and go 
out on the same day. 


The psychology of waiting till the 
first flush is over is sound. A lot of 
big shots have reserved space for the 
entire show and the usually pull out 


atter two or three davs. These voided 
reservations can be picked up. Second, 


last year Pullmans for less than 


in the 
300 mile trips have been restored. You 
an get back to Cleveland, Cincinnati, 
St. Louis, Kansas City and have your 
bed patiently waiting for you down 
at the depot. On jumps like Des 
Moines Madison, Indianapolis or 
Grand Rapids, it is no great shakes to 
get an evening train to land home the 


same nig 





major electrical refrigerator producers, 
19 radio firms and 21 washing ma 


Because production up to now has 


yen mainly on improved pre-war 











TOAL TELLS THE STORY:!n meetings like this one, General Electric is emphasizing 
the features of its radio line to distributors. 
division, discusses model 417 to, left to right, Harold Schoenduve, South Bend Elec- 


tric Co 


electronics manager 


and R. Cooper 
Cleveland, Kansas City, Dallas, Los Angeles, and San Francisco. 


Jr 


Chicago 


Pat Toal, of the company's receiver 


Pete Price, Advance Electric Co., Terre Haute; G. S. Peterson, G-E Chicago 
Arthur A. Brandt, general sales manager for G-E electronics; 
Meetings are being held in Atlanta, Bridgeport 
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The Sanford Company in the same 


Waring 


men have 


1 to have the 
Blendor which some of the 
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ilding is gow 





ween selling since 1937. They are 
shipping orders now, we were told 
Sanford sells Camfield toasters, and 
vill demonstrate, since the return of 
il permits electricity to be used 
“We want to meet dealers,” say 
these executives ‘We want to get 
uur story over to them at first hand.” 
John Fellmann, central regional 
manager Deepfreeze will greet 
the visiting firemen from the new 


re gional office in the Merchandise 
Mart The Deer freeze bovs are going 
t lemonstrate how to show a prospect 
box New cold controls and baskets 
od will be wrinkles wo seeing 
NuTone is goin t ive i clock 
it links up with the door chime 
Swing-A-Way Steel Products has a 
1 opener art 1a knife sharpener that 
t wants dealers to see Agate *lastics 
" ck new clothesline 
At the Furniture Mart Pressed Steel 
Ca going to show something ve 
, sate te ail tanttntiona cml 
" close doors Ou porters 
P k it coir on te leluxe 
nd ¢ ¢ vhic ‘ ¢ 
the year. The regular show- 
vill have a line of rang and 
( ibine : i in ice Ody la u 
9 ere will be a dramatization o 
‘ ile st t the Drake low 
luncheo 
{ emar’ In wi ive ts heat 
ces. Ed Jordar Hort 


Eddie 


introduce 


will be there with a new ironet 


May of Sentinel Radio will 


i new radio model 

The Amana walk-in cooler features 
somethi that farmers are going to 
want in big quentities in the future 
iccording to the state agricultural stuff 
that goes ove! this desk (,eorgee 
Foerstner and Ed Hinchliff will hold 
the fort 

Hammond VU. Mann, dean of distri 
butors expects t travel i stately 


the 
Furniture 


round between his two 
17t} floors of the 


I7th and 5th 
ind the refreshment stands 


spaces on 


Mart 
what you 
ind talk to 
Mann \ll 


the exhibitors are going to hold back 
, 1 


stuff, f the econd week, so you 
n't need to make it the first day 

e says. While everything 1s. still 
4 illocation basis nevertheless 


the personal contact will temper the 


amb 


Fun and Amusement 


} x aT 
ago las 1¢ Tull 


Chi complement 


f theatrical entertainment at this time 
~ vear, and night spots abound. The 
[ city’s best 
by to the 
Bourbon and Scotch 
the 


Shopping fac 


Chez Paree, one ot the 
| night clubs ts close 
Mart 
are scarce, but 


arid 


a par 


known 
Furniture 
far from 
about on 


town is 
ilities are 
with last year 

Because restaurants may no longer 
past reputations, the 


office this time 


be judged by 


Chicago attempts to 


give visitors a hint to some of the 
better eating places, which have been 
tested or visited recently None on 


this list is cheap 


Note: higher 


e 
a > Sign 


priced ones are marked 


wit 


Not far trom Markets 


Barney's (Steaks), 741 W. Ran 
dolph St 
Cape Cod Room 
Riecardo’s, 437 N. Rus! 
Bit of Sweden, 1015 N 
$Buttery, N 
(make reservations ) 
Golden Ox (German), 
Clybourn Ave 
Normandy 
Court 


Horizon 


(Drake Hotel) 
St. 

Rush St 

State St. at Goeth 


1578 N 


800 N. Tower 


505 N. Michigar 


New 
Ave 
New Polo, 512 Milwaukee 


\ve. 


$Pump Room, N. State at Goethe 
$Kungsholm Rus it Ontario 


(mak 
Red Star 

Clark St 
$Yar, 81 I 
Wrigley, 


(make 


reservation ) 


(German), 


Lake Shore Drive 
410 N Michigan 
reservation ) 
Jacques (French), 900 N 


Ave 


Miu hi 


gan 
SCafe de Paris, 1260 N. Dearborn 
Parkway (make reservation) 
Gus’ Restaurant, 420 N. Dearborn 


st 
In Loop 


Henrici, 71 W. Randolph St 

Mann’s Rainbo (Fish), 73 E. Lake 
ae 

St. Huberts 
Federal St 

Ye Old Cellar, 
Ave. 

Gibby’s, 


(British), 316 S. 


322 


N. Michigan 
192 N. Clark St 
Women will Like 


$Camellia House (dancing), Lake 
Shore at N. Michigan. 

Piccadilly, 410 S. Michigan 

$Don the Beachcomber 
101 E. Walton Place. 

$Ilmperial House, 50 E. Walton 

$Marine Dining Room, 5349 N. 
Sheridan Road. 


Ave. 


(Chinese), 




















POINTING OUT THE FINE POINTS:!. M. Wicht, manager of Blackstone Corp., 


gives officials of Gross Distributors, Inc., the lowdown on the Blackstone automatic 


washer at Jamestown, N. Y. 


Interested spectators are George Bart, merchandising 


manager of Gross, and Benjamin Gross, president of the firm; P. S. Moynihan, sales 
manager of Blackstone; and Stephen Bennis, utilities representative of Gross. 
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Where fo Find Exhibitors at Chicago 


LIST OF APPLIANCE 
EXHIBITORS IN THE 
MERCHANDISE MART 


COMPANY ROOM NO. 
Adel Precision Products Co. 14-101 
Agate Plastic Corp. oo  1GSI 
Altheimer & Baer, Inc. .. 1436 
Aluminum Goods Mfg. Co. oo htae 
Aluminum Specialty Co. To. 
American Central Mfg. Corp... 1476 
Apex Rotarex Corp.®.. 1472 
Artmoore Co. ...... 14-104 
Associated Projects Co. 1240 
Auto City Plating Co... 1168 
Bersted Mfg. Co........ 1467 
Bremer, H. E., Mfg. Co... . 1494 
Camfield Mfg. Co......... .. 1405 
Casco Products Co....... 1492 
Chamberlin Co. of America . 1464 
Hartford Products Corp. 1498 
Hill-Shaw Co. . ... 1584 
Hobart Mfg. Co..... 1492 
Hotpoint Co., The.... 1457 
International Appliance Corp......1414 
Keating, C. S. Associates 1464 
Kellogg Brush Mfg. Co. 1422 
Kelvinator Div., Nash Kelvinator 

Cerm, . 3 2 2220 
Kenrod Mfg. Co. ae 11-114 
Knapp-Monarch Co. .. . 1483 
Kordite Co. .... . . 1492 
Landers, Frary & Clark 1479 
LaSalle Lighting Products Inc. 

Heater Div. . sig Bae 6% te oc 
Coolerator Co., The....... . 11-107 
Coughlan, G. N. Co...............1422 
Dazey Corp. saat ha ek . . 1405 
Deep Freeze Div., Motor Prod. 

Corp. ; . 1447 
Detecto Scales, Inc.... 1414 
Dominion Electric Mfg. Co. ooo vt@ae 
Easy Weshing Machine Corp. 1237 
Edison General Electric Appliance 

Co. 1457 
Eldredge Sewing Machine Co..... 1468 
Eureka Williams Corp., Eureka 

Vacuum Cleaner Div.... 1475 
Farber, S. W., lac......... 1419A 
Florence Stove Co.. wan 1459 
Free Sewing Machine Co.... 1450 
General Electric Co., Air Cond. 

Div. ; 1127 
Genera! Mills, Inc. 1453A 
Geuder, Paeschke & Frey. . 1492 
Gold Seal Coffee Brewer. . 1488 
Lisk Sevory Corp.. fs 1402 
Manning, Bowman & Co.... 1466 
MatMatic Home Appliance Corp..1 1-109 
McAleer, E. J., Co. cate 11-109 
McGraw Electric Co., Toastmaster 

Se ae 1455 
Menasco Mfg. Co.. ... DE-TN4 
Metal Ware Corp., The I411A 
Meyer, W. F., & Sons, Inc. 1494 
Michiana Prod. Corp... 141A 
Mirro Aluminum Co... 1424 
Motor Products Corp., Deep Freeze 

in Pee ee 1447 
Mutschier Bros. Co. - 14-115 
Nash Kelvinator Sales Corp..... 2220 


National Enameling & Stamping Co.. 1166 
National Enameling & Stamping Co., 


Electrical Div. .. ; . 1422 
National Sewing Machine Co. 1468 
New Home Sewing Machine Co. 1450 
Nu-Enamel Corp. .. 11-109 
NuTone, Incorporated 1451 
NuTone Chimes, Inc. 1451 
Nye, Walter & Co., Inc. 1492 
Peerless Mfg. Corp. 1485 
Portable Electric Heater Co. 14-110A 
Presco Co. ue 14-104 
Presco Co., The.. 1492 
Proctor Electric Ca.;. ....1473 


Regina Corp. . ee eee 
Renown Stove Co. iss 1487 
Revere Clock Co.... co +e. y 
Rival Mfg. Co., Not Inc. : 14544 
Round Oak Corp 1119 
Samson-United Corp. 14-104 
Sanford, D. E., Co. 1405 
Seal-Sac, Inc. . 14-119 
Sessions Clock Co. 1409 
Sheffield Instrument Co. 14-101 
Silex Co., The 14-109 
Smith, Alva, Mfg. Co. 1422 
Smith, F. A., Mfg. Co.. 1422 
Son-Chief Electrics, Inc... 1414 
Southwestern Household Equipment 
eee . . 1583 
Sparklet Devices, ine. 1483 
Sperti, Inc. .... 1422 
Standard Gas Equipment Corp. 1489 
Sunlite Mfg. Co. .. 1422 
Swartzbaugh Mfg. Co. 1498 
Swing-A-Way Steel Froducts......1439 
Telechron, Inc. ... 1440 
Toastmaster Prod. Div.. McGraw 
Elec. Co. .. ... 1455 
Trimz Co., Inc.,... 1454 
Vacuum Can Co.... vee eee 14101 
Wagner, E. R. Mfg. Co. .. 1422 
Waring Products Corp. 1405 
_ Waverly Products Co.. .. 1492 
Welko, Inc. 14-110A 
Welmaid Products Co. .. 14-111 
Wiley, Joseph H..... cs 14-101 
Williams Oil-O-Matic Div., Eureka 
Vacuum Cleaner Co..: 1475 
Winsted Hardware Mfg. Co.......1405 


LIST OF APPLIANCE 
EXHIBITORS IN THE 
FURNITURE MART 


COMPANY ROOM NO. 
ee! ae er 
Admiral Corp. . 526-527 
Agricola Furnace Co.............. .548 
a 
Alterfer Bros. Co... Set. 


American Fixture & Mfg. Co. 639 
American Stove Co..... 518 
Apex Rotarex Corp... 542 
Appliance Industries of America. 17/125 
Appliance Mfg. Co. 510-A 
Appliance Parts Co. 17/72 
Appliance Sales Corp. 17/37 
Armstrong Products Corp 17/65 
Athens Stove Works, Inc. 624 
Automatic Washer Co. 513-A 
Auto Stove Works. 546-A 
Barlow & Seelig Mfg. Co. 530 & 17/106-7 
Barton Corp. .... 549-A 
Bendix Home Appliance, Inc. 503 
Bendix Radio Div., Bendix Aviation 545-D 
Ben Hur Mfg. Co... 528 
Thomas W. Bergner, Inc. 17/91 
Blackstone Corp. .... 544-A 
Calkins Appliance Co. 17/48 
Calkins Corp. .... 17/86 
Caloric Gas Stove Co. 519 
Clark Water Heater Co. 511-B 
Clements Mfg. Co.. 17/69-A 
Cole Hot Blast Mfg. Co. 17/73-74 
Coleman Co., Inc.. 525 
Columbia Electric Co. 17/38 
Conlon Corp. ... P ; 504 
Coroaire Heater Corp.... 17/M 
Cribben & Sexton Co..... 537-A 
Crosley Corp. ........ 535-36-A 
Crown Stove Works... .. 531 
Dearborn-Monroe Stove Co... 17/40-41 
Dearborn Stove Co...... 17/32 
Detroit Vapor Stove Co... 521 
The Dexter Co...... 513-B 
Du Boff & Co.. 17/85 
Duo-Therm Div. Motor ‘Wheel Corp. .517 
Easy Washing Machine Co. 507 
Elgin Stove & Oven 17/92-93 


Emerson Radio & Phoas. Corp. 509-B 


Estate Stove Co.. ; 523 
Eureka-Williams Corp............514-B 
Evans Products Co...... 540-B 


Farnsworth Radio & Tolev. Corp... 535-B 
Fox River Products, Inc. 17/94-95 
Frigidaire Div., General Motors 

Corp. . 508-09-A 


Frozen Food Products, Inc. 17/98-99 
Galvin Mfg. Corp. 17/56-A 
General Electric Co. 538-39-A 
General Ozone Corp. 17/64 














"WE'LL TAKE THIS ONE, BUT LEAVE IT PLUGGED IN. WE'RE FORTY MILES AWAY 
FROM THE NEAREST POWER LINE". 
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Gibson Refrigerator Corp..... .537/38-B 
Glo-Fire Co. ........ 17/33 
Grand Home Appllance Co. 17/53 
Grand Rapids Metal Cabinet Co.. 17/79 
Gray & Dudley Co. 515-B 
Hamilton Mfg. Co... 17/88-89 
Hamilton Mfg. Corp. 17/110-1101 
Hardwick Stove Co. 1530-31 
Holland Rieger Co. 542 
Hoover Co. ; 510-A 
Horton Mfg. Co...... SILA 
Howard Radio Co. 17/K 
International Oil Burner Co. 512-A 
Interstate Folding Box Co. 17/58 
lronrite lroner Co. . 511-B 
Jacobs, F. L., Co. 17/75-76 
Jacobs Mfg. Co..... 17/35 
Kamkap, Inc. 17/118-119 
Karbon-Kleen Co. 17/72-A 
Kehm Corp. . , 17/39 
Kelvinator Div. Nash- Kelvinator 

Corp. . .514-15-A 
Kellogg Switchboard & Supply 

Co. ; 17/112-113 
Kemper Feraiture Co. 17/108-109 
Kitchen Queen, Inc. 17/121 
Knox Stove Works... . 513-B 
Lasko Metal Products. .. 17/120 
Lear, Inc. : 547-B 
Lektro Products, Ine.. ‘ 17/J-31 
Leonard Div. Nash-Kelvinator 

Corp. aarine 514-15-A 
Lewyt Corp. eer 17/63 
Locke Stove Co.......... 17/57 
Lonergan, Vincent J. 2953 
Lonergan Mfg. Co...... 513-A 
Maguire Industries ... 638 
Major Home Appliance Co. 536-B 
Mann, H. U., Co., Inc. 17/54 & 54-A 


MatMatic Home ee neneen Corp.. 17/85 


MT Sines ecencceaseann 17/59 
ee ere 17/84 
Midwest Mfg. Co................-910 
Moore Corp. . = nen See 
Morton Appliance Co. » + ++ e635-36 
Nineteen Hundred Corp... .... 508-B 


Noblitt-Sparks Industries, ine. 17/69-70-A 
Norge Div., Borg-Warner Corp.. 521-22 


Norklee Co. ‘ och DY) CREED 
Oakland Foundry Co..... 546-C 
Odin Stove Mfg. Co...... 1438 
Ohio Stove Co.. 17/44-45 


Owens-Corning Fiberglas Corp.. .. 17/52 


Ce i. 
Paragon Utilities Corp. 1044 
Philco Corp. 128 
Pittsburgh Range Co. 17/90 
Plastray Corp. aia 17/49 
Premier Stove Co..... 514-B 
Premier Vacuum Cleaner Co. 511-B 


Prentiss Wabers Products Co. 549-A 


Pressed Steel Car Co.... 533-34-B 
Quaker Mfg. Co........ 516-B 
RCA Victor Distributing Co. 235 
Refrigeration Corp. of America 523 
Roberts & Mander Corp... 546-D 
Roper, Gao. D., Corp. 529 
Sanitary Refrigerator Co. 528 
Segal (Morris S.) Corp. (Thor) . 1008-10 
Sentinel Radio Corp.... 17/L 
Siegler Enamel & Range Co.. 1118 
Sparks-Withington Co. 17/P-42-43 
Stewart Warner Corp. 17/55-56 
Stiglitz Furnace & Foundry 

Co. ; 17/60-61-62 
Sutton, O. A. Corp. 17/66-67 
Tappan Stove Co. 539-B 
Tennessee Stove Works 825 
Union Products Mfg. Co. 17/68 
United States Stove Co. 17/36 
United Stove Co....... 549-B 
Warwick Mfg. Corp... 17/N 
Welbilt Stove Co...... . .520 
Westinghouse Electric Corp. .. 501 
Young Corp. ‘ 17/87 
Zenith Radio Corp... 4a 544-B 
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End of Coal Strike Follows Highest 
Appliance Output Since War's End 


Ranges, radios, washers, and cleaners at all- 


time highs; refrigerators, sewing machines 


gain, according to CPA's October report 


The soft coal miners who struck on 
November 20 abruptly shut the gates 
on the highest flood of industrial pro- 
duction since the ending of the war. 
During the month of October manu- 
facturers topped off six months of 
tremendous output with new 1946 rec- 
erds. According to John D. Small’s 


November 26 report from the Civilian 
Production Administration, the pro 
duction of durable goods during the 
10th month was 214 percent of the 
1935-39 average, 25 percent higher 


than the average for the first half of 
1946. Among electrical appliances, 
sewing machines, refrigerators, wash- 
ers, ranges, vacuum cleaners, water 
heaters and radios registered gains 
of 10 t 30 percent over September 


Tragedy in Blackface 


3y the first of December it had 
begun to appear that the October rec- 
ord was likely to stand for some time 
to come. For the third time in 14 
months the United Mine Workers had 
thrown down their shovels and walked 
from the pits. In April it had been 
serious—then the nation had an aver- 
age of 48 days of reserve coal stocks. 
This time the effects might well have 
been catastrophic—there were only 34 
days of coal on hand and winter was 


already frosting window panes. Elec- 
tric utilities had, as an average, only 
enough coal for 70 days, as compared 
to 107 days’ supplies in April. By the 
time Lewis capitulated to a determined 
government and called off the strike 
virtually all steel mills were at a 
standstill. As with many other 
durable goods industries, the coal 
strike was bound to diminish the pro- 
duction of electrical appliances—how 
much would be determined by how 
long it would take to refill the pipe- 
lines of essential supplies. 


The Brighter Side 


Sewing machine production in Octo- 
ber, while still 33 percent below the 
1941 monthly rate of 67,000 units, made 
a big jump of 30 percent to 45,000 
units from 35,000 in September 

Shipments of mechanical refrigera 
tors during the month increased 20 
percent to 280,000 units from 233,000 
in September, but were still nine per- 
cent below the pre-war monthly level 
of 309,000 


265,000 Washers 


Washing machines continued to be 
one of the best performers with a 25 
percent jump to an estimated 265,000 
units from 212,000 shipped in Septem- 
ber. October shipments exceeded the 
previous peak of 215,000 units in Aug- 
ust and were 68 percent above the 
1940-41 rate of 158,000 units. Included 
in the October figure is an estimate 
of production of 18,000 portable wash- 
ing machines. 

Electric ranges also registered a 
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new high with 75,000 units in October, 
23 percent better than September’s 
61,000 and 59 percent better than the 
1940-41 average monthly rate of 
47,000 units 

Vacuum cleaners, which have been 
climbing steadily for five successive 
months, increased an additional ten 
percent in October to a new high of 
approximately 266,000 units from 240,- 
000 in September, according to the 
VCMA. The current level is 64 per- 
cent above the pre-war rate of 156,000 


units 
1,800,000 Radios 


By the end of October, radios and 
radio-phonographs and phonographs 
were at an all-time high with 1.8 mil- 
lion units as compared to 1.5 million 
in September. The previous peak was 
attained in August with 1.7 million 
units. The 1940-41 average was 1.1 
million sets. Of the total shipped in 
October, 83 percent were table 
models, 7 percent were consoles, and 
10 percent were automobile radios. 
Shipments of table models in October 
were 96 percent above the average 
monthly rate for this type during 
1940-41; consoles were 9 percent 
below and auto sets 15 percent below 
their pre-war rates. Tubes and cabi- 
nets continued in short supply 

October production of water heaters 
broke all previous records. Electric 
water heater production increased from 
51,000 in September to 57,000. Total 
production of all types of water heat- 
ers increased from 271,000 to 322,000, 


almost double the pre-war monthly 
average of 175,000 units. 

Fractional horsepower motors con- 
tinued to come off production lines at 
the September level of 1.9 million 
units, an all-time high for the industry. 
Production in November was expected 
by the CPA to reach the 2,000,000 
mark. The backlog of unfilled orders, 
which continued to increase from 
about 38 million units in September 
to nearly 40 million in October, still 
represents 21 months’ production at 
the current high rate. 


The Background 


The overall rises in appliance pro- 
duction had their counterparts in 
other portions of industry. The Fed- 
eral Reserve Index in October stood 
at 182, better than the September 
level of 180. Building materials shat- 
tered all records with a _ swelling 
volume of bathtubs, sinks, gypsum 
board and lath, warm air furnaces, 
bricks, structural tile, cast iron soil 
pipe, and nails. Electric power pro- 
duction rose to 4.7 billion kw.-hrs. in 
the week ending November 9. Prices, 
of course, rose from the day of the 
OPA’s demise. For example, copper 
went up to 194 cents a pound from 
148 cents; zinc rose from 92 cents 
to 104 cents. Inventories in September 
rose 10 percent to a new high, $32.3 
billion. Consumer incomes declined 
in September but retail sales remained 
at fairly high levels. Employment re- 
mained high in October with 57.4 mil- 
lion people gainfully employed. 
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THIS “SEE-ABILITY CENTER" is what Westinghouse Electric Corp. has new in 


Chicago to help dealers make the most of their merchandise. 
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Scheduled Meetings 


Electrical Merchandising, publishes free 
in this column announcement of meetings, 
conventions or exhibits of interest to the 
electrical home appliance industry.  !n- 
formation should be addressed to the 
News Editor, Electrical Merchandising, 330 
West 42nd St., New York 18, N. Y. 


HOUSEWARES SHOW 
Auditorium, Atlantic City, N. J. 
January 5-10 
Flo English, Managing Director, 

Hotel Pennsylvania, New York City 


JANUARY MARKETS 
Merchandise and Furniture Marts, 
Chicago, Ill. 
January 6-18 


AMERICAN WASHER & 
IRONER MFRS. ASSN. 
Chicago, Ill. 
January 8 


AGRICULTURAL 
DEVELOPMENT CLINIC 
Fairmont Hotel, Fairmont, West, Va. 

January 24 and 25 
Edison Electric Institute, Sponsor 


7TH INT. HEATING & 
VENTILATING EXPOSITION 
Lakeside Hall, Cleveland, Ohio 
January 27-31 
Charles F. Roth, Manager 


SAN ANTONIO HOUSEWARES. 
& APPLIANCE SHOW 
Municipal Auditorium, San Antonio, 
Texas 

February 9-13 

Committee, 2200 Alamo Natl. Bidg., 
San Antonio 


SPRING WESTERN GIFT, 
TOY & HOUSEWARES 
SHOW 
Civic Auditorium, San Francisco, 
Calif. 

February 9-13 

Western Merchandise Exhibitors Assn.. 
323 Geary St., San Francisco 2 


PACIFIC NORTHWEST 
GIFT SHOW 

Olympic and New Washington Hotels 
and Terminal Sales Bldg., Seattle, 
Wash. 

February 23-27 

Western Merchandise Exhibitors 
Assn., 323 Geary St., San Fran- 
cisco 2 


NATIONAL MARKETING 
CONFERENCE 
Hotel Stevens, Chicago, Ill. 
March 10 and 11 
Domestic Distribution Dept., Cham- 
ber of Commerce of U. S. 


13TH ANNUAL SALES 
CONFERENCE 
Edison Electric Institute 
Edgewater Beach Hotel, Chicago, lil. 
March 31—April 3 


ELECTRICAL MFRS. 
REPRESENTATIVES ASSN., INC. 
Electrical Trade Show 
Alcazar, Baltimore, Md. 

April 22-24 


NATIONAL HOUSEWARES SHOW 

Convention Hall, Philadelphia, Pa. 

April 27—May 2 

Natl. Housewares Mfrs. Assn., 1402 
Merchandise Mart, Chicago 54, Ill. 


NATL. ELECTRICAL 
WHOLESALERS ASSN. 
Hotel Traymore, Atlantic City, N. J. 

May 5-9 
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The NATIONAL APPLIANCE AND RADIO PICTURE 





THE EAST 
By Lansdell Anderson 





T still is too early to appraise with 

any degree of accuracy the final 
results stemming from the sudden de- 
mise of OPA. It is quite certain, 
however, that it has not as yet mate- 
rially assisted the dealer by unfreezing 
any appreciable quantity of hidden 
merchandise, as some freely predicted 
would happen immediately. Nor has 
it so far affected the dealer adversely, 
as some others prophesied. 

When OPA expired, the sequence 
of events in the average appliance out- 
let in the northeastern section of the 
country was about as follows: The 
dealer gave thanks to high heaven that 
his business at last actually had shed 
a big bundle of the entangling red tape 
which has been driving him nuts for 
the past several years. Price increases 
were announced all along the line. 
And the average dealer conformed to 
the new lists suggested by his dis- 
tributors and manufacturers. 


Customer Reaction 


His customers reacted to the price 
increases as follows: 

(1) Those who long ago had 
slapped down a deposit and waited 
patiently for certain merchandise were 
more than mildly griped, and made 
no bones about their feelings One or 
two out of every ten in this group de- 
manded the return of their deposits. 
Some of these, however, came back a 
few days later in a cooler frame of 
mind and dgreed to accept the mer- 
chandise at the new price. As for the 
balance of this group, three or four 
kicked through with the uppage in 
price, but not before they vented their 
full feelings about the situation. In 
all complaints registered, the manu- 
facturer caught more hell than the 
dealer. The rest paid in full without 
much more than a murmur. 

(2) Calls to preferential-list cus 
tomers, where no deposits were in- 
volved, did not develop the same per- 
centage of closed sales as when OPA 
and lower prices were the rule. Many 
of those turning down delivery cited 
the price increase as the reason. 

(3) New customers accepted — the 
price rise in stride. 
comment. 


Few made any 


What the Dealer Thinks 


Conclusions drawn by the average 
dealer was that on big-ticket merchan- 
dise, the hard-to-get white stuff, price 
now made little difference in store 
sales because, since there was not near 
enough of this type of merchandise to 
go around, there always was another 
customer standing in line for whatever 
they could supply. Price was not 
affecting sales of traffic appliances to 
any great extent because there was 
extra buying pressure on these items 
now on account of the Christmas sea- 
son. Small radio sets already had 
been backing up on their shelves, but 
there was no appreciable price com- 
plaint on large sets. The latter, after 
all, are not essential, and always move 
well at this time of year. The demand 
for combinations was heavy, regard- 
less of price. 

Many dealers feared they would feel 
the effects of price increases on some 

(Continued on page 41) 
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THE MIDWEST 
By Tom F. Blackburn 


THE SOUTH 
By A. B. Windham 





HE crisp voice of Fred Maytag 
II, president of the Maytag Cor- 
poration, speaking through the Chi- 
cago Tribune, made clear that decon- 
trol from OPA was not going to 
result in an appliance dealer's holi 
day. 
“It is no time for a spree,” said Mr 
Maytag. “We are making no change 





URING the past 30 days, con- 
fusion has been the South's 
middle name. From the Carolina coast 
to the Texas border, there has been 
head-scratching over prices, brow- 


knitting over profits and nail-gnawing ° 


over John L. Lewis. 
Retail dealers in the South can be 
divided into three categories. First, 








“YES, THAT'S RIGHT, Mr. Niles—two moving parts," we can imagine L. A. 
Clark, Frigidaire's assistant general sales manager, saying to Wendell Niles, who can't 
seem to believe it. Mr. Niles, regular CBS announcer for Frigidaire's weekly show, 
“Hollywood Star Time," recently toured his sponsor's Dayton, Ohio, plants. F. H. 
Peters, the company's advertising manager, is on the right. 





in either the wholesale or retail prices 
of Maytag washers and we urge every 
dealer to adhere strictly to recom- 
mend retail prices. Should there be 
a substantial increase in basic raw 
materials it will be the company’s 
policy to pass on the costs to the 
consumer only to the extent absolutely 
necessary as it is Maytag’s strong de- 
sire to hold retail prices at the lowest 
level possible. It is to the dealer’s 
advantage as well as our own to 
avoid pricing ourselves out of the 
market.” 


No More Snoopers 


Decontrol has not made a lot of 
difference except to eliminate the nuis- 
ance of having an OPA snooper look- 
ing over one’s shoulder. In the first 
place the value of a franchise is so 
great that no retailer is going to play 
horse by jacking up prices beyond 
those decreed by the manufacturer. 

Independent dealers report their 
prices are ahead only two or three 
percent at best, as with American 
Ironing Machine. Frigidaire and Gen- 
eral Motors haven’t moved on prices, 
and the dealer is very smartly doing 
what he is told. It is not felt it is 
very bright to hike up stuff because 
people are shopping around. 

“For example,” said a dealer, “One 

(Continued on page 41) 
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there are those who are b« vosting prices 
to the utmost limit the trade will 
stand, ignoring the advice of manufac- 
turer and distributor and determined 
to make as much as possible as soon 
as possible. Second, there are those 
who are following the distributor and 
manufacturer, gently raising a few 
prices here and there, so that the buy- 
ing public is rarely aware of it, and 
third, there are those dealers who are 
grimly “holding the line” with an eye 
to the future, and loudly proclaiming 
the buyers will remember them for it. 

By far the largest number of dealers 
are in the second category, with their 
eyes on the distributor and ready to 
accept his suggestions. And distribu- 
tors in Memphis, Richmond, Miami, 
Atlanta and New Orleans all report 
that prices on many appliances have 
gone up but they all claim the in- 
crease is negligible. 


Deliveries Improve 


Both dealers and wholesalers in 
these five key cities are unanimous in 
declaring that November was the best 
delivery month down South since 
priorities were lifted and reconversion 
set in. The trickle of appliances has 
grown to a thin stream and Southern 
dealers are now getting, if not enough, 
at least a better proportion of re- 

(Continued on page 43) 





THE FAR WEST 
By Clotilde Grunsky 





ISCONTINUANCE of OPA 

and threatened disruption of 
transportation and manufacturing 
through the coal strike have been 
the outstanding events of the month. 
Dealers generally throughout the wes- 
tern states have hailed the departure 
of OPA regulations with relief as 
being one less item of red tape to 
contend with. There have been some 
subsequent price increases, practic- 
ally all of them reflecting manufac- 
turer’s price changes, but on the whole, 
the retailers have “held the line”, feel- 
ing that any marked increase would 
be unfavorably received by the public. 
One Idaho dealer remarked that cus- 
tomers have suddenly become price 
conscious. Whereas formerly they ac- 
cepted whatever figure was put for- 
ward as a price ceiling, they now 
look critically at the same figure, ques- 
tioning whether or not it is too high. 
For this reason, dealers are doing their 
best to keep prices down. 


Delivery Picture Spotty 


Jobbers say that deliveries improved 
somewhat for a week or two follow- 
ing the release from restrictions, but 
have dropped off to some extent again. 
From both Los Angeles and San Fran- 
cisco areas, it is reported from dealers 
that appliances have been arriving in 
much better volume. Dealers say they 
are being asked how many automatic 
washers they can absorb. This would 
indicate that the acute shortage of 
motors must have eased somewhat. 
On the other hand, one dealer from 
Tucson, Arizona, reports that he was 
recently approached by a traveling 
salesman in “black market” motors, 
covering the Southwest out of Chi- 
cago. A Phoenix manufacturer of 
evaporative coolers got past the motor 
shortage by purchasing 10,000 electric 
churns and using their motors to 
operate his coolers. 

“Not much better”, is the reply from 
the Southwest and Intermountain areas 
in regard to recent deliveries. From 
Salt Lake City comes the comment, 
“Delivery picture worse during Octo- 
ber and early November than in any 
month since the war ended. Outside 
of a few appliances, deliveries have 
been almost nil.” Seattle reports, 
“Little improvement in the November 
delivery picture.” Portland says, “De- 
liveries have increased slightly.” 

To illustrate the fact that the South- 
west is not getting its full share of 
appliances, two dealers in Santa Fe, 
New Mexico, report that their cus- 
tomers, unable to buy appliances 
locally because of no deliveries, bought 
them elsewhere and had them shipped 
in, purchasing a refrigerator in Dal- 
las, two ranges in New York without 
difficulty. The Southwest as a whole 
says there have been no deliveries 
to speak of on washing machines; 
bonafide orders are on hand which 
have remained unfilled since January, 
1945. One dealer in Albuquerque re- 
ports orders totaling 600 electric re- 
frigerators from bonafide customers, 
as against total deliveries of 15 (fif- 
teen is correct) since January 1, 
1946. 

Much concern is felt in all parts of 

(Continued on page 43) 
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Coming Appliance Distributing Problems 
Highlight Pacific Wholesalers’ Meeting 


Credits, purchasing, dealer relation- 


ships, are subjects in three day program 
of West Coast NEWA Convention. 
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n of his salesmen said Mr 
Starkweather He said that most 
butors have on their staffs many 


salesmen who have got to be trained 
very short time to do the all- 


important job that in the past went 
to men with many years of close work 
t the dealers 


Sales Supervision 
close supervision of the sales 
y to provide the men 
ganization and system for their 


rk, but also to keep management 


closely informed about what is going 


n in the field, will be essential. In 
the near future, close contact with 
the salesmen can be of special help 
to the credit department, he stated, 
advising a special report from the 
salesmen to the credit manager, an 
inofficial report stating the observa 
tions of the salesmen on his regular 


2 - - a2 a 
calls. The salesman’s opinion of how 


his dealers are progressing, plus facts 
yn store traffic, displays, neighbor- 
hood opinion, and the dealer’s appear- 
ance and attitude would provide the 


credit man with valuable information 


supplementing official credit reports. 
Distributor Responsibility 


Mr. Starkweather emphasized that 


the distributors and appliance-handling 
wholesalers in the eleven western 
states must take on added responsi- 
bility as they take on a bigger mar- 
ket. Pointing out that these western 
states now have 15.1 percent of the 
nation’s buying potential, compared to 
12.9 percent in 1939, and that 8.9 per- 
cent of that potential is in California 
alone, he said that this was not only 
in unequaled opportunity but also a 
challenge to these distributors to pro- 
vide most efficient method of dis 
tributing. When one of every eleven 
appliances manufactured is destined 
for California, and the fact that only 
' 


nine states have a market larger than 





¢ 


he Los Angeles area, shows up in 
manufacturers’ market analyses, there 
is no longer a question of the impor- 
tance of the western market, and as a 
result, manufacturers are going to 
give much thought to the type of dis 
tribution they are getting in this valu- 
able segment of their market. 


Credit Problems 


Speaking as a seasoned appliance 
listributor’s credit manager, R. L. 
Henry, Gough Industries, Los An- 
geles, told the opening general ses 
sion that the appliance distributor had 
ahead of him six months that would 
be hazardous for appliance credit. The 
dealers that have survived the test to 
now will put through the crucial pe- 
riod between now and early summer 
He warned distributors to pay clos« 
attention to their dealers’ credits dur 
ng that period 

As one aspect of the crucial period 
Mr. Henry advised distributors to hold 
tight to the 10-day payment period 
for their dealers. He said that ther: 
is so much bank credit available today 
that it is not difficult for a dealer to 
finance the small quantity of appli- 
ances which he holds on his floor, and 
that, with the number of time-pay- 
ment plans available from banks and 
commercial institutions, there was no 
need for any dealer to carry his own 


naner 
paper 


“An orphan in the wholesaling busi- 
ness” was the term applied to pur- 
chasing by Harry E. Perl, Oakland, 
wholesaler, in a paper designed for 
both the appliance and supply whole- 


Mr. Perl. Close hand information 
about product design, manufacturin; 
processes, materials and component 
can be extremely valuable in futur 
purchasing duties as well as an inter 
preted report for the sales force. 


Three Day Program 


The program of the Pacific Divi 
sion’s Convention, which lasted thre 
days, included closed sessions for as 
sociation traditiona 
“Dutch Treat” social stag on openins 
night, two afternoon golf programs 
and the Friday evening golf banquet 
Breaking tradition, the wholesalers in 
cluded their ladies at this closing ban 


salers. Mr. Perl pointed to purchasing 
as one of the most important func- 
tions that would keep the wholesale 
a strong competitive position in 
the tuture 


business, the 





“We have been buying because we 
sell—we should buy to sell.” he stated. 
“We must keep foremost in our minds 
the Siamese relationship between ‘turn- 
over and profit’ of ‘buying and sell- 
ing 


quet, thereby warming the social at 
mosphere and cooling the speeches. 
Charles W. Goodwin, G-E Supply 
Corp., San Francisco, and chairman 
of the Pacific Division of NEWA, 
presided at all the meetings. D. A. 
Smith, of the Graham-Reynolds Co., 


In his discussion of buying prac- 
tices, Mr. Perl emphasized the im- 
portance of stock records to prevent 
inventory stagnation—pointing out, 
however, that these records were valu- Los Angeles, was chairman of the 
able only as long as the purchasing convention committee, which included 
man interpreted them, used that in- B. S. Manuel, Westinghouse Electri 
ormation in buying, and at the same ( 


Supply Co., in Los Angeles, and I’. ( 
time passed the knowledge along to Todt. The program was arranged by 


sales and manasemei-t Chas. W. Mathews, with E. E. Kar- 
\n essential background for pu sten, L. E. Starkweather and H. C. 
chasing duties are frequent visits to the Gerster as members of his committee. 

suppliers’ manutacturing plants, said 
—H. J. EMERSON 


4 


- 





AT THE CLOSING SESSION, West Coast wholesalers heard L. E. Starkweather, Leo 
J. Meyberg Co., Los Angeles; T. J. McDonald, electrical manufacturer of Elizabeth 
N. J.; and heard Chas. W. Goodwin, right, chairman of the first post-war Fall Con- 
vention, close one of the most practical meetings in the association's history. 





EXPERTS WHO WERE HEARD by West Coast wholesalers at their Pacific NEWA 
meeting: L. C. McDonald, GE Supply Co., San Francisco; F. T. Letchfield, San Fran- 
cisco banker; Chas. W. Goodwin, GE Supply, San Francisco, and chairman of the 
Pacific Division of NEWA; Elbert Kramer, Pacific Coast Electrical Association; R. L. 
Henry, Gough Industries, Los Angeles. 
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First Farm Electrification Conference 
Draws Industry Groups to Chicago 


400 delegates hear experts 


extol dealer's place in 


future expansion programs 


The 400 delegates to the recent and 
first Farm Electrification Conference 
in Chicago heard speakers reiterate 
the importance of the electrical spe- 
cialty dealer as the hub of all pro- 
jected attempts to spread the use of 
electricity on farms. 

George W. Kable, editor of Elec- 
tricity on the Farm, one of the prime 
movers of the conference, and chair- 
man of the opening session, described 
the dealer as the focal point of rural 
electrification. He set the keynote 
for the conference by describing it 
as a working group, not merely a 
program, that not only advocated 
extension of farm lines but also the 
improved use of electricity after serv- 
ice was installed. 





CORRIDOR CONFERENCE: Clyde O. Carpenter, left, commercial manager of the 


Mr. Kable was elected vice-chai: 
man of the conference for the next 
year. The® first official chairman is 
Hansel Schenck, Indiana Farm Bu- 
reau, Indianapolis, Ind. Secretary- 
treasurer until the elections next year 
is Russell J. Gingles of NEMA. 

What a farm electrification program 
may accomplish was indicated by Dr 
H. C. Ramsower’s recapitulation of 
achievements in Ohio, the farms of 
which are now 84% electrified. Dr 
Hightower, director of Ohio State 
University’s agricultural extension 
service, reviewed the growth of rural 
electrification in his state to its pres- 


ent 230,000 electrified farms from 
16,803 in 1923. Home demonstra- 
tions, he said, were important in show- 


Knoxville Utilities Board, Tenn., talks it over with George W. Kable, editor of 
Electricity on the Farm, and chairman of the conference committee. 





COMPARING NOTES: Four of the delegates at the recent Farm Electrification 


Conference in Chicago's Hotel Sherman compare notes between sessions. Left to 
right: W. A. Pohiman, president of the National Electric Screen Corp.; |. P. Blauser, 
extension agricultural engineer at Ohio State University; Truman E. Heinton, head 
of the’ division ‘of farm electrification of the U. S. Department of Agriculture; and 
E. F. Hauser, executive secretary, Indiana Electric Association, Indianapolis. 
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ing farm wives what could be done 
with electricity; and he stressed the 
economy value of powered equipment 
in today’s era of high farm wages. 
He declared that the present average 
kilowatt hour consumption per month 
per farm is now 200 and predicted 
that this could be raised to 250 in five 
years and 500 in ten years. He rec- 
ommended increased use of literature, 
radio and newspapers to show proper 
electrical equipment uses to the 
farmer. 

Gertrude Dieken, of the Farm Jour- 
nal, revealed the results of studies of 
the amount of work the average farm 
er’s wife performs and declared that 
in view of her tremendous labors it 
is surprising that she is so apathetic 
toward household appliances. “Elec- 
trification . . . can be a revolution in 
living for a group of fine women who 
are producing and training the larger 
share of our future citizens,” Miss 
Dieken concluded. 


Sell the Farmer 


The necessity for selling the farmer 
on the electrification of his farm was 
brought out by Charles G. Pyle, man- 
aging director of NEWA. The key 
man in this job, he said, is the elec- 
trical specialty dealer. He pointed 
out that the farmer needs advice jn 
equipment buying and the dealer must 
know his needs. Since the dealer is 
the best equipped to reach the farm 
market, all other branches of the in- 
dustry—manufacturer, wholesaler, and 
power supplier—should assist him 
with sales training courses, sales man- 
uals, factual data, advertising and pro- 
motional material. 

Good wiring as an essential to suc- 
cessful farm electrification was the 
theme of William A. Ritt, secretary- 
manager of North Central Electrical 
Industries, Minneapolis. Farm wir- 
ing plans should take into considera- 
tion that the farm is an industrial 
plant, he said, and its operation de- 
pends upon a good wiring installation. 

Local agricultural agencies, county 
extension agents, vocational teachers, 
and industry representatives all fit 
into the educational picture, said P. T. 
Montfort, research associate of Texas 
A & M College. Mr. Montfort called 
for continuing instruction in farm 
electrical equipment for agencies 
which contact the farmer. He sug- 
gested courses in agricultural colleges 
of 3 to 16 weeks duration for exten- 
sion agents and teachers and basic 
farm electrification schools of 4 to 8 
weeks for personnel employed by 
power suppliers, distributors and 
dealers. 


Information Group Needed 


F. T. Whiting, vice-president of 
Westinghouse Electric Corp., called 
for the formation of an association 
which would collect and disseminate 
information to the farmer on the use 
of electrical equipment. He pointed 
out that while power is available on 
50 percent of American farms, the 
farmer’s use of this service has not in- 
creased in proportion to its availability. 
Better information in soil heating, 
water pumping, quick freezing, feed 
grinding, hay curing, and other farm 
jobs is necessary, he said, and a farm 
electrification association could serve 
best by determining the farmer’s needs 


and developing equipment to fill those 
needs. The next most important step, 
he added, is the training of electrical 
dealers to properly recommend, and 
install the equipment. 

Further research in the development 
of farm equipment was also advocated 
by Harry J. Reed, dean of the College 
of Agriculture of Purdue University. 
He mentioned investigation into the 
effects of germicidal lamps, electronic 
devices for product sorting and grad- 
ing, insect control through electrical 
devices, and more effective adaptation 
of electrical heating and power equip- 
ment to farm production problems. 


Other Speakers 


A. C. Spurr, president of the Mo- 
nongahela Power Co., Fairmont, 
Va., in a speech delivered by C. H. 
Leatham, vice-president of the utility, 
suggested that power suppliers de- 
velop agricultural development de- 
partments. 

Other speakers included C. H. Lang, 
vice-president of General Electric; Dr. 
W. T. Spanton, chief of agricultural 
education, U. S. Office of Education; 
E. H. Schriefer, Sales Analysis Insti- 
tute, Chicago; and C. E. Brehm, act- 
ing president of the University of 
Tennessee. 


Shrinking Appliance 
Market Predicted 


A warning that the rising cost of 
living would shrink the appliance 
dealer’s market was given to the 550 
dealers, contractors, wholesalers, and 
utility men who attended the recent 
first annual conference of the Nebras- 
ka-Iowa Electrical Council in Omaha. 

Henry Czech, Chicago district man- 
ager for the Westinghouse Electric 
Supply Co., told the dealers that the 
supposedly large savings accounts held 
by workers are fast disappearing. 
“Each time the cost of living goes up 
10 percent, 15,000,000 families are 
eliminated from the market for dur- 
able goods,” he said. “The cost of 
living has risen 20 percent since July 
5 and 50 percent since 1940.” He added 
that when the housing shortage bottle- 
necks are broken new homes will be 
sold fully equipped with electrical ap- 
pliances. Such buying, he told the 
conference, probably will be on the 
installment plan. 


Other Speakers 


Speakers who warned of the com- 
ing buyer’s market were Mr. Czech, 
Fred N. Wolf, Nebraska Power Co., 
secretary of the council; and Ralph W 
Carney, vice-president of the Coleman 
Co., Ine., Wichita, Kansas Other 
speakers included George Deyo. Elec- 
trical Engineering Co., Sioux City, 
Iowa; J. W. Collins, secretary-man- 
ager of the Chicago and Cook County 
chapter of the National Electrical 
Contractors Assn.; and J. M. Ketch, 
staff and field manager of the G-E 
lamp department at Nela Park 

Officers for the coming year are: 
A. V. Sorenson, Midwest Equipment 
Co., Omaha, president; Jack Ward, 
Ward’s Appliance Co., Omaha,. vice- 
president; Sam C. Dodson, Dodson 
Engineering Co., Omaha, second vice- 
president; C. R. Helgensen, Sidles 
Co., Omaha, treasurer; and Mr. Wolf, 
secretary. J. J. Dore is managing 
director. The retiring president, Her- 
bert C. Carlson, Electric , Fixture 
Supply Co., was presented with a 
plaque in recognition of his service. 
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Southeastern Exchange Conference 
Optimistic over Electrical Outlook . 





Expanded Appliance Production, Need for Keener 
Selling Seen; Industry-Wide Cooperation Urged 








































































ptimism was Yrleans Public Service, Inc.; Charles the ‘Modern Kitchen Bureau’ and such 
ent throughout the three-day annua Allen, vice president, Connecticut able men as Ashton Collins and Aug- 
meeting of the Southeastern Electri Power and Light Co., Waterbury ust Yeager covered the cguntry and 
Exchange held Nov. 6, 7 and 8 in Arthur M Field, chief engines preached the gospel of the electric , 
the Biltmore Hotel at Atlanta Charleston Development soard kitchen. But before long gas com- 3 
Keynoted by the opening remarks Charleston, S. ( ind Ward Hart petition declared itself in, and then J. S. SUTHERLAND, shown addressing ALL 
f the organization’s chairman, J. F. n, director of engineering, Nela the oil industry with its modern oil the Southeastern Electric Exchange oo east 
ist, v president, South Carolina Park Engineering Division, General stoves and liquid petroleum gas appli- nual meeting in Atlanta, warned his pres 
Power Ce arleston, speakers Electric, Cleveland ances began to play also. Any pro- hearers of hard selling and heavy com- izati 
t i 1 wid ield roblems rl concluding afternoon sessio1 motion of modern kitchens now means petition ahead. presi 
anging fr t utlo« f el ard R. S. Bell, merchandise super yne short plug for the electrical in- Com 
ical applia s; to aton power! visor Commonwealt & Souther dustry and the rest of the time period 
Phe en program of the meet Corp., New York, speak on “The is devoted to extolling the merits of star instead of just a member of the . 
g featured talks by H. E. Cox, vice Utility and Merchandising”; Dr. | the metal working, wood working, cast.” oP 
esident of the Birmingham Electri N. Kemler, Southern Research Insti linoleum and paint industries We One of the greatest problems of soa 
Co., Birmingham: James T. Coats- tute Birmingham, and Harry M must find some way to get back to the industry, Mr. Sutherland declared, lead 
ortl commercia lirector, Edison Kelley appliar manager Frigi making electricity in the kitchen the is how to get electrical gadgets of mak 
lectric Institute, New York; A. H laire Divis General Motors ¢ 
1ege nanage itilit livisior Dayt 
c Genera : A = Sutherland Stresses Selling , 7 
Chica ut W J. Cas al ing 
rector tion and mublicity Prelim nary to the general sessions —ir 
A Fra x Cla N Britait committee meetings wer eld tour 
panel groups The residential at 2 
Predictions for 1947 presnes~ ania i 1 ayy “ he ard = = ploy 
standing talks by J. S. Sutherland, you 
Mr. Jaeger, speaking on “The Out vice-president and manager of the to 
look for Electrical Appliances”, gave residential and commercial division con 
me forecast 1947 he yf the Alabama Power Company, and will 
said were “best guesses” by the ex E. T. Moore of the Virginia Electric too 
, He 1 slo and Power Company solv 
itout for 1947 Mr. Sutherland warned his hearers of : 
that “because for five years, we have 
Between 4,000,000 and 4,500,000 refrig- hed few if sow aoe appliances, dines 
erators. necessarily mean that the publi “ 
Between 400,000 and 500,000 home freez- stand in line and clamor for re basi 
er units. icements as soon as they are avail this 
A 50 percent increase over the 1941 out- ible “sy 
put in home laundry units. “Don't let tl rness of a small 300 
A 14 percent increase over the 1941 nber ot ill you into the bet 
output in electric ranges elief that uC as a wh ue 1S ers 
A 40 percent increase over the 194! out- aS & electric 2. of 
put in electric water heaters (or a 60 only,” said Mr. Sutherland “The Thi 
percent increase over the 1946 output). want everything they have been de plia 
in dike sind aliiteaes te tik Sie eee prived of for the last five years. But AMONG NOTABLES attending the annual meeting of the Southeastern Electric tair 
nate” enh Wis aan “These t € salesman who gets there first and Exchange at “Atlanta were, left to right, A. H. Jaeger, manager, utilities division, ‘ele 
’ fag hone vs ae tells a good story is going to get th Edison General Electric Appliance Co., Chicago; H. E. Cox, vice-president, Birm- oft 
c = ean AR Tl most of the savings backlog, be it ingham Electric Co., Birmingham; John W. Tally, executive secretary, Southeastern leat 
sie ts alas auto, furniture, gas appliance or many Electric Exchange, and Les M. Taylor, vice-chairman, Southeastern Electric Exchange. onl 
‘ar ae ee ae ee erm i the scor s of n cessitic s or luxuries con 
cliie alll oot tn anaes fat aaliel that the public have had to do with but: 
eet steel and strips produced in 1947 , * } V 
R amet , ay ‘The market exists, there is no is 
—— ve ome, on eer As snag uubt of that, for new homes, appli the 
— Se en in cold rolled ance mortality in old homes and hig! | 
eets and strips. Both types are vital 1 nine ty par 
; wae be ade ervice costs on old equipment provide 
== = : rospects,” he declared, “but they must 
Georgia Power's Program a J y the individual who gets the a 
The lun vaker was Charles “The dealer must lay plans and set er 
A Collier, v president of the Geor- iles promotion machines in gear for wai 
ria Power Co., who outlined his com- every appliance as it appears on the — 
any’s project at Clark’s Hill on the market, and each new gadget leads to Br: 
Savannah River. Municipal franchises, the use of another We may safe! sh 
nortgage financir und wiring plans say that this electrification of the sites 
were discussed at the first afternoon ome is just in its infancy. And eacl anc 
m and the speakers were R. H new gadget must be ‘dovetailed’ with Co 
Fite, vice-president, Florida Power the old to make for harmonious use. a 
nd Light Co. Miami; L. Douglas Return the Electric Kitchen ses 
Meredith, vice president, National Life = 4 gs . 7 
Insurance Company, Montpelier, Vt., “Probably the most widely adver- ; re f : 
id P. E. McCaughey, manager, Na- tised and pictured of all home de- ta age a4 ! - 
tional Adequate Wiring Bureau, New velopment is the so-called modern ss > 
York. kitchen. It really started out some THE WOMEN were present, too. Home service is being discussed here by a bevy te 
The theme of the second day ses- years ago with the electric industry of experts. Left to right they are Miss Fern Snider, Georgia Power Company; Miss lin: 
sion was public relations and adver- carrying the ball and was then known Josephine Parks, Southern regional home economist, Edison General Electric ; 
tising, and the speakers were S. L. as the electric kitchen. We even Appliance Co.; Miss Juanita Cross and Miss Elizabeth Parker, Georgia Power Po 
Jrumm, general sales manager, New created a promotion agency known as Company. Po 
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ALL GENERAL SESSIONS of the South- 
eastern Electric Exchange meeting were 
presided over by J. F. Crist, the organ- 
ization's chairman. Mr. Crist is vice 
president of the South Carolina Power 
Company, Charleston. 


any and all types in the home. When 
this problem is solved successfully, it 
leads to sales contacts and how to 
make them. 


Formula for Sale 


The best formula for successful sell- 
ing is not new, Mr. Sutherland stresses 
—in fact, it’s pretty old. It runs in 
four steps: 

“Get a good line of appliances ; em- 
ploy some intelligent salesmen; train 
your salesmen on the product and how 
to sell it; make plenty of customer 
contacts. If you do these things you 
will find that competition will not be 
too difficult and that you will have 
solved, partially at least, the problem 
of successful load building.” 


Moore Asks Cooperation 


“Approximately 100,000 dealers have 
been franchised to sell appliances in 
this post-war period,” said Mr. Moore. 
“That’s approximately one to each 
300 customers. If there is cooperation 
between dealers, manufacturers, bank- 
ers and others, an estimated business 
of five billion dollars is expected 
That means the average buyer of ap- 
pliances will spend $170. But to at- 
tain that figure, we've got to sell 
‘electric cooking’ instead of the name 
of the range ; home demonstrators must 
learn all types of equipment instead of 
only one, and there must be perfect 
contact between manufacturer, distri- 
butor and dealer.” 

Whether utilities merchandise or not 
is unimportant, he declared, but if 
they do, then it must be done im- 
partially, fairly and cooperatively. 


Home Service Important 


The importance of home service 
work was the theme of S. S. Bradford, 
promotional manager, Potomac Edi 
son Company, Hagerstown, Md. Mr. 
Bradford lamented the shortage oi 
trained home service personnel and 
suggested plans for the improvement 
and extension of work in that field. 
Commercial load building and experi- 
ences in combatting LP-gas competi- 
tion were discussed at the afternoon 
session. 

The agricultural development com- 
mittee heard talks by E. A. Lemons, 
of the Appalachian Electric Power, 
Pulaski, Va.; W. A. Cochran, Jr., Ala- 


SPEAKERS on the first day's session 
compare notes before taking the stand. 
James T. Coatsworth, commercial di- 
rector, Edison Electric Institute, New 
York, (left) chats with E. T. Moore, di- 
rector of residential sales, Virginia Elec- 
tric and Power Company, Richmond. 





EXPERIENCES in combatting LP-gas 
competition was the theme of J. H. 
Keele, assistant general sales manager, 


Florida Power and Light Co., Miami. 


Clemson College; J. S. Hamilton, Vir- 
ginia Electric & Power Co., and J. 
W. Weaver, State College, Raleigh. 

The advertising committee discussed 
publicity angles for utilities, electric 
equipment shows and other means of 
advertising. Speakers were Patrick 
Monaghan, Hotpoint; E. N. Pope, 
Carolina Power and Light Co.; C. M. 
Kilian, Alabama Power Co.; W. J. 
Amoss, New Orleans Public Service, 
Inc., and Ed Raddatz, National As- 
sociation of Electric Companies, Wash- 
ington. 


Vacuum Cleaner Production 
Breaks All Records in October 


October factory sales of domestic 
vacuum cleaners totaled 259,153 units, 
according to a recent announcement 
by C. G. Frantz, secretary-treasurer 
of the Vacuum Cleaner Manufacturers 
Association. The figure, said Mr. 
Frantz, breaks all previous produc- 
tion records. The industry produced 
175,869 cleaners in September of 1941, 
heretofore the highest production 
month. Sales for all of 1941, the in- 
dustry’s record year, were passed in 
the first ten months of 1946 with 
1,763,505 units as compared to 1,670,- 


Refrigerators, Washers and Irons 
Head Southerners’ Want List 


Magazine Survey Shows 
Demand, Buying Plans 


A recent survey by The Progressive 
Farmer, a Southern farm-and-home 
magazine with 1,000,000 subscribers, 
shows that buyers from Virginia to 
Texas are ready to go on a spending 
spree comparable to the efforts of 
Brewster and his well known millions. 

This latest survey of buying in- 
tentions was conducted by Miss Sallie 
Hill, editor of the magazine’s home 
department. 

On the basis of the information ob- 
tained through this survey of a cross 
section of its subscribers, together 
with the further marked increase in 
rural electrification in the South, The 
Progressive Farmer makes some pre- 
dictions that may be of top interest to 
manufacturers, and to Southern whole- 
salers and dealers in the electrical ap- 
pliance industry. The following sum- 
mary of these predictions shows that 
Southern farm families are ready to 
buy electrical appliances and fixtures 
on a scale never -heard of before: 


26 percent want electric refrigerators. 
33 percent want washing machines. 
14 percent want electric ranges. 
33 percent want pressure cookers. 
25 percent want electric irons. 
16 percent want radios. 
10 percent want electric churns. 
9 percent want home freezer units. 
4 percent want electric ironers. 
3 percent want cream separators. 
2 percent want electric mixers. 
| percent want milking machines. 
These figures represent farm wives 
in 14 Southern states—the original 11 
of the Confederacy plus Kentucky, 
Oklahoma and West Virginia. They 
were arrived at by the cross-section 
poll method, a questionnaire having 
been sent to every 100th name on 
The Progressive Farmer subscription 
list. 
Each addressee was asked by Miss 
Hill what items she expected to buy 
when they became available; what 





was needed most for the home, and 
other pertinent questions. The answers 
clearly indicated the trend toward 
electrical living, with electrical ap- 
pliances leading the list by wide mar- 
gins. For instances, replies of ap- 
proximately 1,000 subscribers queried 
in the 14 states showed that: 


Electricity Preferred 


Of the 39.8 percent who expected 
to buy refrigerators, 25.9 percent 
wanted electric refrigerators, com- 
pared with 6.2 percent who wanted oil, 
6.0 percent who wanted ice, and 1.8 
percent who wanted gas refrigerators. 

Of the 37.7 percent who expected 
to buy washing machines, 32.2 wanted 
electric machines, compared with 5.5 
percent who wanted gasoline operated 
machines, 

Of the 36.9 percent who expected to 
buy stoves, 13.3 percent wanted elec- 
tric ranges, compared with 12.6 per- 
cent who wanted wood stoves, 6.3 per- 
cent who wanted kerosene, 3.5 per- 
cent who wanted gasoline and 1.1 
percent who wanted coal-burning 
stoves. 

The figures covering smaller appli- 
ances are proportionately in favor of 
electrical equipment, and the inten- 
tions of the buyers indicate that almost 
every kind of appliance will be pur- 
chased for these farm homes when 
it can be had. 

According to a recent survey made 
for The Progressive Farmer by Cross- 
ley, Inc., 58 percent of Southern fami- 
lies now own their farms, 42.6 percent 
of them 100 acres or more. 


A. F. Rice Dies 
in Airliner Crash 


The crash of an airliner near Bur- 
bank, Cal., on November 13 claimed 
as one of its victims A. F. Rice, man- 
ager of western region appliance sales 
for Rheem Mfg. Co. Mr. Rice held 
various positions in the heating indus- 
try for 25 years prior to the war. 








vy bama Power Co., D. E. Stewart, Caro- 129 for all of 1941. EVEN THE BABY is impressed by the Launderall automatic washer won by his 

te lina Power & Light Co., Raleigh; W. Sales in October of 1946 compared mother, Mrs. James Kennedy of South Ozone Park, N. Y. She took the prize on 

om J. Gillespie, Jr., Appalachian Electric to 216,219 in September and were 15 "Jamaica Day," sponsored by the Chamber of Commerce. The machine was con- 
Power Co.; J. L. Calhoun, Virginia percent greater than August’s 226,060, tributed by the Gertz department store. Mrs. Kennedy's children, assorted sizes, 
Polytechnic Institute; C. H. Stewart, second highest month this year. and her mother queue up eagerly with their garments. 
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left to right; Joe Reisman, Ben Reisman Co., E. Palestine, Ohio; Harry Tock, Handy 
Fixit Shop, Toronto, Ohio; and on the other side, J. R. Cassels, W. F. Nichols and 
T. R. Robinson, all of T. and A. Rogers Co., Barnesville, Ohio. 





BIG TICKET SELLING: Fred Biewener, sales manager of the radio division of Lud- 


COLD SELLING: Demonstrating the new 9 cu. ft. Norge refrigerator at a dealer 
preview is R. C. Connell, sales manager of Hommel's Norge division. 


Dealers are 


wig Hommel Co., demonstrates the new Stromberg-Carlson “Futura” in the com- 


pany showrooms in Pittsburgh. 





GETTING THE SPIEL: Julian Weiner listens with evident satisfaction to the exposi- 


tion of the new Bendix ironer by John H. MacDonald, sales manager of Hommel's 
Bendix Division. 
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BOSS AND SIDEKICK: Ludwig Hommel, president of Ludwig Hommel Co. and a 


real veteran in appliance distribution, and his right hand man, Julian K. Weiner, 
general manager and treasurer of the company. 


Ludwig Hommel Celebrates 


40 Years of Appliance and 


Radio Distribution 


Pittsburgh's "Grand Old Man" of appliance 
wholesaling still directs company policy 


\ company that has been distribut- 
ing electrical appliances for a period 
of forty years has a right to consider 
itself a pioneer in the field. When its 
radius of operations covers four states 
and 38 counties, and its consumer mar- 
ket passes four and a half million 
users, it has been making good use of 
those years. This was the pleasant 
situation in which Ludwig Hommel & 
Co. of Pittsburgh, Pa., found itself 
near the end of 1946. The condition of 
the firm on its fortieth anniversary 
with its payroll numbering more than 
100 employes, was a far cry from 
rented desk space in an office in 1906. 


Hommel at the Helm 


The policies of Ludwig Hommel Co. 
reflect the convictions of its 73-year- 
old founder. Ludwig Hommel be- 
lieves first of all in a distributor re- 
maining a distributor. He has never 
entered the retail field and has no 
intention of doing so. His attitude is 
that factory tie-ups too often put the 
dealer on the spot if he is dealing 
directly with the manufacturer, since 
they result in sporadic deliveries, 
especially in these times. Then, too, 
the matter of credit extension is in- 
volved. The manufacturer cannot hope 
to be as close to the dealer in this 
respect as the distributor is. It all 
boils down to a case of local owner- 
ship in contrast to absentee ownership. 

Ludwig Hommel believes in depart- 
mentalizing. He has a separate sales 
head for each of the four major lines 
handled—Norge, Columbia records, 


Stromberg-Carlson, and Bendix wash- 
ers. Each salesman is a_ specialist 
on the product he represents, and can 


forget about the other wares the firm 
sells. The dealer knows he is work- 
ing with an expert from whom he can 
get satisfaction 


The Ground Floor 


The man who makes Ludwig Hom- 
mel Co. tick was born in Germany 73 
years ago. At 17 he left for America. 
He tried laboratory work, field engi- 
neering and chemical manufacture 
before becoming sales representative 
for several electrical equipment manu- 
facturers. He took this step early 
enough to get in on the ground floor 
of many deals in the electrical in- 
dustry. In 1921, when radio was just 
“peeking over the horizon”, Ludwig 
Hommel placed an order with RCA 
to the amount of $2500. To get an idea 
of what a franchise like that meant 
in the early 20’s, Mr. Hommel sug- 
gests that you add a couple of zeros. 
Those were the days when radio com- 
panies had trouble finding distributors, 
if imagination can reach that far, 

Mr. Hommel still directs the policies 
of his concern, but assistance comes 
from Julian K. Weiner, treasurer and 
general manager, who handles sales 
management, and Lester K. Strauss, 
assistant to the president, who takes 
care of non-selling activities. In addi- 
tion to lines already mentioned, the 
firm handles Phonola record players 
and Westinghouse fluorescent and in- 
candescent lamps. 
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Three NUTONE Push Buttons and 
Three Displays that sell them FOR YOU! 


Here they are! Three new push buttons of Lustron (they glow at night!) to 
make the chime sales-and-profit picture more complete for you. This is year- 
round replacement merchandise . . . always in demand. 

It’s the kind of low-inventory, fast-turnover goods that are easy and profit- 
able to handle. 

Best of all, NUTONE Push Buttons come in counter-display cartons that do 


the selling job for you! You can have immediate delivery from your whole- 
saler. 















> 
pave SLs 
a \, —— Another NUTONE Ferse/ 


—__ NUTONE’S SMART, SELF-DISPENSING DISPLAY (ic 

5 colors!) sells the NUTONE “Modern” Push Button on 
“sight! The button is luminous at night. It's beautiful, by 
day, in black and ivory plastic, with chrome cover that 
conceals the mounting screws. It's durable, rust-proof, 
can’t stain woodwork. The newest idea in push buttons; 
full 3 in. long. 


MODEL STANDARD PACKAGE LIST, EACH 
PB-3 12 bunens in counter displey $1.00 








A COUNTER DISPLAY THAT SELLS the NuTone 
“Round” Push Button. This is a thoroughly tested, new, 
all-luminous plastic button; cannot discolor door frame. 
It has a coil spring that gives positive sliding contact. It’s 
fully insulated. At this price, your customers will want 
one for each door. 


MODEL STANDARD PACKAGE “a 





All products bearing the NUTONE 
trademark are fair-traded in all 
THIS DISPLAY CONTAINER SELLS the NUTONE “Jewel” Push Button. The Pate-Sreite season, 

3-in. button plate is solid brass in the same Colonial style as the NUTONE 
“Jewel” Door Chime; can’t possibly rust. All-plastic button has positive sliding 
contact, is fully insulated, glows in the dark. Night and day, it’s beautiful! 
MODEL STANDARD PACKAGE LIST, EACH 

PB-4 =—s_ 12. buttons in counter display $1.00 


DOOR CHIMES 





NUTONE, INCORPORATED, MERCHANDISE MART, CHICAGO 54; 
200 FIFTH AVE., NEW YORK 10; 931 EAST 31st ST., LOS ANGELES 11; AND TERMINAL SALES BLDG., SEATTLE 1 
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VISUAL MULTI-HEAT SWITCH 


Glows in the dark. No more 
fumbling —guessing! 


100 DIFFERENT TEMPERATURES 


Can be set to the exact temperature 
you want. 


BEAUTIFUL ZIPPER COVER 


Easy to remove. 
Launders perfectly. 


PATENTED FIREPROOF ASBESTOS 
LINING 


Gives extra protection. 


LONG-LIFE HEATING ELEMENT 


Means trouble-free operation...» 
quick, even heating. 


GO MARKET 
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Most Complete Line in the 
Industry. Quick Turnover! 


BIG PROFIT OPPORTUNITIES 
FOR KNAPP-MONARCH DEALERS 


& TEL-A-MATIC HEATING PAD 


Has New, Convenient Features 
Which Make it Easy to Sell! It 
Moves Fast... Piles up Big Profits ! 


In appearance, in features—in every way—the new “KM~ 
Tel-A-Matic Heating Pad is a standout. It instantly attracts 
admiring attention. Women can see its high quality at a glance! 


Just read the advantages listed at the left and you’ll see why 
it’s so easy to sell. It has those appealing “extras” women want! 


This is true of every “KM~ Electrical Servant! All reflect extra cf M~ Tel-A-Matic Iron mM Liquidizer 
quality ...all are engineered to include extra features that a ae ee ce Pics ae 
clinch sales. Get in touch with your “KM~ distributor today aa. CS Seen ARES > 
and discover the advantages ~KeM-~ offers dealers. It’s the . 
most complete and profitable line in the entire industry! Big 
national advertising features the unforgettable RM~ Genie 

. . ties directly to your store! 


KNAPP-MONARCH CO. 


ST. LOUIS 16, MO. 


WEEK JANUARY G—18th, DISPLAY ROOM 1483, MERCHANDISE MART BLDG. 
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. Pop-Up Toaster mM_ Room Heater 
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S* Guaranteed by = 
Good Housekeeping 
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who 


Thit Aeak it ter green Light” cat 


A ; J > serve 

P ad y Ope: 

C : , Th 
USTOMERS know that any product which carries the Guaranty Seal as ge 
has been investigated by Good Housekeeping to determine its genu- Man 
ine value. noun 
pene 

They know that Good Housekeeping offers its own money-back 8 
guarantee for every product and service advertised in its pages. This as he 


special pledge is printed on page 6 in every issue. 

A recent survey by Crossley, famous research authority, proves 
that women give more weight to the Good Housekeeping Seal than 
to any other product endorsement. 


Such confidence is well-founded. For we give this seal to no one. 
The product that has it, earns it. 


Good Housekeeping 


The Homemakers’ Bureau of Standards 
959 8th Avenue, New York 19, N. Y. i 
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DISING 


Rittenhouse Co., Inc. 


Elmer C. Dvorak has been elected 
ice-president in charge of sales and 
idvertising and a member of the board 
yf directors of the Rittenhouse Co., 
Honeoye Falls, N. Y. Mr. Dvorak 
1as directed the sales and advertising 
yf the company since 1945. He was 
previously sales manager of the range 
division at General Electric Co., 
Bridgeport, Conn. 





ELMER C. DVORAK 


Lester D. Catlin, former assistant 
director of manufacturing at Bell Air- 
craft, has been appointed executive 
vice-president and director of manu- 
facturing for Rittenhouse. Mr. Catlin, 


Kelvinator Division, 
Nash-Kelvinator Corp. 


H. A. Valencourt, former manager 
of Kelvinator’s Pittsburgh zone, has 
been appointed eastern regional man- 
ager of the division to succeed the 
late Steele R. Sellers. According to 
Charles T. Lawson, vice-president in 
charge of sales, Mr. Valencourt’s 
Pittsburgh position will be filled by 
Laurence A. Conlin, former house- 





LAURENCE A. CONLIN 


hold sales manager in the Pittsburgh 
zone. Mr. Valencourt joined Kelvin- 
ator in 1940 as zone sales manager in 
Chicago. Mr. Conlin joined the firm 
in 1939 as district manager in Pitts- 








NEW POSITIONS 





Telechron, Inc. 


Four sales appointments were re- 
cently announced by Telechron, Inc. 
Allen Rork, former member of the 





ALLEN RORK 


sales division of the Northern States 
Power Co., has been named to the 
sales staff of the Chicago office from 
which he will cover Minnesota, North 
and South Dakota, and western Wis- 





LESTER D. CATLIN 


who at one time was directing execu- 
tive head of L. D. Catlin and Asso- 
ciates, consulting engineers, will also 
serve on the board of directors. 


Operadio Mfg. Co. 


The appointment of Fred D. Wilson 
as general sales manager of Operadio 
Manufacturing Co. was recently an- 
nounced by J. McWilliams Stone, 
president. Mr. Wilson has been asso- 
ciated with the firm for several years 
as head of jobber sales. Mr. Stone 





FRED D. WILSON 


credits him with obtaining 100 
branches of Westinghouse Electric 
Supply Co. to distribute the com- 
pany’s intercommunication systems, 
public address speakers and sound- 
slide film projectors. 
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H. A. VALENCOURT 


burgh and subsequently was Cleveland 
branch manager and factory regional 
representative. 
selling in 1936. 


He entered appliance 


Bendix Home Appliances, Inc. 


The appointment of E. J. Kanker 
as manager of the department store 
division for Bendix Home Appli- 
ances, Inc., was recently announced 
by W. F. Linville, general manager. 
Mr. Kanker was sales manager of 
the Detroit Vapor Stove Co. from 





E. J. KANKER 


1935 to 1940 and prior to joining 
Bendix was for five years assistant 
general sales manager of the Norge 
Division of Borg-Warner Corp. 
Before that he was with Detroit- 
Michigan Stove Co. 


1946 


LEONARD C, TAYLOR 


consin. Leonard C. Taylor has been 
assigned to the Cleveland office, a 
shift from six years of service in the 
company’s Ashland, Mass., office. 


International Detrola Corp. 


Ralph E. Hunt has been appointed 
works manager of the Universal 
Cooler Division of International De- 
trola Corp., Marion, Ohio, according 
to a recent announcement by F. S. 
McNeal, general manager of the divi- 
sion and vice-president of the corpora- 


Concord Radio Corp. 


New general manager of the Atlanta 
branch of the Concord Radio Corp. is 
Henry L. Wald. According to presi- 





HENRY L. WALD 


dent S. J. Novick, Mr. Wald has 
served in the branch in an executive 
capacity for three years and has been 
with the company for many years in 
various other positions. 





R. L. ROMEYN 
Philco Corp. 


Radcliffe L. Romeyn, who joined 
Philco Corp. last year as merchandis- 
ing and sales promotion manager for 
the export division, has been ap- 
pointed factory export manager, ac- 
cording to Thomas A. Kennally, vice- 
president in charge of sales. 


Traubee Products, Inc. 


Richard H. Roffman, former staff 
member of the New York Journal 





RALPH E. HUNT 


tion. Mr. Hunt, formerly associated 
with Ranco Manufacturing Co. a 
division of Nash-Kelvinator, succeeds 
C. T. Clyne, resigned. He was also 
associated in the past with the Delco 
Products and Frigidaire. 


R. H. ROFFMAN 


American, has been appointed adver- 
tising and sales promotion manager of 
Traubee Products, Inc., 924 Bergen 
St., Brooklyn, N. Y., maker of the 
Time-Saver pressure cooker. 
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VICTOR 


2950 Robertson Ave. 





Heres a fresh Approach ! 


Ventilation is going mass market. ue It’s active 





all year ‘round — January as well as June. 


Victron provides a complete line — models for all 


ot 
4 sectors of this big market — the builder the 


and a sensational new model for window 





ch 
CG 


installation. 


Send your inquiry today. The answer will give you 





Qt 
* * 
a fresh approach to complete user satisfaction 
ss “ 'y, 
= ->) @ e : + 
= <<) = big dealer profits 
“As 
MANUFACTURER OF VICTRON DESK AND PEDESTAL FANS —VICTRON AIR CIRCULATORS=—VICTRON EXHAUST 





N VENTILATING FAN ORTABLE IRONERS—VICTRON F.H.P. MOTORS 


ELECTRIC 


INCORPORATED 


Cincinnati 9, Ohio 


PRODUCTS 
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NEW PosITions | 











Evans Products Co. 


The appointment of William L. 
Shea as Midwest sales and service 
representative of the heating and ap- 
pliance division of Evans Products 
Co., Detroit, was recently announced 





WILLIAM L. SHEA 


by A. W. Shields, division general 
sales manager. Mr. Shea was former- 
ly a sales representative of the Inter- 
state Power Co., Albert Lea, Minn. 


Pemco Corp. 


Two new service engineers were re- 
cently added to the staff of the Pemco 
Corp., Baltimore, Md., in order to 
facilitate the company’s expanding 
production. They are Theodore Buit 
and Harold N. Reed. Mr. Buit, for- 
merly with Norge for 25 years, has 
been assigned to the Michigan-Indiana 
staff. Mr. Reed previously worked 
for the Tyler Fixture Corp. in Niles, 
Mich., and after wartime service in 
the Air Corps, started that company’s 
porcelain enamel department in Wax- 
ahachie, Texas. He will work with the 
Pemco Pennsylvania-Ohio and Ohio- 
Indiana staff. 


Hanovia Chemical and Mfg. Co. 


Edwin Moran, former vice-president 
of Sperti, Inc., has been appointed head 
of industrial and commercial activities 
of the Hanovia Chemical and Mfg. 





EDWIN MORAN 


Co., Newark, N. J., manufacturer of 
ultraviolet generators and _ scientific 
and therapeutic apparatus. Charles 
Engelhard, president of Hanovia as 
well as of Engelhard Industries, made 
the announcement. 
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REG. U. S. PAT. OFF. 


Deluze BABY | 
BOTTLE WARMER 


in TWO-TONE PINK and BLUE 





| 


ie ter; 


6 ie a 


/ 
Dace Times Mer Uae 
a WARMS Baby’s Bottle 
BOILS Egg or Potato - COOKS Baby’s Food 
\SAFE! AUTOMATIC! SANITARY! 


RETAIL PRICE 





HERE’S a unit that makes ordinary 
bottle warmers as obsolete as a bustle. Color- 
ful, streamlined appearance makes it first 
choice of proud parents or doting relatives. 
Exclusive “Thermotrol” design — dual wall 
construction with air-cell insulation—elimi- 
nates danger of burned fingers . . . keeps 
outside cool at all times. Patented “Longlife” 
heating element automatically shuts off 
when water evaporates. Easy to clean—rinse 
with the dishes. No wires to short circuit or 
break. Special leg construction prevents 
marring or scorching of furniture. Yes, it has 
EVERYTHING ... to put you on the profit 
beam with Electresteem! 


ORDER FROM YOUR JOBBER TODAY! 
Advert’ femora in Leading National Benes 0a 




















COMPLETE © 

with : 
Detachable | 
Cord Set f 







AC current 






Steam heat 
from a wall 


” Stastrestenn << Electresteem 








8 BABY-BOTTLE ELECTRIC SERVANT PORTABLE yng. Cheam, ei 
STERILIZER FOR BABY : STEAM radiant fm 
Fr 4 Stee ahee cemeet Berks  papiator | ty, toot AC- 
i Sectors fal say's nests Vaporizer ‘cup. AC current AC-DC current PC current. 
ELECTRIC STEAM RADIATOR CORP. fichican 
Electric Steam Radiator Company of Canada, Lid., Windsor, Ont. © ewe 
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SEASON 
SELLER / 











F, rom heater to fan in 29 seconds ...simply remove heater housing 


All year ’round . . 
weather 


. in any kind of 
Surf SEASON-AIR 
has the same powerful sales ap- 
peal. It does either job—heating 
or cooling —at a moment’s notice. 
Smartly modern in design. . . 
priced low for volume sales... 
SEASON-AIR brings in steady 
profits from January to December. 
Full-scale shipment of SEa- 
SON-AIR still is being delayed 
by material shortages. But keep 
after your distributor and make 
sure you'll be first in your neigh- 
borhood to show—and sELL— 
this all-season profit-getter. G-M 
Laboratories Inc., 4292 N. Knox 
Avenue, Chicago 41, Illinois. 








BEAUTY... Handsome crackle finigh 
e Chrome heater grill e Modern-de- 
sign fan blades e Separate fan guard. 


STABILITY. . . Sturdy all-metal con- 
struction e 744-inch base e Finest 
materials and workmanship. 


UTMLITY... For winter, a 1320-watt 
forced air heater e For summer, a 
10-inch fan with air displacement 

of 500 cu. ft. per minute. 

AT THE HOUSEWARE SHOW! ; 

SEASON.-AIR will be displayed in Space 

# 448, Municipal Auditorium, Atlantic City, 

from January 5 to 10. Don't miss it! 


ECONOMY... Heater and fan COM- 
BINED for one low price. 
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NEW POSITIONS 











ROBERT ZURCHER 


General Mills, Inc. 


Roscoe E. Imhoff, division vice- 
president and general manager for 
home appliances of General Mills, 
Inc., recently announced the appoint- 
ment of three district managers. 
Robert Zurcher was named to the 
Pacific northwest district with head- 
quarters in Portland, Ore. George A. 
Gillespie drew the Pacific central dis- 
trict with headquarters in San Fran- 
cisco. Los Angeles is headquarters 
for George E. Newlin, new manager 
of the Pacific southwest district. 


Personal History 


Mr. Zurcher was recently released 
from the Army as a lieutenant col- 
onel. He was formerly assistant sales 
manager for McKesson & Robbins in 
Portland. Mr. Gillespie was associated 
with Westinghouse for eight years, 
his most recent position being that of 
district appliance manager for north- 
ern California. Mr. Newlin’s 18 years 
of experience with appliances and 
allied lines was gathered in the em- 
ploy of Graybar, Proctor and Easy. 


Lear, Inc. 


Lear, Inc., Grand Rapids, Mich., has 
announced the appointment of Alfred 
T. Johns as production manager of its 
home radio division. Mr. Johns spent 
13 years with Sparks-Withington Co.. 





ALFRED T. JOHNS 


threé years with International 
trola Corp., and one year as production 
manager for John Meck Industries. 


DECEMBER 165, 


G. E. NEWLIN 


De- 


Three New General Mills Appointees 





6. A. GILLESPIE 


Farnsworth Television 


and Radio Corp. 


Hector A. Castellucci, recently 
employed by Paramount Industries, 
Inc., has returned to Farnsworth 


Television and Radio Corp. as assist- 
ant manager of the sales division, ac- 
cording to an announcement by E. H. 
McCarthy, sales manager. During the 





H. A. CASTELLUCCI 


Mr. Castellucci was a Farns- 
worth procurement specialist. He was 
at various times New York sales 
promotion and advertising manager 
with the Grigsby-Grunow Co., eastern 
manager for Universal Cooler Corp., 
sales manager for World Utilities, 
Inc., and assistant eastern manager 
for Servel, Inc. 


war 


Mullins Mfg. Corp. 


Two headquarters men of the 
Youngstown kitchens division of Mul- 
lins Manufacturing Corp. have been 
promoted. They are Robert J. Whit- 
lock, new assistant to Harry A. Arm- 
bright, director of sales training, and 
Clarence T. Fullerman, new assistant 
director of the markets and research 
department under Robert H. Wack. 


Garod Radio Corp. 


Max W. Weintraub, president of the 
Garod Radio Corp., has announced 
the return of Sol Predeger to the com- 
pany’s purchasing division. Mr. Pre- 
deger has spent five of his 18 years in 
the radio business with Garod. In 
addition, William B. Tolsch has been 
appointed to the purchasing division. 
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...with the first really new cleansing principle in 25 years... 


; the Apex “Bouncing Basket’ 


as 
es Entirely new, completely different, far ahead of anything yet developed, 

















“d g ‘ t / the Apex Automatic Washer should be a definite “must” on the list 
Ps Ges this 00 | of every distributor and dealer attending the January show in Chicago. 
er : THE NEW APEX The revolutionary cleansing action of the Apex “Bouncing Basket” 
FOLDING IRONER has been proved in five years of independent tests to set a new standard 

The most important advancement in for effective cleansing. The many other exclusive new features of 

ironer design since the first cabinet-type : , - r 
he ironer was introduced. It has compactness, this amazing product make it the most dramatic, the most saleable 

convenience, ease of operation that will is : e 
a obsolete the conventional ironer. Another home laundry appliance Cver Sten. 
it- ee eer Ao It washes, triple-rinses, damp-dries... 
n- and does what no other washer can do ° 
nd wr 
nt / yy, 
; _ » Fufts the clothes/ 
7 Tle: Teak, of Luallty it _ ? 


he ne SEE IT AT OUR PERMANENT 
m ex DISPLAY SPACE AND OFFICE 
in | sit 1472 MERCHANDISE MART 


APEX ROTAREX CORPORATION, CLEVELAND 10, OHIO 


WASHERS IRONERS 
een 
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7 S.C.M.P.,* that is our plan } 
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We're glad we're in the Sparton clan 


- 
a Vv 
Distribution turns the trick ) 


; fn 


Sparton’s exclusive dealers CLICK! 
_ 


+ 
J 


Our song rolls out from East to West 
J f 
V 
Spartons are cheaper — and they are best 


» 


. —~ 
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Jealous rivals, to a man, 


All envy our Sparton Plan! 


PAGE 70 


Close harmony in the Sparton Farmi 
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Ching 
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You'll find Sparton dealers at Booth 17P-42-43 (17th Floor) during the 
Chicago January Furniture Market, January 6th to l8th, 1947. You're 
cordially invited to stop in and see and hear for yourself why so many voices 
are praising the new Spartons—and why S.C.M.P.* is the most talked of 
selling plan in the business. 


Radio and Appliance Division—Plant 5 
THE SPARKS-WITHINGTON CO., JACKSON, MICH. 


Radio’s Richest Voice Since 1926 


SPARTON CO-OPERATIVE MERCHANDISING PLAN. A proven exclusive 
* e . e @ method of profitably retailing radios and home appliances that has been 


and is being advertised regularly to « s in 


DECEMBER 15, 































DEALER 


parle 


in each community 


Check These 


Profit-Increasing Features 


One exclusive dealer in each area 
Direct factory-to-dealer shipment 
Low consumer prices 


National advertising 


Factory prepared and distributed 
promotion helps 


@ Seasonal promotions 
Uniform retail prices 


@ Products styled by outstanding 
designers 
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HANDYHOT Portable Washer 


Chicago Electric Mfg. Co., 6333 W. 65th 
St., Chicago, 38, lil. 


Device: Handyhot stainless steel por- 
table washer No. XL-5. 

Selling Features: Stainless steel tub 
with white baked enamel cover and 
streamlined black enamel aluminum 
handles; 3-blade aluminum agi- 
tator located close to bottom of tub 
oscillates 84 times a min.; oscil- 
lating agitator action similar to 
large washers; tub has an over- 
flow capacity of 7 gals.; washes up 
to 3 lbs. dry clothes in from 10 
to 15 min.; air-cooled motor; cover 
can be removed at any time with- 
out lifting agitator or disturbing 
clothes. 

Little Magic Wringer also avail- 
able attaches easily to tub; bonder- 
ized steel frame coated with white 
baked enamel; 74 in. wringer with 
adjustable thumb-screw at top to 
control pressure of soft rubber rolls. 
Electrical Merchandising, December 
15, 1946. 
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HOOVER Cleaner 

The Hoover Co., 2300 Willoughby Tower, 
8 So. Michigan Ave., Chicago 3, Ill. 
Device: Deluxe Hoover No. 61. 
Selling Features: Triple action clean- 
ing uses patented air-cushion vibra- 


ELECTRICAL MERCHANDISING—DECEMBER 


PREVIEW OF SOME 1947 PRODUCTS 


You'll see some of these appliances at the Chicago markets in January; 


Others will be ready for early distribution in 1947 


tion that gently dislodges deeply 
imbedded nap-cutting grit and pro- 
longs rug life; patented Hygienisac 
which consists of zipper-closed outer 
bag and a disposal fibrefelt inner 
bag to allow quicker dirt disposal ; 
instant conversion for above-the- 
floor cleaning; dirt finder; no ad- 
justment necessary for complete 
efficiency on thick or thin rugs; 
scientifically designed cleaning tools 
contained in a new kit planned for 
increased convenience in use and 
storage; styled by Henry Dreyfuss 
in brown. 

Model 28, sells for less than model 

















61, and has a cloth bag instead of 
the disposal bag feature in No. 61; 
does have instant conversion same 
as 61 for use with Hoover cleaning 
tools, and the “no adjustment” fea- 
ture to clean thoroughly rugs of 
various thicknesses without making 
any adjustment. 


Electrical Merchandising, December 


15, 1946. 
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BENDIX Dryer 


Bendix Home Appliances, Inc., 3300 W. 


Sample St., So. Bend, 24, Ind. 


Device: 3endix “Quik-Dry” auto- 


matic home dryer. 


Selling Features: Time control 


permits operator to set timer which 
turns off dryer automatically— 
setting is determined by type of 
fabrics; clothes may be removed 
damp, or completely dry; thermo- 
static temperature control makes 
possible varying temperature in 
drying chamber; 18 Ibs. wet clothes 
capacity; damp dries for ironing 
in approximately 45 min. dries for 
storing in approximately 55 min.; 
air is exhausted through port at 
upper right corner at front of cabi- 
net; specially designed centrifugal 
blower turns at 2400 rpm.; cylinder 
turns 50 rpm; interior light illu- 
minates interior; h.p. motor, 110 


15, 1946 


Selling Features: 





volts, 60 cycles drives blower and 
drying cylinder; specially designed 
heater, 4000 watts; full vision, 
waist high lint trap can easily be 
removed for cleaning; satin smooth 
cylinder, rust resistant protects 
clothes ; 4 triangular baffles toss and 
tumble clothes in criss-cross pat- 
tern for fast, uniform drying; 
white, baked enamel exterior; 31 
in. wide, 36 in. high, 25 in. deep, 
not including vent on front. 


Electrical Merchandising, December 


15, 1946. 





SURF Season-Aire 


G-M Laboratories Inc., 4300 N. Knox Ave., 


Chicago, 41, Ill. 


Device: Surf Season-Aire heater- 


fan. 


Converts from 
heater to fan in 29 seconds, giving 
it 4-season utility; detachable heater 
housing with 1320 watt forced air 
heater circulates 140 cu. ft. warm 
air per min.; coils well guarded and 
safe for children; for warm weather 
use heater housing can be removed 
and the device becomes a 10-in. 
3-blade fan delivering 500 cu. ft. 
cool air per min.; separate fan 
guard for safety; all-metal construc- 
tion; chrome trim; modern design; 
weighs only 9 lbs. 6 oz.; portable 
from room to room; operates with- 
out radio interference. 


Electrical Merchandising, December 


15, 1946. 



























































FRIGIDAIRE Water Heaters 


Frigidaire Div., General Motors Corp., 
Dayton, 1, Ohio 

Device: Glass-lined water heaters. 

Selling Features: 30 and 50 gal. 
models with glass-lined tanks for 
installation in soft-water areas 
where acid condition of water ham- 
pers operation of conventional 
models; available with one or two 
heating units which are immersed, 
heating water by direct contact; all 
models thermostatically-controlled ; 
operate automatically; 3 in. spun 
glass wool insulation. 

Electrical Merchandising, December 
15, 1946. 





THERMOSTABLE Heating Pad 


United Thermostable Corp., 16 W. 60th 
St., New York, 23, N. Y. 


Model: No. 3750 heating pad. 

Selling Features: 60 watts, 110 volts, 
ac. or d.c.; 3-fixed positions—low, 
medium, high; pad is enclosed in 
synthetic rubber coated fabric bag; 
2 thermostats with platinum con- 
tacts on bi-metals and screws in plas- 
tic housings; cadmium plated ter- 
minals and screws; elements held 
solidly to body by lock-stitch; all 
stitches bar-tacked; thermostat wire 
64-strands electrolytic copper, asbes- 
tos covered and rayon braided 
8 ft. cord; washable, removable 
cover of cotton backed brushed rayon 
faced fabric in pastel shades, 

Electrical Merchandising, December 
15, 1946. 
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GE Clock 


General Electric Co., Appliance & 
Merchandise Dept., Bridgeport, Cann. 


Device: Deluxe GE alarm clock 
“Morning Glory”. 


Selling Features: Finished in butler 


silver; has melodious bell alarm; 
satin-silver finish accented by gold 
colored fluted feet, numerals and 
hands; cast metal case 64 in. wide, 
4} in. high, 3 in. deep 

Electrical Merchandising, December 
15, 1946 





ROYAL MASTER Heater 
Royal Master Appliance Co., Marion, Ohio 


Device: Model 150 Royal Master 
portable heater. 

selling Features: Totally enclosed 
Nichrome A heating element 1320 
watts, 110-120 volts, a.c.-dc.; air 
is drawn into base through louvers 
forcing heat up through heater giv- 
ing full measure of air circulation; 
3 serrated aluminum reflectors 
spaced correctly pick up air cir- 
culated heat and distributes it 
evenly to give maximum heating 
capacity; plastic trim; 15 in, high, 
134 in. wide, 72 in. deep. 

Electrical Merchandising, December 
15, 1946 
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OSTER Liquefiers 


John Oster Mfg. Co., 1 Main St., 
Racine, Wis. 


Device: Models 10 and 12 liquefiers. 

Selling Features: Both models blend, 
liquefy fruits, vegetables, purees, 
mix malted milks, cocktails, etc.; 
4 stainless steel cutting blades whirl 
at 20,000 rpm.; motor operates on 
a. c. or d. c. 115 volts. Model No. 
10 has a glass container, No. 12 
has a Stainless steel container. 

Electrical Merchandising, December 
15, 1946. 
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MURPHY Grillette 


Murphy Appliance Mfg. Co., 1610 No. 
Vermont Ave., Los Angeles, Celif. 


Device: Murphy Grillette. 

Selling Features: Combination stove, 
broiler, griddle with instant change 
features; will accommodate several 
cooking vessels without crowding 
top surface ; 2-burners equipped with 
2-heat switch control on each unit— 
800 watts high and 200 watts low 
on each burner; one burner supple- 
mented with hinged cast aluminum 
grille 94x94 in which can be used 
for frying and grilling; other burner 
supplemented with nickel plated wire 
rack for toasting, broiling cast alu- 
minum frame; polished aluminum 
finish; top surface 12 x 22 in., 6 in. 
high. 

Electrical Merchandising, December 


15, 1946. 
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APEX Cleaners 
Apex Rotarex Corp., Cleveland, 10, Ohio 


Models: Floor models 600 and 601; 
cylinder models 124 and 140. 

Selling Features: All models equip- 
ped with new Apex lock-tight home 
cleaning tool construction which in- 
sures against tools coming apart 
while in use; and a new swivel 
adapter which makes every clean- 
ing tool a swivel tool; double- 
swivel hose construction that pre- 
vents kinking and twisting ; a super- 
speed rug nozzle with a built-in 
“comb and floating brush”; simple 
to use attachment coupling; floor 
models have other features such as 
revolving brush; high-medium and 
low nozzle adjustment for carpets 
of varying thicknesses; Shaddo-lite ; 
rubber bumper. 





PRODUCTS 


APPLIANCE 


Cylinder models have 4 h.p. motors 
a.c. or d.c.; flexible, reinforced rub- 
ber hose, 8 ft. long; and a complete 
set of cleaning tools. 

Electrical Merchandising, December 
15, 1946. 
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CORY Buffet Queen 


Cory Glass Coffee Brewer Co., 221 N. 
La Salle St., Chicago, 1, Ill. 


Device: Buffet Queen coffee brewer 
service. 

Selling Features: Was serving capa- 
city of 16 cups with complete Regent 
wide-neck Cory coffee brewer and 
an extra decanter; 2-burner stove 
operates on 115 volts, a.c. or d.c., 
with a total wattage of 820—right- 
hand burner has high heat for brew- 
ing and low heat for maintaining 
serving temperature; left-hand burn- 
er has low heat only for serving 
while additional coffee is being 
brewed on right-hand burner; low 
heat is 80 watts ; glass decanters have 
platinum striping with black handles. 

Electrical Merchandising, December 
15, 1946. 








STEADI-GLO Stove 


Appliance Industries of America, 666 N. 
Lake Shore Drive, Chicago, 11, /il. 
Device: Steadi-Glo table top electric 
stove M-102, M-101 and M-100. 

Selling Features: Deluxe model M-102 
has two switches for a complete 
range of cooking heat; M-101 has 
one switch and M-100 comes with- 
out switch; 400 to 1000 watts, 110- 
120 volts, a.c.-d.c.; chromium fin- 
ish with black Bakelite handles. 

Electrical Merchandising, December 
15, 1946. 














SUNBEAM Shavemaster 


Sunbeam Corp., 5600 Roosevelt Rd., 
Chicago, 50, Ill. 


Device: Model S Shavemaster. 
Selling Features: One bigger single 


head with continuous-shaving sur- 
face; oval head shaped to fit every 
contour of face; 2,000th in. holes 
allow beard to enter freely no mat- 
ter how tough; double-edge, hollow- 
ground cutter oscillates within 
comb, making over 12-million shav- 
ing actions per min.; brush-type, 
self-starting, a.c.-d.c. motor ; stream- 
line styling; new Quaker gray with 
chromium trim; steel travelling case 
bound in  wine-colored goatskin 
leatherette with chrome trim. 


Electrical Merchandising, December 


15, 1946. 

















SPROUSE Kitchen Ventilator 


V. E. Sprouse Co., Inc., Columbus, Indiana. 


Device: Sprouse kitchen ventilator. 
Selling Features: Suitable for installa- 


tion on any standard kitchen range; 
easy and inexpensive to install, can be 
used in existing homes as well as 
new home plans; traps grease, cooking 
odors and vapors at source, drawing 
them into louvers of collection hood 
and forcing them down air duct to 
power unit, through another air duct 
to outside without circulation 
throughout house; completely en- 
closed; can be started or stopped at 
flick of switch; power unit contains 
filter, motor and patented Stanamic 
balanced blower wheel enclosed in 
square metal frame. 


Electrical Merchandising, December 15, 
1946. 

















IRONQUEEN Iron 


Lexington Machinery & Development 
Corp., Clifton, N. J. 
Device: Iron Queen, iron. 


Selling Features: Thermostatically 
controlled; consumes 1000-watts; 
weighs 4-lbs; operates on a.c., 115 
volts; newly designed Bakelite han- 
die fits grip snugly; base of handle 
serves as pointer for indicating cor- 
rect heat setting for any fabric; per- 
manently attached cord. 

Electrical Merchandising, December 
15, 19 
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Stewart -Warner 


TELEVISION 


AM-FM COMBINATIONS 


See the new Stewart-Warner Television ... hear Strobo-Sonic Tone in 
the new Stewart-Warner AM-FM table and console radio-phonographs. 





AMERICAN FURNITURE MART, CHICAGO 
SPACE 17/55-56, THE 17TH FLOOR + JANUARY 6 TO 18. 





Stewart -Warner 
# “Od « Ped phonograph . Hp Y. Yd , Y  ( fo SEE 


CHICAGO 14, ILLINOIS 
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GE Clock 


General Electric Co., Appliance & 
Merchandise Dept., Bridgeport, Cann. 


Device: Deluxe GE alarm clock 
“Morning Glory”. 

Selling Features: Finished in butler 
silver; has melodious bell alarm; 
satin-silver finish accented by gold 
colored fluted feet, numerals and 
hands; cast metal case 64 in. wide, 
43 in. high, 3 in. deep 

Electrical Merchandising, December 
15, 1946 





ROYAL MASTER Heater 
Royal Master Appliance Co., Marion, Ohio 


Device Model 150 Royal Master 
portable heater. 

Selling Features: Totally enclosed 
Nichrome A heating element 1320 
watts, 110-120 volts, a.c.-dc.; air 
is drawn into base through louvers 
forcing heat up through heater giv- 
ng full measure of air circulation; 
3} serrated aluminum reflectors 
spaced correctly pick up air cir- 
culated heat and distributes it 
evenly to give maximum heating 
capacity; plastic trim; 15 in. high, 
134 in. wide, 72 in. deep. 

Electrical Merchandising, December 


15, 1946 
+ 





OSTER Liquefiers 


John Oster Mfg. Co., 1 Main St., 
Racine, Wis. 


Device: Models 10 and 12 liquefiers. 

Selling Features: Both models blend, 
liquefy fruits, vegetables, purees, 
mix malted milks, cocktails, etc.; 
4 stainless steel cutting blades whirl 
at 20,000 rpm.; motor operates on 
a. c. or d. c. 115 volts. Model No 
10 has a glass container, No. 12 
has a stainless steel container. 

Electrical Merchandising, December 
15, 1946 
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MURPHY Grillette 


Murphy Appliance Mfg. Co., 1610 No. 
Vermont Ave., Los Angeles, Calif. 


Device: Murphy Grillette. 

Selling Features: Combination stove, 
broiler, griddle with instant change 
features; will accommodate several 
cooking vessels without crowding 
top surface ; 2-burners equipped with 
2-heat switch control on each unit— 
800 watts high and 200 watts low 
on each burner; one burner supple- 
mented with hinged cast aluminum 
grille 94x94 in which can be used 
ior frying and grilling; other burner 
supplemented with nickel plated wire 
rack for toasting, broiling cast alu- 
minum frame; polished aluminum 
finish; top surface 12 x 22 in., 6 in. 
high. 

Electrical Merchandising, December 
15, 1946 
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APEX Cleaners 
Apex Rotarex Corp., Cleveland, 10, Ohio 


Models: Floor models 600 and 601; 
cylinder models 124 and 140. 

Selling Features: All models equip- 
ped with new Apex lock-tight home 
cleaning tool construction which in- 
sures against tools coming apart 
while in use; and a new swivel 
adapter which makes every clean- 
ing tool a swivel tool; double- 
swivel hose construction that pre- 
vents kinking and twisting ; a super- 
speed rug nozzle with a built-in 
“comb and floating brush”; simple 
to use attachment coupling; floor 
models have other features such as 
revolving brush; high-medium and 
low nozzle adjustment for carpets 
of varying thicknesses; Shaddo-lite : 
rubber bumper 





NEW PRODUCTS 


APPLIANCE 


Cylinder models have 4 h.p. motors 
a.c. or d.c.; flexible, reinforced rub- 
ber hose, 8 ft. long; and a complete 
set of cleaning tools. 

Electrical Merchandising, December 
15, 1946. 
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CORY Buffet Queen 


Cory Glass Coffee Brewer Co., 221 N. 
La Salle St., Chicago, 1, Ill. 


Device: Buffet Queen coffee brewer 
service. 

Selling Features: Has serving capa- 
city of 16 cups with complete Regent 
wide-neck Cory coffee brewer and 
an extra decanter; 2-burner stove 
operates on 115 volts, a.c. or d.c., 
with a total wattage of 820—right- 
hand burner has high heat for brew- 
ing and low heat for maintaining 
serving temperature; left-hand burn- 
er has low heat only for serving 
while additional coffee is being 
brewed on right-hand burner; low 
heat is 80 watts ; glass decanters have 
platinum striping with black handles. 

Electrical Merchandising, December 
15, 1946. 








STEADI-GLO Stove 


Appliance Industries of America, 666 N. 
Lake Shore Drive, Chicago, 11, /il. 
Device: Steadi-Glo table top electric 
stove M-102, M-101 and M-100. 

Selling Features: Deluxe model M-102 
has two switches for a complete 
range of cooking heat; M-101 has 
one switch and M-100 comes with- 
out switch; 400 to 1000 watts, 110- 
120 volts, a.c.-d.c.; chromium fin- 
ish with black Bakelite handles. 

Electrical Merchandising, December 
15, 1946. 
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SUNBEAM Shavemaster 


Sunbeam Corp., 5600 Roosevelt Rd., 
Chicago, 50, Ill. 


Device: Model S Shavemaster. 
Selling Features: One bigger single 


head with continuous-shaving sur- 
face; oval head shaped to fit every 
contour of face; 2,000th in. holes 
allow beard to enter freely no mat- 
ter how tough; double-edge, hollow- 
ground cutter oscillates within 
comb, making over 12-million shav- 
ing actions per min.; bruslhi-type, 
self-starting, a.c.-d.c. motor; stream- 
line styling; new Quaker gray with 
chromium trim; steel travelling case 
bound in  wine-colored goatskin 
leatherette with chrome trim. 


Electrical Merchandising, December 


15, 1946. 

















SPROUSE Kitchen Ventilator 
V. E. Sprouse Co., Inc., Columbus, Indiana. 


Device: Sprouse kitchen ventilator. 
Selling Features: Suitable for installa- 


tion on any standard kitchen range; 
easy and inexpensive to install, can be 
used in existing homes as well as 
new home plans; traps grease, cooking 
odors and vapors at source, drawing 
them into louvers of collection hood 
and forcing them down air duct to 
power unit, through another air duct 
to outside without circulation 
throughout house; completely en- 
closed; can be started or stopped at 
flick of switch; power unit contains 
filter, motor and patented Stanamic 
balanced blower wheel enclosed in 
square metal frame. 


Electrical Merchandising, December 15, 


1946. 

















IRONQUEEN Iron 


Lexington Machinery & Development 
Corp., Clifton, N. J. 


Device: Iron Queen, iron. 
Selling Features: 


Thermostatically 
controlled; consumes 1000-watts; 
weighs 4-lbs; operates on a.c., 115 
volts; newly designed Bakelite han- 
dle fits grip snugly; base of handle 
serves as pointer for indicating cor- 
rect heat setting for any fabric; per- 
manently attached cord. 


Electrical Merchandising, December 


15, 1946. 
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TELECHRON Clocks 
Warren Telechron Co., Ashland, Mass. 
Models Knickerbocker, 


and Minitmaster, 
chronous motor. 


Yachtsman, 
self-starting syn- 


Selling Features Knickerbocker, 
early American period clock of 
brown wood with gold top ornament; 
case 11}? in. high, 7? in. wide: blue- 
black hour, minute and timer hands; 
black Roman numerals on white 44 


in. metal dial; gold metal bezel. 








Yachtman, nautical design minia- 
ture ship’s wheel with ivory plastic 
mechanism cover; ivory dial 34 in. 
diam.; gold numeral band with gold 
rim and spokes; blue hands. 





Minitmaster kitchen clock and 
60-min. timer; molded plastic case 
7 in. high, 72 in. wide, 24 in. deep 


in green, red, white or ivory; 44 
in. dial, black numerals, red timer. 











“Pharaoh,” desk or occasional clock 
designed along pyramid lines; brown 
mahogany finish double case; gold 
bezel ; metal dial with satin gold color 
center and numerals on back band; 
54 in. high, 6% in. wide, 32 in. deep. 


PAGE 24 


ELECT 


“Imp” bell-type alarm in mottled gray 
plastic case with a blue inner and 
white outer bezel; 3 in. square dial 
gray background, white characters 
and luminous painted hour dots, gray 
hands have luminous tips. 





“Stateman” white case with gold 
movement cover and back footrest; 
buffed and lacquered gold numeral 
band with etched-in white roman 
numerals; chream-white metal dial; 
buffed and lacquered gold hands: 5% 
in. square, 2? in. deep. 

Electrical Merchandising, December 15, 
1946. 





KISCO Airspray 


Kisco Co., Inc., 39th & Chouteau, « 
St. Louis, 10, Mo. 


Device: Kisco Airspray ‘portable air 
recirculator. 


Selling Features: Provides cool air in 
summer, warm air recirculated in 
winter; 2-tone ivory and green 
plastic finish; graceful styling. 

Electrical Merchandising, December 


15, 1946. 
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GEIER Cleaner 
The P. A. Geier Co., Cleveland 8, O. 
Device: 
186-S. 
Selling Features: Revised model with 


improvements such as swiveled tools 
and an improved dirt filter. 


Electrical Merchandising, December 15, 
1946. 


Royalaire cylinder cleaner No. 


NEW PRODUCTS 


APPLIANCE 





BENDIX Ironer 
Bendix Home Appliances, Inc., 


3300 W. 


Sample St., So. Bend, 24, Ind. 


Device: Bendix Deluxe ironer. 

Selling Features: Incorporates fea- 
tures of rotary over-the-roll and 
under-the-roll type ironers also a 
simplified pressing process for roll- 
type ironers; adjustable lap board 
and an adjustment for leg clear- 
ance; 3 open ends—2 on shoe and 
one on roll; 2 roll speeds; adjust- 
able shoe can be released 4 in. 
from roll; all moving parts lubri- 
cated for life; fully automatic safety 
release; fingertip and adjustable 
knee controls; hinged cover; com- 
pletely enclosed cabinet; 2 auxiliary 
work shelves; white Dulux finish; 
roll is 25 in. long, 64 in. diam.; 
cast iron shoe; 344 in. long, 184 
in. deep; 364 in. high. 

Electrical Merchandising, 
15, 1946. 
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TRANE Air Conditioner 


The Trane Co., La Crosse, Wis. 


Device: Trane Custom-Air Condi- 
tioning System for multi-rooms. 

Selling Features: System consists of 
an individual unit in each room 
space and a separate central system; 
room unit recirculates and filters 
air to offset heat losses or gains 
in space located ; central system sup- 
plies outside air, humidified or de- 
humidified through a high or low 
pressure system of duct work; cen- 
tral system operates independently 
of room units and room units being 
self-powered require no motor 
power from primary air system; 
automatic control; all air is filtered; 
system maintains different air tem- 
peratures in various spaces because 
recirculated air is separated from 
the primary air; it is possible to 
heat in one room and cool in an- 
other; amount of heat provided by 
room units can be cut down or in- 
creased as desired; even without 
central system in operation room 
units circulate air and provide heat- 
ing and cooling. 

Electrical Merchandising, December 
15, 1946. 
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McALLISTER Bagless Cleaner 


Franklin-McAllister Corp., 135 So. La Salle 
St., Chicago, Ill. 


McAllister 4-in-1 





Device : 
cleaner. 

Selling Features: Handles both dry dirt 
in ordinary vacuum cleaning and 
water or other liquids in laundering, 
enabling user to wash, rinse and dry 
rugs, overstuffed furniture, automo- 
bile upholstery, etc., right in place; 
modern aerator blasts clean, fresh, 
filtered air through bedding, rugs, 


vacuum 





clothing; moth-proofer and paint or 
wax sprayer; no filters to replace; 
floating brush dislodges lints, hair 
no matter how deeply imbedded and 
sweeps it forward to be scooped up; 
picks up suds and rinse water ; no bag 
to empty—all dirt is deposited in large 
reservoir, detached and emptied with 
ease; in the dry use it cleans drapes, 
blinds, mouldings; mops and waxes 
bare floors; dusts and cleans lamp- 
shades; moth proofs, humidifies; 
dries hair and air conditions; light 
weight; quiet motor. 

Electrical Merchandising, December 15, 
1946. 
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GUIBERSON Cabinets 
The Guiberson Corp., Dallas, Texas 


Device: 
nets. 

Selling Features: 1-package unit com- 
posed of 7 standard units to fit any 
kitchen, sold singly or in groups of 
units to meet individual needs ; baked 
enamel finish; inlaid linoleum or 
formica plastic work tops; chrome 
plated drawer and cabinet door 
handles; ball bearing mounted 
drawers; bearing mounted sliding 
utensil shelves; garbage receptacle 
built into right hand sink door; re- 
ceptacles for soap, soap powder, pol- 
ishes ; sliding wooden cutting board; 
protected bread and pastry compart- 
ment; sink 18x24x54 in cabinet has 
adjustable chrome plated single out- 
let hot and cold mixing faucet; re- 
cessed bases; rubber door stops. 

Electrical Merchandising, December 
15, 1946 
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MERCHANDISE MART 
MARKET 


JANUARY 6 TO 18-1947 





These are a few of the many lines of housewares and major 
appliances on permanent display (14th and 11th floors) at 





SE MART 
Centered for Efficient Year-Round Buying and Distribution 
CHICAGO 
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NORGE EYE-APPEAL |. 
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Refrigerators—5 Models Gas Ranges—3 Models 


Electric Ranges—2 Models 





Norge household appliances command attention and bring more potential T 
customers into Norge dealers’ stores. Their trim lines and sleek, modern 
styling strike a new high in practical beauty that is winning new acclaim 
for this complete line of major appliances, built to be “THE GREATEST 
VALUES IN THE FIELD’—and spelling bigger profit opportunities 


. . ° bd No 
for Norge dealers in increased sales and greater customer satisfaction. De 
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The Best Dealer in Town 
Sells Norge! 


A BORG-WARNER INDUSTRY 


Norge is the trade-mark of Norge Division, Borg-Warner Corporation, 
Detroit 26, Michigan. In Canada: Addison Industries, Ltd., Toronto, Ontario. 
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WHY TAKE A BATH 


WHEN YOU WANT 


E5 





with only slight 


FINGER PRESSURE 
N 


a) 


oO 
Wh O \) 
STRUGGLING 


COMPLETELY SANITARY ~ MUCH HANDIER 


ORDER NOW-—10 DAY DELIVERY 
Name and Number “JIFFY CUBE,” Model “A” 
Materials Anodised (Blue) Aluminum trays containing 
12 Ethyl cellulose plastic cups. 

List Price, F.O.B. Detroit $2.25 

USUAL TRADE DISCOUNTS 

Packaged | tray complete with 12 cups per box, 72 boxes 
per case weighing 31 Ibs. 

PLASTIC CUPS ONLY — per dozen — List 
















$1.10 





Jiffy Cube’ TRAYS 


FIT MOST ~ 
REFRIGERATORS = NS 





PATENTED AND 
PATENTS PEND. 





1F YOUR JOBBER DOES NOT STOCK 


PLASTRAY CORP. 


FISHER BLDG., DETROIT, MICHIGAN 


MAIL ORDER 
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ELECT APPLIANCE 


NEW PRODUCTS 


SILEX Coffee Maker 
The Silex Co., Hartford 2, Conn. 


Model: 
maker. 


Selling Features: Equipped with chro- 
miumplated, self-timing electric stove; 
comes in 4 to 6 cup, 8-cup and 12-cup 
sizes; Silex flavor-guard filter; 1 
white or black moldex collar, handle, 
upper bowl cover, decanter cover 
and Dippex measurer; chromeplated 
neck band; can be used with or 
without cloth strainer. 

Electrical Merchandising, December 15, 
1946. 


“Sheraton” electric coffee 


























RITTENHOUSE Door Chimes 


The A. E. Rittenhouse Co., Inc., Honeoye 
Falls, N. Y. 


Models: Kitchenette; King Edward 
and Queen Anne. 

Selling Features: Kitchenette is a 
combination clock and door chime 
designed for kitchen installation; 
sounds 2-notes for front door, single 
note for rear door; operates on 10- 
volt transformer; clock plugs into 
110-volt a.c. circuit. 











FREE-WESTINGHOUSE Sewing 
Machines 


Free Sewing Machine Co., Rockford, Ill. 


Models: Free-Westinghouse and New 
Home electric rotary sewing machines. 
Selling Features: Built-in lamp now an 
integral part of machine; automatic 
check spring control releases upper 








King Edward, Westminister chime 
model has plastic housing designed 
around a pale blue plate-glass mir- 
ror; Melody selector permits a 
choice of 3 different melodies—one 
appropriate for party nights; 2-note 
signal for rear door, single note for 
other purposes, adjustable volume 
control and shut-off switch, oper- 
ates on special transformer. 














tension for sewing over bulky mate- 
rials; free spiral gear eliminates 
lubrication for life of machine; light 
switch conveniently located in front 
of bed plate; other features include 
floating presser foot; patented float- 
ing gib hook; sews backward and 
forward; self releasing bobbin 
winder; drop feed for darning; 1350 
stitches per min.; Allen Bradley 
knee control; short _ self-setting 
needle; aluminum head; Free-West- 
inghouse 200 is lightweight portable 
model; 210 and 220 are desk models; 
202 a Hepplewhite console. New 
Home models consist of No. 
600 portable; 210 and 220 desk models 
and 202 Hepplewhite console. 


Electrical Merchandising, December 15, 
1946, 








Queen Anne, hall clock and en- 
trance chime combined in mahogany 
case; chime mechanism same as 
King Edward, in addition clocks 
strikes hours and half hours; oper- 
ates on special transformer supplied 
with chime. 

Electrical Merchandising, December 
15, 1946. 
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NUTONE Door Chimes 


NuTone, Inc., Merchandise Mart, Chicago 
54, lil. 


Model: K-38 “Time-Chime”. 

Selling Features: Combination 2-door 
chime and Telechron electric clock; 
baked-on white enamel cover with 
chrome bezel; 634 in. dial. 








i 
= 


Model: K-40 “Symphonic”. 

Selling Features: 8-note Westminster 
chime 2-door model; walnut-finish 
cover; brassresonator tubes and 
gallery decoration. 


















































Model: K-44 “Majestic”. 

Selling Features: 8-note Westminster 
chime; 2-door model; has Ivory 
plastic cover with indirect hall 
light and brass tubes. 

















“Jefferson” colonial hall clock and 
door chime; mahogany veneer; in- 
cludes Telechron clock and chime, 
both of which operate on same 20 
volt transformer; dial matches the 4 
brass tubes; selector switch to sound 
8 Westminster tones for front door 
or only 4 if desired; 1-tone for rear 
door. 






ELECTR 


_ APPLIANCE 


NEW PRODUCTS 

















“Century” hall clock and chime com- 
bination in modern design; walnut 
veneer dover; Telechron a_ clock 
and chimes operation same 20 volt 
transformer; 4 brass tubes sound 8 
Westminster tones or 4 as desired, 
for front door; single chime for rear 
door. 

Electrical Merchandising, December 15, 
1946. 
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FILTER-QUEEN Cleaner 


Health-Mor Inc., 203 N. Wabash Ave., 
Chicago 1, Ill. 

Model: No. 200 Filter-Queen cleaner. 

Selling Features: No dirt bag to empty 
—a metal pan holds dust; paper cone 
filter dust separator can be thrown 
out each time pan is emptied; sound- 
proofed Black & Decker motor; con- 
sumes approximately 500 watts; floor 
tool designed so that rug is raised 
slightly thus forming a convex ridge 
under opening of floor tool, which 
tends to spread nap and release deep 
dirt; floating brush picks up hair, 
lint, etc.; Lock-tite connections; A 
demother gives positive moth control. 

Electric al Merchandising, December 15, 
1946. 

















AMERICAN BEAUTY Iron 


American Electrical Heater Co., 
6110 Cass Ave., Detroit 2, Mich. 


Device: American Beauty iron No. 
77-AB. 

Selling Features: Adjustable-automatic 
Thermoscopic type iron; Thermo- 
scope is a temperature-indicating de- 
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vice with fabric dial calibrated 
rayon, silk, wool, cotton, linen in- 
dicating temperature ranges con- 
sidered safe for various fabrics in- 
dicated; control lever responds to 
fingertip adjustment for any heat 
from lowest to highest directional 


arrows marked “hotter” and “colder” 


molded plastic handle shaped to fit 
hand comfortably is made in 3 sec- 
tions—rear section houses terminal 
connections, and is made with special 
block to relieve strain on cord con- 
nections and has manually-remov- 
able cover plate; rounded-edge sole- 
plate. 


Electrical Merchandising, December 


15, 1946. 





ROYAL MASTER Broiler 
Royal Master Appliance Co., Marion, Ohio 


Device: Royal Master table broiler. 
Selling Features: Broils, fries, cooks 


and warms buns; cast aluminum 
top and tray with simulated ham- 
mered finish; 20 in. long, 104 in. 
wide, 54 in. high; comes complete 
with grill platter, broiler rack and 
cord set; provides 3-heats: 1400 
watts high; 850 watts, medium; and 
550 watts low; operates on 110-120 
volts a.c.-d.c.; heat resistant plastic 
handles also serve as stands for 
broiler—no knobs or legs. 


Electrical Merchandising, December 
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STEADI-GLO Pulmanette 


Appliance Industries of America, 666 N. 


Lake Shore Drive, Chicago, 11, lil. 


Device: Model PA-2 Pulmanette elec- 


tric stove. 


Selling Features: Has complete range 


of 6 cooking heats from brewing 
coffee to complete meals; 2 burners 
—300 to 1600 watts, 110-120 volts, 
a.c.-d.c.; streamlined design; black 
and white heavy duty baked enamel 
finish; Bakelite heat resistant 
handles; ample storage space for 
utensils. 


Electrical Merchandising, December 


15, 1946. 

















NITEAIR Window Fan 
The Lau Blower Co., Dayton, 7, Ohio 


Device: New light-weight 18 in. Nite- 
air window fan. 

Selling Features Streamlined and 
finished in 2-tone baked enamel; 
equipped with 3-speed motor and 
special Lau-designed blades; base 
bracket cushion-mounted with rub- 
ber spot treads to eliminate noise 
and vibration; with 2 lengths 
of chain the fan can be sus- 
pended from window frame at 
desired air-directing angle up or 
down; plugs into any outlet; com- 
pact, only 7 11/16 in. deep; wire 
guards protect front of fan; delivers 
1800 cfm 

Electrical Merchandising, December 


15, 1946. 





FAYSON Heater 


Beacon Industries Inc., 22 W. 23rd St., 
New York, 10, N. Y. 


Device: Fayson circular heaters. 

Selling Features: Curved reflectors 
provide radiant heat from both sides 
casting 2 beams of heat in opposite 
directions ; open type elements create 
natural flow of heated air from unit; 
1320 watt unit, 110 volts, a.c. d.c.; 
heavy gauge sheet steel ; nickel chro- 
mium units; chrome plated guards; 
11 in. circular 204 in. high. 

Electrical Merchandising, December 
15, 1946. 














SELECTRON Clock 


Arnold Clock Corp., 189 Sunrise High- 
way, Rockville Centre, L. I. N. Y. 


Device: Selectron clock with built-in 
time switch to turn radios and other 
appliances on and off; self-starting, 
automatic, requires no winding; 
maroon non-shatterable Celenese 
plastic case. 

Electrical Merchandising, December 
15, 1946. 
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MORE GOOD PRODUCTS—backed by a well- 
known nationally advertised name—to make 
more money for radio and appliance stores. 
MORE PRODUCT QUALITY at low prices—more 
for your customer's money—as a result of 


better engineering and more efficient manu- 
facturing. 


MORE PROFIT OPPORTUNITIESSor your-because 
you can merchandise a group 


and make multiple sales to a big mass market. 


> is the name on prot-buitding prcliees from © 


a 
NOBLITT-SPARKS INDUSTRIES, ‘INC, “Columbus, ar 


Radios « Electric Irons and Appliances « Metal-Chrome Dinette Sets 
Outdoor Metal Furniture « ironing Tables « Cas Heaters. 
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QUAKER Oil Heater 


Quaker Mfg. Co., 223 W. Erie St., 
Chicago, 10, Iil. 


Model: Quaker “3210” 

Selling Features: Equipped with 
Quakertrol unit that overcomes 
chimney deficiencies saves fuel costs 
by synchronizing flow of air with 
flow of oil at every flame setting; 
furniture styling. 

Electrical Merchandising, December 
15, 1946. 





SAMSON Table Range 
Samson United Corp., Rochester, 10, N. Y. 


Device Samson Tempo-Flex table 
ranges 3146-N and 3346-N. 

Selling Features: Equipped with ther- 
mostatic control adjustable to close 
variations of heat settings provid- 
ing almost hair-line graduations of 
heat from 200 to 600 degs. for 
correct-temperature cooking by 
simply turning control dial; thermo- 
stat, actuated by cooking surface 
temperatures, turns current on and 
off automatically and maintains in- 
dicated heat constantly; 3146-N 
double unit available in white enam- 
el finish or in stainless steel; 
3346-N, single unit in white enamel 
finish ; single burner model has 1000 
watt unit; double burner model has 
high speed grid on right, 1000 watts, 
medium speed grid on left, 650 
watts; 110-120 volts, a.c. only 

Electrical Merchandising, 
15, 1946 
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ELECTRESTEEM Bottle Warmer 


Electric Steam Radiator Corp., 
Detroit, Mich. 


Device: Deluxe baby bottle warmer. 


Selling Features: 2-tone pink and blue 


‘steamproof plastic; warms baby’s 
bottle, boils egg or potato, cooks 
baby’s food; “Thermotrol” design; 
dual wall construction with air-cell 
insulation; “longlife” heating element 
automatically shuts off when water 
evaporates. 


Electrical Merchandising, December 15, 


1946. ah 
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GUIBERSON Oil Heater 

The Guiberson Corp., Dallas, Texas 

Device: DC-500 oil burner heater. 

Selling Feature Natural draft cir- 
culator; special grill for natural 
——— m ; convenient dial-type 
burner control; double front doors 
open for instant radiant heat; hu- 
midifier provides correct humidity 
for health and comfort ; brown oven- 
baked enamel with wrinkle finish; 5 
gal. tank capacity; burns No. 1 
fuel oil, distillate or kerosene ; stand- 
ard equipment includes level meter- 
ing valve, fuel tank gage; self-clos- 
ing lighter door. 

Electrical Merchandising, December 
15, 1946 
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DUO-THERM Oil Furnaces 


Duo-Therm Div., Motor Wheel Corp., 
Lansing, 3, Mich. 


Device: Duo-Therm automatic fuel 
oil furnaces—standard, underneath- 
blower type and deluxe models. 

Selling Features: Dual chamber 
burner has complete flame control 
from a low to a high fire, gives 
constant flow of heat and has no 
moving parts; Comfort Selector 
automatic thermostat gives finger- 
tip control of flame adjustment; 
quick-transfer heat chamber of 
lightweight steel with special alumi- 
num finish for long life; allows for 
no heat-lag, picks up heat fast, 
sends it out in seconds; constant 
level oil control with Magic Pilot; 
economizer flue; large capacity hu- 
midifiers ; automatic draft regulator. 
Standard furnace for small, low- 
cost homes, available in 3 sizes and 
capacities with manual or auto- 
matic controls; Sun-tan finish. 
Underneath-blower furnace in 2 
sizes for homes with no basement 
or extra space to spare—filters, and 
circulates waves of warm air 
throughout entire house. 


15, 1946 


NEW PRODUCTS 


APPLIANCE 





DeLuxe furnace has complete 
blower-filter unit in rear compart- 
ment; available in 3 sizes; finished 
in Sun-tan enamel, 

Electrical Merchandising, December 
15, 1946. 
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ARMSTRONG Heater 


Armstrong Products Inc., Huntington, 12, 
W. Va. 


Device: Model 616 Armstrong port- 
able heater. 

Selling Features: UHeats by radiation 
and circulation; 1320 watts 110-115 
volts, a.c. or d.c.; walnut or ivory 
porcelain enamel body with chrome- 
plated reflector; equipped with car- 
rying handle and 6 ft. heavily in- 
sulated cord; 14} in. wide, 19 in. 
high, 9 in. deep. 

Electrical Merchandising, December 
15, 1946. 
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BAR-BROOK Window Fan 


Shreveport Engineering Co., 1553 Texas 
Ave., Shreveport, La. 


Windo - Wind 


Devices Bar- 3rook 
window fan. 

Selling Features:Die-stamped louvers 
resemble venetian blinds and act as 
safety guard; unit built around 
specially designed fan motor which 
includes 1-piece rotor; forward hous- 
ing construction and built-in thermal 
overload control; forward housing 
serves as hub for fan blade, eliminat- 
ing belt or pulley drive; aerody- 
namically designed blades for low 
speed operation and prevents high 
velocity turbulence and noise; fan 
580 rpm high speed displaces 5500 
cfm; low speed 380 rpm, displaces 
3200 cfm; only 5% in. thick, fan ex- 
tends into room only slightly. 

Electrical Merchandising, December 15, 
1946. 











ROTOSWITCH 


Wolcod Corp., 16 W. 60th St., New York, 
2a, &. ¥ 


Device: 3-way “feed-through” Roto- 
switch of urea plastic. 

Selling Features: Indicator of rotor 
facing has large raised balls which 
indicate the 3 fixed positions; fits in 
palm of hand; adjustment easily 
made in dark by “finger-touch” 
alone; strain relief gripping wires 
on both ends incorporated in switch ; 
rounded ends of switch on both ends 
prevent friction between cord and 
plastic body; comes in variety of 
pastel colors; streamline design; 1 
amp—250 volts; 3 amps. 125 volts; 
a.c. and d.c. 


Electrical Merchandising, December 
15, 1946. 








HEET-WEL Roaster 


Welko Inc., 219 W. Chicago Ave., 
Chicago, 10, Ill. 


Device: Model 3000. 


Selling Features: 10 in. diam., 8 in. 
high; 500 watts, a.c. only; thermo- 
statically controlled; all parts are 
aluminum except shell which is cor- 
rugated steel, chromeplated ; black 
legs and handles; space between shell 
and food container has rock wool in- 
sulation. 

Electrical Merchandising, December 
15, 1946. 

















JIFFY Iron 


The Ambory Corp., 21325 Stephenson 
Highway, Hazel Park, Mich. 


Device: Jiffy iron 

Selling Features: Thumb-touch heat 
control permits easy adjustment to 
any desired fabric heat; molded plas- 
tic handle fits hand naturally, guards 
against strain; baffle between handle 
and iron keeps heat where it be- 
longs; 115 volts; a.c. only; weighs 
3 lbs., 4 oz. 

Electrical Merchandising, December 
15, 1946. 


PAGE 31 





















































































































the -GROSLEY Shelvador* is the greatest labor saving refrigeration feature 


The Shelvador* is the only refrigerator door 
that is a convenience instead of a nuisance. It 
brings twice as much food within easy reach. 

No other refrigerator door performs this 


necessary service. An exclusive Crosley feature. « « « the exclusive -GROSELEY¥ Shelvador* 
has proved to be 


WORTH MORE TO THE HOUSEWIFE and WILL 
BE WORTH MORE MONEY TO YOU The Crosley Shelvador* has every feature that can be found in an 


ordinary refrigerator. It cannot be excelled in strength of construction, economy of 
operation and beauty of design. The exclusive Crosley Shelvador* is the only refriger- 
ator that does not need a sales talk. 

A glance shows that it does eliminate the annoying, time wasting, tiring work of 
removing or storing the bottles, packages and jars and small items usually stored 
against that “hard to get at’ back shelf space. This is the greatest sales feature in 
refrigeration. The Crosley Shelvador* is worth more money to the housewife. You 
make a higher unit sale with less sales effort when you show a Crosley Shelvador.* 
Here is your greatest profit opportunity in refrigeration for 1947. See the Crosley 
at the Shelvador* on display at the Crosley exhibit. 








ed space 
CHICAGO HOME FURNISHING MARKET 535-536 
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thé 


# th? 
and ani? oF it fo" 


complete CROSLEY. “12/ 


\ 


@Television, F. M. (Frequency Modulation), Stand- 
ard Broadcast, Shortwave, Record Player, Automatic 
Record Changer, Floating Jewel** Tone System, all in 
a Handsome Cabinet. 


there are other new -GROSLEY 
radios on display 


See the Crosley table radios and table radio-phonos; 


Crosley, new and exclusive, radio-phono consoles; 
and the new Crosley portables— 





visit the complete 


ECROSELEY 


modern kitchen 
space 535-536A 














PREVIEW os the entertainment receiver that has everything 


00 


® Crosley Shelvador* Refrigerators 
® Crosley Deluxe Gas Ranges 

® Crosley Deluxe Electric Ranges | 
® Crosley Deluxe Washers 

@ Crosley Home Freezer 


@ Crosley Kitchen Cabinets and Sinks 








“TRADE MARK REG. U. S. PAT. OFF 


ovatanTes Division of The Aviation Corporation 
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ELECT APPLIANCE 


NEW PRODUCTS 


unit; 3-heat variation for each 
burner; controlled by 4 switches; 
chromeplated top, baked white ena- 
mel lower body with louver vents; 
Nickel chrome elements enclosed in 
special glazed heat resisting ceramic 
brick, 110-125 volts; ac. or dc., 
highest heat 670 watts; carrying ( 
handles on both sides; 164-in. long, 

94 in. wide, 54 in. high, weighs 











about 8 Ibs. M 
Electrical Merchandising, December Se 
15, 1946. 3 
SEE THEM AT THE SHOW v 
JANUARY 6-18 SAMSON Safe-Flex Fan 
ROOM 1450 MERCHANDISE MART Samson United Corp., Rochester, 10, N. Y. n 
CHICAGO, ILLINOIS Model: Samson Safe-Flex rubber- 
bladed fan No. 1244-N. 
Selling Features: 12 in., oscillating, 


2-speeds; 4 flexible rubber blades, 
harmless if touched in motion; 
available for desk or wall mounting; 
for 110-120 volts, 50-60 cycles, a.c. 
only; 60 watts; 1500 rpm; 950 cfm 
on high speed—800 cim on low 
speed ; brown plastic base and motor 
housing; beige enamel metal base 
arm and nose-piece; rubber blades 
of mottled 2-tone brown. 

lectrical Merchandising, December 


15, 1946 DURO TEST Heater 
v Duro Test Corp., North Bergen, N. J. 

















Device: “Ray Diator” infra red port- 
able heater. 

Selling Features: Equipped with 4-250- 
watt natural ruby infra red lamps 
and is designed to meet needs for 
heating in homes, offices, etc.; is 
recommended by manufacturers for 
use in nurseries, bathrooms, laun- 
dries; speeds drying hair, defrost- 
ing refrigerators, drying clothes and E 
dishes; individual bulbs easily re- 
movable and replaceable; operated 
on ac. or dc. current; equipped 
with 10-ft. cord that can be plugged 
into any outlet; 2-switches control 

, heat depending upon whether 500 

RHEEM Attic Fan or 1000 watts are desired; available 

Rheem Mfg. Co., 570 Lexington Ave., in 4 colors—ivory, coral, green and 
N. Y. 22, N. Y. walnut. 


; : tlectrical Merchandising, December 

Device: Rheem attic fan, series 2900. 15. 1946 

Selling Features: Designed for installa- 
tion in homes, stores, etc.; all-steel v 
case finished in baked enamel; case 
forms part of attic window box; 
streamlined Venturi outlet; precision 
balanced blades; rubber mounted 
bearings; rigid jib-welded hub assem- 
bly; long-life V-belt drive; rubber- 
mounted Rheem motor; out-of-air- 
stream motor location; flexible oper- 
ation—either manual or automatic 
controls. 
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Electrical Merchandising, December 15, 
1946 
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HEET-WEL Heater 


Welko Inc., 219 Chicago Ave., Chicago, 


0, il. 


Device: No. 1000 heater. 

Selling Features: 1000 watt unit, a.c. 
or dc., 110 to 120 volts; element 
is 102 in. long, 1 in. diam; chrome- 
plated reflector; free flow of air is 





accomplished by use of louvres; steel 
JADE Hotplate wire, cadium plated guard; black 
" phenolic handle; chrome trim; 
P 20 A ACTURERS OF AME _ ee Dethe N a _ brown crackle or white baked ena- 
——— Gieg:: — ‘a Se mel finish; weighs 9t Ibs; 17 in. 

SEWING MACHINES Device: Jade 2-burner hotplate No. high, 13 in. wide, 10 in. deep. 
501-A. Electrical Merchandising, December 

Selling Features: Detachable 2-piece 15, 19-6. 
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G-E Television Sets 


General Electric Co., Receiver Div., 
Bridgeport, Conn. 


Models: No. 801 and 901. 


Selling Features: Model 801 direct 
view receiver produces a 10-in, pic- 
ture and is capable of tuning all 13 
television channels; will also receive 
AM programs; mahogany cabinet 
with large multi-weave grille. 





No. 901 deluxe, all-purpose home 
television set receives programs on 
all 13 channels and has AM and 
low band FM and 2. short-wave 
bands; automatic record player 
equipped with new GE electronic 
reproducer ; mahogany cabinet ; mul- 
ti-weave grille. 


Electrical Merchandising, December 


15, 1946. 














MOTOROLA Radio-Phonos 


Galvin Mfg. Corp., 4545 Augusta Bivd., 


Chicago, 51, /il. 


Models Radi ) phono consoles 95F33, 


95F31B, 75F31 and 65F21. 


Selling Features: Model 95F33 auto- 


matic: radio-phono  Roil-O-Matic, 
handles ten 10-in. or eight 12-in. 
records; 3-bands; a.c. superhet; 6 
push buttons; special built-in FM 
antenna; tone control; walnut ve- 
neer cabinet. 

95F31B automatic radio-phono 
changes 10-10 in. or 8-12 in. records; 
6 push buttons; 3 bands ; FM, stand- 
ard broadcast and short wave; 
modern blonde finish. 
75F31 radio-phono changes 10-10 in. 
or 8-12 in. records; 3. bands; 
standard, shortwave and FM; ac. 
superhet; 6 push buttons; special 
built-in FM antenna; tone control; 
walnut veneer cabinet. 
65F21 phono-radio changes 10-10 in. 





NEW RADIO 


or 8-12 in records; 2 bands, a.c.: 
tone control; “Aero-Vane” loop; 
walnut veneer cabinet. 


Electrical Merchandising, December 
15, 1946. 





STROMBERG-CARLSON 
Radio-Phono 


Stromberg-Carlson Co., Rochester, N. Y. 
Model: Autograph No. 1135PL radio- 


phonograph with FM. 


Selling Features: Provides FM re- 


ception with short wave and stand- 
ard bands; push-button tuning for 
both FM and standard; electric eye 
for accurate manual tuning; sepa- 
rate base and treble controls; high- 
fidelity record reproduction; acous- 
tical labyrinth and  Carpinchoe 
speaker bring programs and record 
reproduction true in tone and mu- 
sical balance. Automatic record- 
changer plays intermixed 10 and 
12 in. records; wide-range crystal 
cartridge equipped for long-life re- 
placeable needle; feather-light pick- 
up; Chippendale cabinet; front 
operation for both radio and records. 


Electrical Merchandising December 


15, 1946. 











CLARION Portable Radio 


Warwick Mfg. Corp., 4640 W. Harrison 


St., Chicago, 44, lil. 


Device No. 11011 Clarion portable 


radio “The Holiday”. 


Selling Features: Lightweight, 3-way 


superhet portable; covered in sport 
style luggage fabric with plastic 
grill and recessed control knobs; 
uses newly developed Selenium 
type dry disc rectifier in place of 
ordinary rectifier ; large super-inter- 
ceptor loop antenna; built-in around 
frame; 10} in. high, 104 in. wide, 
58 in. deep. 


Electrical Merchandising, December 


15, 1940. 
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JEWEL Radio-Clock 


Jewel Radio Corp., 583 Avenue of Americas, 


New York 11, N. Y. 


Device: Jewel “Pin-Up” combination 


radio and clock. 


Selling Features: 4 tube a.c.-d.c. plus 
Jewel “Miracle Rectifier” in modern 
superhet circuit; standard band; Al- 
nico 5 speaker, available in cabinets 
to fit any room in house in a variety 
of colors and finishes. 

Electrical Merchandising, December 15, 
1946. 














JEWEL Table Radios 


Jewel Radio Corp., 583 Avenue of Americas, 
New York 11, N. Y. 


Vodels: No. 501, 502, 503 and 504 table 
radios. 

Selling Features: 11 models a. c.-d. c. 
superhets ; 1120-120 volts, 60 cygles; 
self-contained hi-Q loop antenna; 
uses 4 tubes plus the Jewel Miracle 
rectifier; clear vision slide rule dial 
with pilot light; standard broadcast, 
550 to 1700 kc; Alnico 5 in. speaker ; 
No. 5 cabinet; No. 502 Masonite 
cabinet with light Italian walnut fin- 
ish; No. 503, Lucite cabinite in a 
variety of 2-tone color combinations ; 
No. 504, all-wood cabinet. 

Electrical Merchandising, December 15, 
1946. 























G-E Radio 


General Electric Co., Receiver Div., 

: Bridgeport, Conn. 

Device: Table radio-phono combina- 
tion model 303. 

Selling Features 6-tube superhet; 
105-125 volts, a.c., 60 cycles; stand- 
ard band, 540 to 1600 ke. : 6 in. loud 
speaker, Alnico P.M., G. E. record 
changer model Pl, magnetic type 
pickup 


Electrical Merchandising, December 
15, 1946. 





G-E Record Player 


General Electric Co., Bridgeport, Conn. 


Model: No. 12 table record player 


Selling Features: 4-tube amplifier and 


manually-operated record — player; 
featuring GE Electronic Reproducer ; 
105-125 volts, a. c. 60 cycles; 65 
watts; 2.5 watts undistorted power 
output; Alnico PM _ loudspeaker; 
magnetic type pickup; wood cabinet. 


Electrical Merchandising, December 15, 


1946. 
v 

















ELECTRO-TONE Radio-Phono 


Electro-Tone Corp., 221 Hudson St., 
Hoboken, N. J. 


Device: Electro-Tone table model 


automatic radio-phono No. 555 


Selling Features: Equipped with 6 


tube superhet; 1l-band, 535 to 1700 
ke: Alnico V 6 in speaker - 2-watt 
output; iron core transformers; 
AVC; continuously variable tone 
control; enclosed loop; slide rule 
dial; Seeburg 2-post automatic rec 
ord changer plays 10-12 or 12-10 
in. records; featherweight crystal 
pickup; Mahogany or walnut cabi 
net, 


Electrical Merchandising, December 


15, 1946. 
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A Vaporizing Ol Fernace Without 
Electric Ignition Is Like an 
Automobile Without a Self Starter 








Oil Burning 
Floor Furnace — The 
“Daddy” of Them All! 





The Perfect Solution 
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Basement Type 
Winter Air Conditioner 
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This © Sal 
: xc] Gles Conversion Oil Burner— 
Is One Mere : 2 Lj Stor y! No Other Has Electric Ig- 
SO m ides H "Porta ane tel Caty " nition & NoMovingParts 
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eer BURNER CO. 
Representatives ‘ 
Utility Room(OrCloset) 


in Principal Sam Barats se CALIPORmia 
Cities _ Winter Air Conditioner 


A REAL PROFIT BUILDER 
FOR APPLIANCE DEALERS 


H. C. Little Floor Furnaces, Circulating Heaters and 
Winter Air Conditioners are completely assembled at- 
the factory in compact units which include all controls. 
Therefore, you can see why they are merchandised j just | 


many other major a gee: Sia quite often at a 
higher NET 


dealers sell H.C. Little « ofapesaice our 
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MOTOROLA Portable Radio 
Galvin Mfg. Corp., 4545 Augusta Bivd., 


Chicago, 51, Ill. 












LA“VE 


NEW RADIO PRODUCTS 


EP-247 plays 10- and 12-in. records 
with cover closed; 2-tube amplifier 
with Alnico PM speaker, crystal pick- 
up arm; on-off volume control switch; 
blonde or walnut finish. 


Electrical Merchandising, December 15 
1946. 

















| Model: Playmate Jr. portable radio. 
| Selling Features: Small 3-power 
| a.c.-d.c. 


in handy, compact case. 


Electrical Merchandising, 
15, 1946. 


battery-operated portable 


TRELA Record Changer 


Sonata Electronic Corp., 624 S$. Michigan 
December 


Ave., Chicago, Ill. 





Z, 








Device: Trela automatic 
record changer No. R 
Selling Features: May be loaded with 
as many as 12 records and will 
broadcast them from remote point 
through any regular home radio re- 
ceiver; self-starting, constant speed 
motor; feather weight crystal 
pick-up, oscillator. 
6 other models of hand-wound and 
electrical phonos and wired and 
wireless record players have also 
been introduced recently. 
Electrical 
15, 1946. 


wireless 


Merchandising, December 








CORONET Radio 


Coronet Radio Div., Crystal Products Co. 


1519 McGee St., Kansas City, 8, Mo. 


Device: 

Selling Features: 5-tube 
superhet radio with built-in aerial; 
plastic case in several color com- 
binations; tuning range 540-1700 
k.c.; illuminated dial; speaker 
opening both fore and aft. 

Electrical 


Merchandising, 
15, 1946. 


December 














AUTOCRAT Record Players 


Autocrat Radio Co., 3855 N. Hamilton Ave., 
Chicago 18, lil. 


Models: AEP-347 and EP-247 auto- 
matic record players. 


Selling Features: Model AEP-347 plays 
10- and 12-in. records; push-button 
reject and on-off controls; 3-tube 
amplifier with Alnico PM speaker; 
hand-finished walnut veneer cabinet. 
Autocrat Deluxe record player 


DECEMBER 15, 


Coronet table radio No. C-2. 


a.c.-d.c. 
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ELECTRO-TONE Portable 


Electro-Tone Corp., 221 Hudson St. 
Hoboken, N. 


Device: 
phono. 


Selling Features: 6-tube superhet; 
precision tuning; range 535-1700 
kc; 2-watt output; IC transformer ; 
AVC; enclosed loop; slide rule dial; 
manual phono control; feather- 
weight crystal pickup; leatherette 
carrying case. 

Electric al 
15, 1946. 


Electro-Tone portable radio- 


Merchandising, December 


v 


AUTOCRAT Radio 


Autocrat Radio Co., 3855 N. Hamilton Ave., 
Chicago 18, Iii. 


Model: R-547 table radio. 


Selling Features: 5-tube radio with 
Alnico PM speaker ; superhet a.c.-d.c., 
tuning 540 to 1720 kc; blonde cabinet 


Electrical Merchandising, December 15, 
1946, 














ELECTRICAL 


...4 juicy slice of MARKET 


Put your finger down anywhere on the map of Hxe 
Crescent —the states of Michigan, Ohio and Pennsyl- 
vania—and you'll touch either a farm or a marketing 
center. In this rich agricultural region, farmers have but a 
short haul of their products to market . . . and a conve- 
nient trip when they go buying. The 
contains an average of 781 marketing and 
buying centers per state, as against the U. S. 
average of only 349. Short hauls to nearby 
markets mean lower costs and more profit 
to the farmer—which is one reason why 
buying power is so high in this area. 










OHIO. FARMER e 


CLEVELAND DETROIT 


MERCHANDISING—DECEMBER 15, 1946 


MICHIGAN FARMER e 


The three million farm folks in this area earn their living 
on the land, but in their taste for manufactured, adver- 
tised products they’re virtually urban. Here is a huge 
prosperous market , . . concentrated in a compact area. 
This means economical distribution. And economical 
sales, since you can reach two-thirds of these ready-to- 
buy, able-to-buy farm folks with only three magazines 
—MICHIGAN FARMER, OHIO FARMER and 
PENNSYLVANIA FARMER. 


You'll be a jump ahead in the coming struggle for 
sales by taking advantage of the opportunities in 
Now! 


Fhe Golden Crescent 


“Your distribution may be national, but your selling is always LOCAL” 


Copyright 1946, Capper-Harman-Slocum, Inc. 


PENNSYLVANIA FARMER 


HARRISBURG 
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Our Only 
Problem 










Qutpu of Lyon Kitchen Cabinets to date 


proves that our facilities and manpower can 
match any predic table demand. But limited re- 
ceipts of steel restrict production to a fraction of 
our potential. We are doing everything possible 
to break that bottleneck . . . including a national 
advertising campaign ... YOU FURNISH THE 
STEEL—LYON WILL MAKE THE PRODUCT... 


and produc tion is rolling. 


LYON 
KITCHEN CABINETS 


LYON 
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METAL PRODUCTS, INCORPORATED 
General Office: 1221 Monroe Avenue, Aurora, Ill. 
BRANCHES AND DEALERS IN ALL PRINCIPAL CITIES 


ELECT 








APPLIANCE 


NEW PRODUCTS—HOME & FARM FREEZERS 





- 












HOTPOINT Home Freezer 


Edison General Electric (Hotpoint) 


Appliance Co., Inc., 5600 W. Taylor St., 


Chicago, Ill. 


Device: Model 10OEK4-1 home freezer. 
Selling Features: Has 4 cu. ft. or 140 


Electrical 


Ibs. food storage capacity; ther- 
mometer indicates at all times the 
temperature inside freezer; tem- 
perature control at back of top gives 
positive temperatures; squared in- 
terior walls and bottom give maxi- 
mum freezing surface; 3 easy-to- 
use interchangeable baskets give 
flexibility to storage service; auto- 
matic light mounted in top turns 
on when top is lifted; equipped with 
Hotpoint’s new Thriftmaster unit 
vacuum sealed against dirt, air and 
moisture; Fibre glass insulation; 
balloon type rubber gasket acts as 
sure seal when top is closed; toe 
space in bottom front of cabinet; 
bonderized metal cabinet baked-on 
Calgloss enamel finish. 
Merchandising, December 
15, 1946. 
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v 














INTERNATIONAL HARVESTER 


Model . 


Selling Features 


~ 


Refrigeration Div., Portable Elevator Mfg. 


Device 


Selling 


tlectrical 


Freezer 


International Harvester Co., 180 N. 
Mich. Ave., Chicago, 1, lil. 


11-FC-A International Har- 
vester freezer. 

Capacity over 11 
cu. ft.; baked Dulux exterior on 
bonderized steel; all-steel welded 
construction; spun-glass wool in- 
sulation; hermetically sealed unit; 
5-year guarantee. 

} Merchandising, December 
15, 1946. 


v 
PELCO Beverage Coolers 


Co., Bloomington, III. 
No. 513-CE All 


1 
cooler, 


Purpose 
beverage 
Features: Combination cooler 
and auxiliary refrigerator chills bot- 
tled beverages in top dispensing com- 
partment and pre-cools bottled bever- 
ages and refrigerates foods in baskets 
of side compartment; flat stainless 
steel table top; 3 removable slide-out 


DECEMBER 15, 


Electrical 
15, 1946. 


Device: 


Electrical 


wire baskets for bottles or food— 
3 baskets hold a total of 168 7 oz. 
bottles; side pre-cooling compartment 
is equipped with individual refrigera- 
tion plate, does not interfere with 
maintaining of correct temperatures 
of beverages in dispensing compart- 
ment; 4 h. p. condensing unit. 


Electrical Merchandising, December 15, 














1946. 
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AMANA Home Freezer 


Amana Society, Refrigeration Div., 
Amana, lowa 


Device: No. 110 home freezer. 
Selling Features: 


10 cu. ft. capacity ; 
lid, overlapping center opening heavy 
duty type, sealed with double frost- 
proof gaskets; cabinet exterior shell 
of heavy gauge steel with rounded 
corners and sealed against moisture 
infiltration; 4 in. insulation; com- 
pressor hermetically sealed in oil; 
adjustable temperature control and 
indicating thermometer mounted on 
face oi cabinet; specially designed 
cooling coil—inner cold seal wall 
has 100% freezing surface; chrome- 
plated hardware with roller type 
latch; 554 in. wide, 26 in. deep; 42 
in. high; white Dulux exterior with 
black base and chrome-plated 
louvres. 


Merchandising, December 








HARDERFreez Home Freezer 
Tyler Fixture Corp., Niles, Mich. 


HC12 HARDERFreez low 
temperature farm and home locker. 


Selling Features: Compressor housing 


located on end provides full 12 cu. ft. 
storage space in cabinet proper; 
convenient, adjustable temperature 
control; single light weight top 
cover; l-piece “O-Kay” high effi- 
ciency plate coil with centralized 
air circulation; 5 in. insulation; in- 
side bottom joints sealed, rust- 
proofed zinc coated steel; welded 
outer shell; 2 h.p. air-cooled motor. 
Verchandising, December 
15, 1946 
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NEW LIGHT PRODUCTS 





SYLVANIA Bolite Bulb 
Sylvania Electric Products Inc., Salem, Mass. 


Device: Sylvania Indirect Bolite bulb. 
Selling Features: Eliminates need for 
reflector bowl; fits into a conventional 
IES bowl-type socket; 200-watt in- 
candescent bulb employs 2 types of 
diffusing processes—top, or flat end 
of bulb is frosted, furnishing highly 
diffused illumination for indirect 
lighting; lower portion is an opales- 
cent bowl which diffuses light falling 
onto reading or work surfaces— 
thereby giving direct or indirect 
lighting without use of supplementary 


K-1 which may be plugged into 
socket; white baked enamel with 
polished trim and end caps; uses two 
20-watt fluorescent bulbs. 


Electrical Merchandising, December 15, 
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SYLVANIA Fluorescent Pin-Up 


Sylvania Electric Products Inc., Salem, 
Mass. 





Device: Sylvania fluorescent pin-up. 


Selling Features: Employs a minia- 














ture 6-watt fluorescent tube fix- 
ture is 10-in. high and is shielded 
by a curved glass diffusing panel 
with an etched design; available 
in old ivory or light bronze baked 
Vv finish; comes with or without an 
extension cord to allow plugging 
into a convenience outlet or mount- 
ing permanently over a_ standard 
wallbox; can be used singly or in | 
matched sets over mantles, along- 
side mirrors, etc. 
Electrical Merchandising, 
15, 1946. 


equipment; wire support for shade 
comes with bulb. 

Electrical Merchandising, December 15, 
1946. 
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WESTINGHOUSE Sunlamp 
Westinghouse Lamp Div., Westinghouse 





Electric Corp., Bloomfield, N. J. 


Device: Westinghouse RS sunlamp. 

Selling Features: 275 watt, 110-125 
volt, R-40 bulb, medium screw base 
Mazda RS reflector lamp is self- 
ballasting mercury vapor lamp 
equipped with its own built-in re- 
flector; radiates light and heat to- 
gether with ultraviolet radiations; 
inside frost finish. 


Merchandising, December 





RAD-I-AIR Germicidal Lamps 


Tru-Air Ultraviolet Products Co., 1019 N. 
Madison Ave., Los Angeles 27, Calif. 


Device: Rad-i-Air U. R. C. Germicidal 
conditioners models 921-15 and 921- | 
y 30 for personal protection. | 


Selling Features: Sanitizes air, kills 

bacteria, guards against air-borne in- 
fectious diseases; for use in nursery, 
office, schools, doctors offices; oper- 
ates on 110-125 volts, 60 cycles, a. c. 
only ; lightweight metal reflectors fin- 
ished in baked cream enamel; chrome 
trim; easy to mount; model 921-15 
uses 15-watt Germicidal lamp, 18 in. 
long; model 921-30 uses 30-watt 
Germicidal lamp, 36 in. long. 
Other Rad-i-Air models available are 
“All-Purpose” for animal and 
product protection, “Bar Lamp” 
models for meat and meat products; 
and “Conveyor Line” for direct or 
indirect product protection. 

Electrical Merchandising, December 15, 
1946. 
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SMITHCRAFT Fluorescent 


A. L. Smith Iron Co., Smithcraft Lighting 
Div., Chelsea, Mass. 


Device: Smithcraft fluorescent utility 
unit, for kitchen bath or nursery. 
Selling Features: Available in 2 types 

K2 for permanent installation and 
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You are cordially invited 


to see the newest 


Premier Vacuum Cleane 


and talk with the Home Office 


Staff and District Managers 
about Premier’s bigger-than-ever 
merchandising plans for 1947 


at the 


CHICAGO MARKETS 


Space 511-B, Fifth Floo! 


FURNITURE MART 


JANUARY 6°18 


PREMIER 


Akl hat Che. PAH implies x 
Sg 
PREMIER VACUUM CLEANER DIVISION + GENERAL ELECTRIC CO 


General Sales Offices, € 


LEVELAND, OHIO 


District Sa Offices 





BOSTON, MASS 
NEW YORK, N. Y. 
PHILADELPHIA, PA 


ATLANTA, GEORGIA DALLAS, TEXA 
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CLEVELAND, O 
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The Appliance Opportunity of a Lifetime 


most Sensational 


Garbage Disposal Unit 
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“TOR ELIMINATOR 


SANI-WAY—the new, entirely different 
garbage disposal unit . . . the headline in- 
vention that does a complete, absolutely 
thorough job. It eliminates ALL food wastes 
right at the sink. 

SANI-WAY is a sensation wherever it is 
demonstrated. This is your headline oppor- 
tunity to cash in on the greatest undeveloped 
sales potential in the appliance field. 


SANI-WAY is the development of one of 
the country’s leading research and engineer- 
ing laboratories. * 


Your SANI-WAY distributor now has com- 
plete information. Write or wire for his name. 


¥* FITS ANY MODERN SINK 
¥ EXCLUSIVE “MASCERATOR” PRINCIPLE 


% HANDLES ALL KITCHEN WASTES 


See SANI-WAY in action, 
Booth 91, Chicago Furniture Mart 


* The Fairchild Engineering Co., Cleveland, Ohio 


THOS.W. BERGER, /c. 


CINCINNATI 2, OHIO 





ELECT APPLIANCE 


NON-ELECTRICAL 








AGATE Plastic Clothesline 


Agate Plastics Corp., Merchandise Mart, 
Chicago, 54, Ill. 


Device: Agate plastic super clothes- 
line. 

Selling Features: Smooth, snowy- 
white Vinyl jacket is rust, rot, bac- 
teria and insect proof; won’t kink, 
stretch, sag, or wear; easily 
cleaned ; weatherproof; easy to tie, 
won't slip or crack. 

Electrical Merchandising, December 
15, 1946. 
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IRONRITE Chair 


The Ironrite lroner Co., Mt. Clemens, 
Mich. 


Device: Ironrite Health Chair. 

Selling Features: Companion for 
Ironrite ironers; chair with a 
scientifically correct ironing pos- 
ture; back support automatically 
adjusts itself to any working posi- 
tion; available in all-white enamel ; 
chair also lends itself to various 
other uses. 

Electrical Merchandising, December 
15, 1946. 








CAFEX Percolator 


Hartford Products Corp., 308 W. Washing- 
ton St., Chicago 6, Ill. 


Device: “Cafex” non-electric percolator. 

Selling Features: Standard heavy gauge 
aluminum ; 8-cup size; streamline de- 
sign. 

Electrical Merchandising, December 15, 
1946. 
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THE EAST 
(Continued) 





of these items immediately after 
Christmas. Some stiffening in buying 
now, they reasoned, might assume 
buyer-strike proportions early next 
year. If the flow of merchandise now 
was heavier, they believe they would 
feel the reaction quickly. 


Distributors Maintain Billings 


Although they still are delivering 
to dealers on an allocation basis, dis- 
tributors generally reported total bill- 
ings for November at least as high 
as October. Large dealers, with sev- 
eral important source connections and 
heavy financial backing, report high 
gross sales, the equal in many cases‘ of 
the best month in the past ten years. 
Small dealers continue to make the 
grade by virtue of fair sales plus their 
repair and service business. Very few 
closed up shop for good last month. 
Trade-in volume at this time is neg- 
ligible. 

At this time dealers frankly are far 
more worried about the possible effects 
of the coal strike than any price in- 
creases, no matter how stiff. They 
are well aware of the coal strike’s pos- 
sible consequences in terms of produc- 
tion losses and curtailed spending 
power. They know, at this time of 
writing, that even though the coal 
strike has been settled in a short time 
it still will have cost them dearly 
in merchandise—as they will feel 60 
days hence. 

The Army-Navy gridiron thriller 
did its full share of selling the value 
of television. 





THE MIDWEST 
(Continued) 





woman told me that she was charged 
79¢ a pound for bacon in one grocery 
store and the price was 95¢ in an- 
other. ‘They’re horse thieves over 
there,’ she said simply. Women are 
watching appliance men, too.” 


The Customers Cry “Now!” 


The long list of people who put 
down their names for priority de- 
liveries are now coming home to bite 
the retailer on the ankle. In Chicago 
there have been several geroodles with 
customers who declared they had 
placed an order and wanted it filled. 

A salesman in one of Chicago’s de- 
partment stores, who is somewhat of 
a sea lawyer, has been kept busy ex- 
plaining to customers that a name on 
a priority list is not an order, but 
technically a “bid for an offer,” which 
is quite a different thing with nothing 
nailed down. 

The Christmas trade this year is 


department that one might think, even 
though the line is getting shorter from 
the time one puts one’s name on a 
priority list and hears the delivery 
man’s knock on the back door. 


Top Prices and Big Sales 


In radio the top grade merchandise 
is selling easier, possibly because it 
is now becoming available at last. One 
department store reported that it sold 
18 big combinations at around $750 
with ease, and it is no trick to move 
stuff at $300 up. There is buyer’s 
resistance, however, on table radios. 
The cats and dogs are out and most 
customers turn a fishy eye on radios 
at $34 which they seem to remember 
once sold for around $12. Records 
are swell as gifts and hold up as well 
as books. Hard to get items at the 


present moment are mixers, clocks, 
roasters, automatic toasters. Price 
rises, say appliance managers, bring 
out plenty of balk in customers, who 
seem to have an idea that some new 
model improvements will be just 
around the corner after the first of the 
year, 


Dealer-Distributor Fight 


In addition to small radio set sales 
getting sticky, the bloom on the peach 
is coming off between dealer and dis- 
tributor on radio. Bone of contention 
is the merchandise sent out, apparently 
uninspected, sometimes even without 
tubes, and which often will not play. 
One Illinois dealer reported that out 
of six sets received on the floor, only 
one played when plugged in. The dis- 
tributor when called said, “Fix them.” 





100 Years of Sewing Machines 





HOWE ORIGINAL: In October, 1846, Elias Howe obtained a patent on a sewing 
machine with an eye-pointed needle and a shuttle that interlocked two separate 
threads. The pretty young miss at the left sits at one of the original ten machines 
he constructed. The young lady at the right demonstrates the long jump forward 
which sewing machines have taken in 100 years. She is holding a new Domestic 
portable—which bears no similarity whatever to the first machine devised in 1750 by 


Weisenthal, a London mechanic. 





“But we bought new merchandise,” 
replied the dealer. 

So the five sets were sent back, re- 
paired by the distributor, and the 
dealer was billed $4.25 apiece for re- 
pair on new merchandise. Result, the 
ending of a lovely friendship. 

Radio, says this man, which gave 
him 50 off in 1941, is now down to 
30 to 32 percent off. He is paying the 
freight to and from. What burns him 
up is the story that jobbers have an 
understanding to make dealers pay 
the freight on all these extra items. 

“Somebody is still dreaming dreams 
of a lush market ahead,” he declares. 
“With the promotion I can do on the 
amount of spread I get, if somebody 
don’t come in and take them away 
we will lose interest in radio.” 

Small dealers feel the same situa- 
tion coming up in the small appliance 
field. A toaster that once sold for 
$1.95 will not bring $6.95 anymore, 
said one man. Customers want names 
on irons nowadays and though this 
dealer has 100 irons in stock and could 
get plenty more, he can’t get all he 
wants of the brands that he figures 
will move quickly. 


The Unhappy Washers 


In the Middle West washers are 
suffering from as many ailments as a 
third grader with mumps and whoop- 
ing cough. One dealer declares that 
his deliveries from his pet manufac- 
turer are down two thirds compared 
to last spring and summer. The 
trouble this time is steel. Another 
dealer says that there is too tight 
a list. One manufacturer offers the 
same list as under the OPA but has 
raised the cost to the dealer. He is 
now getting 29 percent on a conven- 
tional agitator type of washer. 

He is also having price troubles 
with ironers. A mangle which sold 
for $143 before the war has had a 
price boost of $30, and now sells for 
$174. This dealer feels he is going 
to run into price trouble. 


Christmas Trade Of 


A dealer in a poor neighborhood 
says he is not having the usual Christ- 
mas trade and wouldn’t even if he 
had all the merchandise. The reason 
is the public lack of funds, and the 
way strikes are kicking people out 
of jobs. When merchandise comes in 
again, he said it will be right in the 
middle of a buyer’s market. It will 
be good when the lid is off time pay- 
ments and he can make deals that poor 
people can afford to pay off on. 

This man’s Christmas deliveries on 
ranges have been very bad, and his 
washer receipts are down two thirds. 
On refrigerators he is getting more 
than in the past. Irons with good 
names are still in demand, but off 
brand irons are decided stickers, even 
in a low income neighborhood. 

' An independent Middle West dealer 
reports that he is now taking deposits 
again as he is only about 30 days 
behind in delivery of his orders. Pre- 
viously he had dropped all deposits as 
he felt they got him in bad. Now as 





CONCEALED UTILITY: In 1790 Thomas Saint developed a machine which operated 
on a principle much like that of today's models. Strangely enough, his machine was 
quickly forgotten. The Domestic Sewing Machine Co. wants people to forget the 
presence of a sewing machine—when it's not in use. That's why it encloses a modern 
model in a highly attractive table case. In 100 years, the sewing machine has 
progressed from a contrivance for the garret closet to a decorative article of 
furniture which can be displayed anywhere. 


the space is shortening between de- 
liveries and competition is threaten- 
ing to rear its ugly head, he feels that 
he can again take some money down. 
As usual, appliance stores are full 
of lay-aways bought in advance for 
(Continued on page 43) 


keen for gift lines but is just a little 
dismayed by price advances and dis- 
couraged by inability to get things 
guaranteed for Christmas delivery to 
Aunt Mamie. So it turns out there 
isn’t the crush in the major appliance 
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Of course we enjoy meeting with all our 





Distributors and Dealers . . . and we know you're 
interested in what we have to offer in our line of Electresteem* 
Portable Steam Radiators, Baby Bottle Warmers, Sterilizers, Electric 


From left to right: Servants and Vaporizers. But we’re stumped—and you must be too 
Rey R. Fisher, president; Jame 


es —about which “show” will be most worth your while. So this season 
Georg P Mel b. secretary . . 
—_ we've decided to stay home and keep up production on Electresteem 


products to try and catch up with the unprecedented demand. 
*Reg. U.S. Pat. Of. 


ELECTRIC STEAM RADIATOR CORP. fithtcas 


Electric Steam Radiator Company of Canada, Lid., Windsor, Ont. 
Electresieem Portable Radiators + Electresteem Baby Bottle W s © Electresteem 8-Baby Bottle Sterilizers + Electresteem Electric Servants tor Baby’ 
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Christmas. One dealer declares his 
basement is full of packages waiting 
for pickup. 


Check-Up on Deliveries 


There is a beef coming over the 
horizon from independent dealers as- 
sociations on, the way certain distribu- 
tors are playing snooks on deliveries. 
One group that has been investigating 
found that 140 electric ranges were 
delivered to department stores while 
the independent dealers who were in 
business in 1941 didn’t get a smell. 
Another distributor plopped 98 
washers on to the floor of a big furni- 
ture house which didn’t carry a 
plugged nickel’s worth of the brand 
in 1941. Some 300 dealers who had 
the line were left with their tongues 
hanging out. This is said to be pro- 
moting considerable peevishness. 

The general public seems to be hav- 
ing the idea that there will be new 
models along after the first of the year. 
This, plus a belief that prices are too 
high, is tending to nip in the bud the 
chances for volume business. Dealers 
seem to think that the bonds are being 
cashed and the money will be gone 
bye-bye before stuff starts rolling on 
the market in volume. 





THE SOUTH 


(Continued ) 





frigerators, Washing machines, vac- 
uum cleaners and heaters in addition 
to an increased flow of smaller appli- 
ances. 

But no sooner does the pressure let 
up in one field than it clamps down 
in another. Optimism over the de- 
livery outlook in the latter part of 
November was dampened by the coal 
strike threat and most of the dealers 
interviewed felt the strike would have 
long-felt after-effects even though it 


was settled. The November elections 
were heartening even to dealers in this 
solid stronghold of the Democrats. 
They somehow thought there might be 
a change for the better in production 
and delivery, as well as in buying. 

Employment conditions are good 
and both dealers and distributors are 
blessed with top-notch personnel. How- 
ever, not many new employees are be- 
ing taken on, since the G. I. Bill of 
Rights provides’a steady flow of sales, 
service and repair help. 


Demand Is Heavy 


There has been no let-up in the 
demand for name brands and waiting 
lists are still heavy with names. Money 
is still plentiful and cash sales are as 
popular now as they were last April. 
At an all-time low ebb is the trade-in 
business, but most observers down 
here deny the existence of an exten- 
sive black market, indeed, if one exists 
at all. Their explanation is that equip- 
ment was simply worn out and has 
been junked. 

No change has been noted in the 
rent situation. Birmingham, Charlotte, 
Memphis, Atlanta and Jacksonville are 
still in the van in high rents but point 
to ever-growing populations and scores 
of new businesses opening up. The 
withholding of franchises, in some 
instances, by distributors for some of 
the major manufacturers has held 
down the mushroom opening of new 
retail outlets but there are even wait- 
ing lists here, causing one Jacksonville 
observer to remark, “Durante’s right 

everybody wants to get in the act!” 





THE FAR WEST 


(Continued) 





the West in regard to possible con- 
sequences of the recent coal strike. 
Although California and certain areas 
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of the Pacific Southwest use natural 
gas and oil for heating and industrial 
fuel, the Pacific Northwest and Inter- 
mountain districts have already begun 
to close schools and shut down on all 
unessential uses of electricity. The 
Coast will suffer like the rest of 
the country should factories have to 
shut down and in addition will be 
particularly hard hit should the vital 
lifeline of railroad transportation be 
affected. 

San Francisco merchants say they 
expect the largest splurge of Christ- 
mas buying which this region has ever 
known and to the extent that elec- 
trical merchants have merchandise they 
will share in this upswing. It is ex- 
pected, however, that buying will in 
all probability fall off markedly after 
the Christmas period and may not come 
up again until the summer of 1947. 


Christmas Promotions 


Many western communities had up 
to the time of the coal strike planned 
Christmas lighting and merchant pro- 
motions on the order of pre-war cele- 
brations. Salt Lake planned extensive 
holiday street lighting under direction 
of the Jaycees, utilities and dealers 
tying in with displays. In San Diego 
the Bureau of Radio and Electrical 
Appliances is advertising an “Elec- 
trical Christmas”, figuring that there 
is enough merchandise available to 
make this a reality. On the other hand, 
from Portland, Oregon, comes the 
comment, “There are no community 
plans as yet. Utilities are making no 
plans because of lack of transformers 
and the fact that they are already 
carrying a peakload. Dealers are 
making no plans.” From Albuquerque, 
New Mexico:” All Albuquerque ap- 
pliance firms now have other depart- 
ments and dealers will feature what- 
ever they have in largest stock as 
Christmas approaches. Typical is 
one large music store which states 
that it is not going to feature any line 
of merchandise because of danger of 
shortages—it will feature good will 
advertising of the store itself.” 

Complaints which were frequent 
about the. receipt of defective appli- 


ances requiring repair before selling 
have fallen off to some extent and sev- 
eral dealers say that such trouble is 
now not more frequent than before the 
war. Many, however, are still receiv- 
ing equipment which is incomplete— 
vacuums without attachments, ranges 
without chrome, ironers without 
motors, and the like. 


Spot Reports 


Spot reports: Oakland, California 
—A recent newspaper advertisement 
offers sale of an electrical appliance 
firm for “$9,000 plus inventory, in 
Seattle, Wash.— 
Outstanding events of the month are 


cluding franchise.” 


the signing of a new labor agreement 
with radio service men; refusal of 
the city council to bargain with elec- 
trical workers’ union. El Paso, Texas 

One dealer says his sales are now 
75 per cent time payments, but that 
terms are shorter, down payments 
larger than before the war. Collec- 
tions are “rather slow.” 


Summary 


In general, the western picture is 
colored by relief at OPA’s passing, 
apprehension as to possible effects 
of the coal strike and an opportunists’s 
attitude toward Christmas sales op- 
portunities, taking whatever share of 
the wave of buying the supplies on 
hand will warrant. 


Ingersoll Plans Record 
Production in 1947 


More than twice the 1946 total of 
employees will be working in the 
plants of the Ingersoll Steel Division 
of Borg-Warner Corp. by next March 
in order to produce record numbers 
of household, agricultural and automo- 
tive products, it was announced re- 
cently by Roy C. Ingersoll, president. 

The company .anticipates a $30;000,- 
000 to $40,000,000 volume in 1947 from 
the Ingersoll utility unit, subject, of 
course, to material availability. The 
utility unit is .a mass-produced con- 
solidation of hgusehold utilities. 
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$9.95 


$42.95 


rder Now For These Top 
uality Fast Selling Items 





MASTER DE LUXE 
TWO-BURNER ELECTRIC RANGETTE MODEL 77 


Highly Improved with Lifetime Guarantee 
. . « Either with Rotary or Toggle Switch 
Complete Range 6 Cooking Heats 


316-5 


OPA List 5% more in Zone 2 
F. O. B. Chicago, Tax incl. 


~» $9.95 


ONE BURNER 


ELECTRIC 
RANGETTE 


Model 11 


$4.95 OPA Approved Retail List Each $9.49 
ALL ALUMINUM TURNOVER TYPE TOASTER 


OPA Complete with 6' 
_ $3.25 


cord, Highly Polished 
Finish 
ALL ALUMINUM PORTABLE ELECTRIC HEATER 
Cabinet type, 1320 watts com- 
plete with 6° cord. Shipping 
weight 6 ibs.—45% more heat 
conduction than heaters of com- 
parable size—Underwriters ap- 
proved. 


THE BREAKFASTER 


opa Cooks—fries—toasts at the same 
List time. 
Underwriters approval. 


OPA 
List 


Each $6.50 


Each $8.65 


All prices include manufacturer's federal excise tax and F.O.B. 
1 When check rey order accompany purchase order 
leduct 2%—shipments will be made per your instructions. All other 
shipments Railway Express net C. O. D 








Attention Jobbers, 


Distributors, and Exporters—contact 
us for Franchise 
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MASTER DeLUXE DIVISION 


5079-81-83 Broadway, 


of the Vacuum Cleaner Supply Co., Inc. 
Chicago 40, Illinois 


Established for over 30 years at same address 
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NEMA Mounts LP Offensive With 
“Go All-Electric” Campaign 


New Plan Book Gives 
Details to Utilities 


Released at last from wartime re- 
strictions on production, the electrical 
industry last month launched its “Go 
All-Electric—the Modern Way” cam- 
paign, a determined effort to recoup 
its losses to flame fuels in the rural 
and suburban market. 

Full scale barrage plans are laid 
down in a new 32-page plan book pre- 
pared by the National Electrical 
Manufacturers Association and dis- 
tributed to utility executives, whole- 
salers, manufacturers, and editors. 

The plan book points out that the 
rural and suburban market with its 
14,000,000 homes, looms as the number. 
one load builder because of the tre- 
mendous strides in rural electrification 
and the new appreciation by farmers 
of electricity as a time and money 
saver. 


LP Competition 


Chief obstacle to electrical expan- 
sion, however, is the competition 
offered by liquefied petroleum gas 
(LP-Gas) which, it is estimated, has 
cost utilities $1,050,000,000 in gross 
revenues. LP increased its sales 700 
percent between 1937 and 1945 and 
serves 2,050,000 consumers, most of 
whom are on farms or in rural areas. 
Moreover, the industry is adding some 
500,000 customers every year, with a 
goal of 2,000,000 more customers in 
1950. 

Says the foreword of the plan book, 
“The purpose of the Go All-Electric 
program is to unite the industry in a 
coordinated drive to overcome compe- 
tition beyond the gas mains. Its ulti- 
mate objective is to bring all forces 
to bear in assisting local sales organi- 
zations to win the important small 
town—rural market for electricity.” 


Courses of Action 


To accomplish its objectives, the 
book suggests two courses of action: 
one, consumer education and, two, sales 
training. Contained in the book are a 
resume on the small town and rural 


market, its potentials, the competi- 
tive situation, and the need for a 
united, industry-wide attack. The 


probable user is given selling ideas for 
use on both consumer and dealer and 
is shown the advertising helps made 
available. Also included is material 
on surveys, planning, dealer help, pro- 
motion, advertising and publicity. 


Main Objectives 


The two main objectives of NEMA 
in preparing the book were to: 
1. acquaint the power companies and 
‘ooperatives with the nature and ex- 
tent of the competition, and 2. de- 
velop aggressive promotional mate- 
rial. 

Throughout all of the sales help 
material are three repeated themes: 
“Only electricity can do all the jobs; 
electricity can do all the jobs better; 
electricity alone does the jobs more 
economically.” The sales helps them- 
selves resulted from the cooperative 
efforts of about 30 utility advertising 
and merchandising executives and the 
NEMA rural and suburban market de- 
velopment committee under Harry M. 
Parsons. Included are a decalcomania 
of the “Go All-Electric” symbol, four 
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ADVERTISING AIDS to the "Go All- 


Electric’ campaign. They constitute a 
large share of the electrical industry's 
ammunition in the battle to secure the 
rural and suburban market. 


folders of the self-mailer type, four 
stuffers, newspaper advertisements, a 
24-sheet billboard paper, an indoor 
poster, radio scripts, and publicity re- 
leases. 


Making It Work 


In a section on “How to Make the 
Go All-Electric Program Go,” the 
book proposes an eight-point program: 


1. Survey appliance dealers to discover 
location, lines handled, service facilities, 
and which ones would make good rural 
specialty dealers. Survey consumers to 
find out fuels used and what percentage 
have water heaters. 

2. Establish a rural small-town depart- 
ment. 

3. Develop a rural league of distribu- 
tors. 

4. Enlist the effective support of 
dealers. 

5. Use the book's 24-point check list 
on ways to materially aid dealers. 

6. Carry on a continued program of 
“Go All-Electric"” promotions. 

7. Develop a publicity program. 

8. Develop an aggressive advertising 
program. 


A complete educational program 
offered in the book includes a motion 
picture, a slide-sound film, a teacher’s 
guide, and the forthcoming Electrical 
Appliance Sales Handbook, by Lau- 
rence Wray, managing editor of ELec- 
TRICAL MERCHANDISING. 


Cooperation Essential 


Preparation of the campaign was 
approved by the NEMA board of 
governors about a year ago and the 
project placed in the hands of the 
rural and suburban market develop- 
ment planning subcommittee under 
W. J. Cashman, director of promotion 
and publicity for Landers, Frary and 
Clark. 

“Consumers in the rural—small 
town market,” says Mr. Cashman, 
“have yet to be educated to the desir- 
able features of going all-electric .. . 
Hundreds of thousands annually pur- 
chase LP-Gas and other flame fuel 
appliances, even though electricity is 
in the home, because they have not 
been properly told of the low oper- 
ating costs, safety and convenience of 
the many electrical services available.” 
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Union Co. Will Open 
Small Appliance Shop 


The Union Co., Columbus, Ohio, 
has announced that it will open a new 
small appliance, radio and gift shop 
on the first floor balcony of a two 
story annex to the main store. Na- 
tionally known lines will be carried, 
including RCA, Stromberg-Carison, 
G-F, Admiral, and Zenith. Edna 
Shackles will serve as merchandise 
manager and Brown Pavey will assist 
in buying. 


Spiegel Names Rowen To 
Radio Buying Position 


Robert Rowen, former assistant 
radio buyer for R. H. Macy, has been 
named radio buyer for the retail di- 
vision of Spiegel, Inc., and will work 
under the direction of T. Stanton 
Fremont, merchandise manager. Hugh 
Larson, who previously handled both 
mail-order and retail buying, will de- 
vote all of his time to the former task 


David Sullivan Promoted 
to Macy Radio Buying Post 


David Davis, R. H. Macy & Co’s. 
corporate buyer of radios and televi- 
sion, has a new assistant in David Sul- 
livan, former assistant buyer of furni- 
ture for the firm. Mr. Sullivan re 
places Robert Rowen who resigned 
to join Spiegel, Inc 


Glick Remodels For 
Appliance Department 


Glick Furniture Co., Columbus, 
Ohio, has remodeled its store and 
basement for the display of electrical 
appliances and radios. Some 5,600 
square feet of space will be devoted 
to these items. 


Dunlap Purchases Shirer 
Store in Ponca City 


Ben Dunlap has purchased the 
Shirer Furniture & Appliance Store 
at 118 North Third St., in Ponca 
City, Okla., from Jean Shirer and 
will do business as the Dunlap Furni- 
ture & Appliance Co. 


Elmer Assigned Appliance 
Post at Kresge-Newark 


Jack Elmer, who recently com- 
pleted a training program at- Kresge- 
Newark, N. J., has been appointed 
assistant to George Greenberg, buyer 
of small electrical appliances. 


Phoenix Firm Names 
Appliance Manager 


P. J. Greenway, formerly owner of 
his own business in Hammond, Ind., 
has been designated appliance depart- 
ment manager and buyer for Dia- 
mond’s Boston Store, Phoenix, Ariz 








VANDEVER'S APPLIANCES get plenty of room to themselves in the company's 
new $1 million addition to its Tulsa, Okla., store. The appliance department boasts 
a complete electric kitchen and laundry. Radios and phonographs occupy the mezza- 
nine floor. The store carries Kelvinator, Westinghouse, Norge, Crosley, Youngstown, 
Speed Queen, Launderall, Scott, Zenith, Stromberg-Carlson, and other products. 
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CUSTOMER TIP-OFF on the status of scarce merchandise is provided by this mer- 











chandise time table in the window of Stern's department store, Lancaster, Pa. Milton 
Green, appliance department manager, developed the idea when crowds of customers 
besieged the store in search of refrigerators, ranges, freezers, and other appliances. 
The sign, he said, avoids customer disappointment, keeps good will. 





Chase Furniture Co. Opens 
New Charleston, S. C., Store 


The rear of the first floor of the 
modern new home of the Chase Fur- 
niture Co., Charleston, S. C., has been 
assigned to the electrical appliance 
department. The company, which re- 
cently opened the new _ two-story 
building with 11,050 square feet of dis- 
play space, is owned by Marty Chase. 


Ginsberg's Des Moines, Names 
Baldwin as Appliance Manager 


Harry D. Baldwin, formerly with 
Younkers department store in Des 
Moines for 13 years, has joined the 
staff of Ginsberg’s in the same city as 
manager of that firm’s downstairs de- 
partment for washing machines, sew- 
ing machines, heaters, housewares, 
glassware, toys, china, and luggage. 


Tulsa Firm Opens 
$1 Million Store 


Most extensive first floor depart- 
ment in the recently opened $1 mil- 
lion addition to the Vandever Dry 
Goods Co. in Tulsa, Okla., is de- 
voted to electrical appliances. The 
company purchased the former May 
building on Main St. in 1944 and 
remodeled the three-story structure as 
an addition to its Fifth St. store. 
R. L. Pickett, manager of the electrical 
appliance department, said that a large 
share of the $1 million expenditure 
had been devoted to his department. 
“Considering the present shortage of 
all types of appliances,” he said, 
“our opening stock was amazingly 
large. . . . We expect soon to offer 
householders a completely installed 
kitchen and laundry in sizes to suit 
their needs and budget.” 

Future plans call for a complete 
service department and for a home 
service consultant. The mezzanine 
floor is devoted to radios, phonographs, 
and records. The company is owned 
and operated by W. A., Charles S., 
Gary Y., and Vern N. Vandever, all 
of whom have been active in Tulsa re- 
tailing for 42 years. 


May Co. Opens New Outlet 
For Appliances in Denver 


The May Co. recently opened a new 
appliance store on South Broadway, 
Denver, Colo. Manager is Roy Reiber. 
O. S. Scott is manager and buyer 
for all appliance stores of the May 
Co. 


Marge, Lewison Take 
New Time Square Duties 


John L. Marge, phonograph record 
buyer for Times Square Stores Corp., 
N. Y., and Monroe Lewison, house- 
wares buyer, have added to their 
duties. Mr. Marge will also buy radios 
and major appliances and Mr. Lewi- 
son will purchase traffic appliances 
John Gillig, former buyer of radios 
and appliances, has been named pur- 
chasing agent and buyers’ represen- 
tative for the entire organization. 


Hansburg's Completes 
$25,000 Remodeling 


Hansburg’s Youngstown, Ohio, de- 
partment store, recently completed a 
$25,000 remodeling program which in- 
cluded the addition of a household 
electrical appliance department. The 
remodeling provided 7,800 additional 
square feet of floor space. 


Milwaukee Boston Store 
Establishes Appliance Branch 


The Boston Store has become the 
first Milwaukee, Wis., retail organiza- 
tion of its kind to open a branch in 
an outlying district with the establish- 
ing of its new appliance branch at 7116 
West Greenfield Ave., West Allis. 

The new unit is under the super- 
vision of E. A. Dupke, with buying 
under the control of Bernie Greene 
and John Boyle. The store occupies 
a two-story and basement building 
with a main floor area of 4,990 feet 
available for sales and display. Plans 
for the future call for expansion into 
both the second and basement levels, 
both of which are now being used for 
storage and service. 
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APPLIANCES 


Principal Market Showing—95% of 
the nation's major appliance produc- 
tion. Top management will be on 
hand to see you. 12 leading electric 
refrigerator lifiles; 21 washing ma- 
chine, 17 ironer, 14 home freezer, 19 
radio, 9 vacuum cleaners, 16 oil cir- 
culator, 41 stove and range lines, 
and 42 small appliance lines in- 
cluded. 


HOUSEWARES 


All the houseware items — including 
dinette sets, unfinished furniture in the 
BIG HOUSEWARES SHOWING of 
1947. 


FURNITURE & BEDDING 


With Appliances and Housewares, the 
world's largest concentration of furniture 
and bedding. Showings by more than 1,000 
manufacturers. You can do all your buy- 
ing at one time, under one roof. 








Write TODAY for Admittance Pass 
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DISTRIBUTOR NEWS 





ARIZONA 


The Standard Equipment Co., 
Phoenix distributor of Farnsworth 
products in Arizona, has announced 
the appointment of A. H. O’Mara as 
sales representative for the entire state 
Mr. O’Mara has been a junior sales- 
man under J. H. Walker, manager. 


CALIFORNIA 


The Bandoli-McIntyre Co. has com- 
pleted construction of headquarters on 
the eleventh floor of the Bekins Build 
ing at Highland and Santa Monica 
Blvd. in Los Angeles. The firm, or- 
ganized in 1945, has built up an 
organization which covers southern 
California thoroughly. Both of the 
principals, Marvin S. Bandoli and 
Vincent J. McIntyre, were at one time 
national sales manager for Nash-Kel 
vinator Corp. Mr. McIntyre later be- 
came a member of the board of 
directors of the Dictograph Co., and 
Mr. Bandoli gained a similar position 
with the Victor Adding Machine Co 
George Chikar is resident district man- 
ager for the firm in San Diego; and 
two district managers, Bert Richards 
and Paul Martin, cover the northern 


and east-southern territories, respec- 


tively he credit department is man 
aged by E. F. Hamilton, and Arnt 
Olson is service and warehouse man- 
ager. 
FLORIDA 
The uthern Florida area seems to 


be gaining considerably in population 
and purchasing power. General Ele 
tric Appliances, Inc., of Miami, has 
recognized the fact and has opened a 
new office at 120 N. E. 20th St. to 
serve 10 counties in the section. The 
announcement comes from Durward 
Kk. Hawkins, Miami district manager 
lor G I 


GEORGIA 


Electronics Distributing Co., At- 
lanta, has been planning for some time 


to move into larger quarters. The 
construction job has finally been com- 
pleted, and the firm is now located at 
Peachtree Place in West Peachtree. 
The finishing touches are being taken 
care of, according to Harry H. Hurt, 
vice-president. 

The Yancey Co., Inc., appliance dis- 
tributors of Atlanta, are extending 
operations to Savannah. They have 
leased a large brick structure at 666 
Indian St., and a formal opening is 
in the offing, according to Jack King, 
who has been appointed district man 
ager. 

A full week of open house activity 
highlighted the recent removal of Re- 
frigeration-Appliances, Inc., to a new 
home at 268-270 Peachtree St., At- 
lanta. Here the firm has twice the 
space it had on Spring St. Officers of 
the company are: J. C. Jordan, presi- 
dent; Gordon L. McWilliams, vice- 
president; C. L. MacFarland, service 
manager; J. Randy Edmundson, city 
sales manager; W. R. McWilliams, 
sales engineer; and R. S. Gray, service 
engineer. 

William E. Hopper, Jr., is joining 
his father and brother-in-law in Hop- 





W. E. HOPPER, JR. 


per & McCoy, Atlanta manufacturers 

gents. Mr. Hopper will travel the 
western part of the firm’s territory 
Hopper & McCoy have been operating 
in the Southeast since 1930. 

















THE NEW HEADQUARTERS of the Dayton, Ohio, division of Hughes-Peters, Inc., 
distributors, can now be found in this building at 300 West 5th St. A feature that 
isn't visible here is the semi-self-service parts department and the amateur ham depart- 


ment, where browsers can get their fill. 
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TALK ABOUT SERVICE: Thoben Elrod, second from right, Deepfreeze regional man- 
ager, discusses service problems with Alabama dealers who recently gathered for the 
service school at the Deep South Supply Co., Birmingham. Harry L. Bridges, the 
distributor's service manager, officiated at the meeting. 
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INDIANA 


The McKee Distributing Co. has 
purchased the Moore Distributing Co., 
according to R. E. McKee. The firm 
is still operating out of 460 S. Meri- 
dian St., Indianapolis. 


LOUISIANA 


The Electrical Supply Co. New 
Orleans, recently acquired an addi- 
tional six-story building, and now 
claims to have more space than any 
other strictly radio and electrical dis- 
tributor in the South, according to 
Jim Roos, vice-president and sales 
manager. Leo L. Hirsch is president 
and H. F. Schmidt is secretary-treas- 
urer of the 35-year-old firm. 


MISSOURI 


\ charter has been issued to the 
Roehr Distributing Co., 2700 Locust 
St., St. Louis, to distribute radios, 
appliances, ete., under authorized capi- 
tal stock of $100,000. E. O. Roehr 
is the firm's president 


NEW YORK 


Blyss R. Gates has become sales 
manager for Gross Distributors, Inc., 





BLYSS R. GATES 


New York City. He will be respon- 
sible for the sales of both the radio 
and appliance divisions, directing ac- 
tivities of sales divisions in the three 
major areas— New York, northern 
New Jersey and the Connecticut- 
northern Massachusetts area. Mr. 
Gates has been a divisional manager 
for Premier vacuum cleaners for more 
than twenty years. 

Zenith Radionics Corp., New York 


City, has a new credit manager for 


its New Jersey operation in P. J. Col 
lins. The announcement comes from 
H. J. Wines, vice-president and gen- 
eral manager of the firm. 


NORTH CAROLINA 


Victor Shaw, Inc., N. College and 
E. Sixth Sts. in Charlotte, is installing 
a food refrigeration service that will 
provide up to 500 units downtown for 
the quick freezing and storage of foods. 
The company distributes home freez- 
ing units, radios and other appliances. 

The Southern Friction Materials 
Co. is finding that its offspring, House- 
hold Distributors, is outgrowing its 
present quarters. The division has 
doubled its sales in each of the five 
90-day periods it has been in existence. 
Early 1947 will see a new construction 
job to handle the business, according 
to Howard Snow, president of the 
parent concern, located in Charlotte. 

The Union Supply & Electrical Co., 
electrical wholesalers on S. Mint St. 
in Charlotte, have announced the resig- 
nations of Beaumert Whitton, vice- 
president, and John W. Whitton, 
treasurer. Official statements are to 
the effect that the Whitton steck and 
that held by G. P. Hunter, owner 
of the Hunter Electric Co., has been 
sold to T. A. Wilkerson, Jr . president 
of the company, and employee associ- 
ates. 


OHIO 


Avery Engineering Co. held open 
house recently at its headquarters, 1906 
Euclid Ave., to preview, for a selected 
audience, its remodeling and re- 
decorating program, which has just 
been completed. In order to expand, 
the firm took over an adjoining store, 
and added space by building a mez- 
zanine floor over the rear half. Lester 
T. Avery is president and treasurer, 
Joseph E. Whilhelm vice-president, 
and Dwight E. McLean secretary. 

\ complete remodeling program is 
underway at the Cleveland headquar- 
ters of the General Electric Supply 
Corp., 4958 Woodland Ave., according 
to A. F. Head. Improvements include 
new acoustical ceilings, new lighting 
and a new auditorium with a model 
electric kitchen at one end. The 
service department, under A. D. Thiel, 
has moved out of the building and 
now occupies one end of a warehouse 
adjacent to the firm’s office. 

Wylie C. Coe is a recent addition 
to the sales staff of the Arnold Whole- 
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DISTRIBUTORS 
REPRESENTATIVES 
SEE 


CHARLEY 


REW 
HOTEL CONTINENTAL 


JAN. 5th THRU 14th 


Learn about our big plans 
for 1947. Charley Rew will 
be available on the follow- 
Ing dates: January 5th to 
14th. 


GEM DAN 


ELELTRIL 
CHURN 





ALABAMA MANUFACTURING CO. | 








POLAR 
FREEZ 


America's Popular Freezer 
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SCHELM 


BROTHERS INC. 


EAST PEORIA, ILL 






Pioneers in 
Food Freezing 
Equipment... 
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THE PRODUCT STORY:Carl Birkhold, standing, Proctor district manager, tells the 
Proctor product story to the sales force of Strobe, Inc., Memphis, Tenn., at a recent 
meeting. Seated at the head table are, left to right: Carl Shobe, W. S. Ray, general 
sales manager, and Harry McFarling, assistant sales manager. 








DISTRIBUTOR NEWS 





Cleveland appliance dis- 
according to Robert C. 
president. Emmett L. Carter 
has been named credit manager of the 
firm, taking over the post held by the 
late F. S. Bradford. 


sale ( orp., 
tributors, 
Hager, 


UTAH 


S. R. Ross, Inc., has a new home 
at 1212 S. State St., Salt Lake City 
constructed in accordance with the 
theory that a wholesale business should 
have no merchandise on display to 
public but should have 
showroms for its dealers only. The 
firm’s open house attracted many fac- 
tory men from all parts of the country 
and almost 400 intermountain 


the general 


lealers 


VIRGINIA 
With capital of $15,000, Allen Dis- 
tributing Co., Inc., of Richmond has 
been granted a charter to buy and 


sell radios, supplies, etc. Milton Sin- 
sheimer is president. 

Capitalized at $50,000 the Capitol 
Floor Products Co. has been granted 
a charter to conduct a wholesale busi- 
ness in electrical appliances and floor 
coverings in Richmond. Morris S. 
Rosen is president-treasurer. 


WEST VIRGINIA 


Wilson Radio Distributing Co., 
Charleston, has been chartered with 
250 shares no par value stock author- 
ized and $1,000 capital paid in. In- 
corporators are Calvin F. Wilson, 
Edith M. Wilson and W. H. Erwin, 
Jr., all of Charleston. 

The appliance department of the 
Bluefield Supply Co., Bluefield, has 
taken on a new manager, according to 
S. G. Rogers, first vice-president and 
general manager. He is J. W. Crouch, 
who has had 17 years’ experience in 
appliance merchandising for utilities 
in the area. 
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“PLEASE JUNIOR! DON'T PUT BANANAS IN THE REFRIGERATOR!” 
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Now Available 


UNLIMITED QUANTITIES 
} 


A COMPLETE LINE OF 





RELIABLE 


ELECTRIC CORD SETS 


Cord Sets for Toasters, Irons, Broilers, 
Extension Cords, and made-to-order Cord 
and Plug Combinations. Jobbers and 
Manufacturers’ Represen‘atives—call, write, 
wire — your inquiries or orders will be 
promptly attended to. 

DEPENDABLE TESTED 

FACTORY GUARANTEED 


“ELECTRI-CORD" MFG. CO., INC. 
236 ELDRIDGE ST., N. Y. 2, N. Y. 





Victory did not end the paper 
shortage. Need for waste paper 
is aS great as ever. 


Why? Because supplies must 
still be shipped in paper to our 
occupation forces and liberated 
countries. For the Pacific area 
these take double and triple 
wrapping to withstand long sea 
voyages and tropical climates. 


That’s why you should designate 
one place as your Salvage Corner. 
Collect all your waste paper there 
before you bundle and turn it in. 
If you’re in doubt about how to 
get it picked up, call your local 
newspaper or Salvage Committee. 








WHERE 
To Buy 


Parts, Services & 
Accessories 




















SPECIALTIES 
MISCELLANEOUS EQUIPMENT — Romex 
14/2, $40.80 per M. Rubber Grip caps 7%¢, 
Heavy duty Caps 12%¢, Iron cords 35¢, with 
switch, 75¢; other specials write: Lippin Ap- 
Ppliance Co., 517 E. 178th St.. New York 57, 
> = 








WASHING MACHINE PARTS 


“For any and all makes” 
Most complete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts Co. 
191 W. 7th St. St. Poul 2, Mine. 











SEARCHLIGHT 
SECTION 

















ADDITIONAL LINES WANTED 


Ohio Distributor with large number of acceunts, 
tn forty (49) counties in and around Cincinnati, 
desires added lines of representation in appliances, 
radio, furniture, etc. Major and trafic. Write 
RA-982, Electrical Merchandising 
520 North Michigan Ave., Chicago 11, II. 
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¢ JADE - 


AMBASSADOR 





White Enamel 
Chromium Plated 
Guaranteed 


TABLE STOVE 


IMMEDIATE SHIPMENT 
TO 


DISTRIBUTORS 


AND 


DEALERS 


@ Guaranteed 

@ UL Approved Components 

@ Highest Quality Nickel Chrome 
Elements, enclosed in special 
glazed heat—resisting ceramic 

@ Attractively Priced 

® Big Margin of Profit 
WATCH FOR OTHER JADE MODELS 
WRITE descriptions. Prompt ac- 

tion essential. 
¢ JADE - 


ELECTRICCORP. 


969 East New York Ave. 
BROOKLYN 12, N. Y. 













for price list on this and 
many other JADE Qual- 
ity models, with complete 




















Wde- 
CHROME DISPLAYER 


MAKES WINDOW 
TRIMMING EASY 














SOLD IN PAIRS ONLY 
PROMPT DELIVERY 








‘ 


Makes it easy to set up neat, attractive, 
better-selling displays. Made of solid steel 
rod. Chrome finished. Complete 
8x24” clear plate glass shelves. 12” space 
between shelves. Folds when not in 
use. 3 sizes:: 2, 3, 4-shelf. Ideal for both 
window and counter. Thousands in use. 
Shipped FOB, New York. Send check 
with order please. Low price prohibits 
COD’s or charges. Limited quantity on 
hand. Order today. 


4—shelf, 56" tall, each $18 
3—shelf, 44" tall, each $15 
2—shelf, 32" tall, each $12 


D.S.B., Inc., Dept. E 


32-01 57TH ST., WOODSIDE, N. Y. 


with 
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ECA Reports Results 
of Radio Buying Poll 


A consumer trend to purchase more 
than one radio per home, with most 
families indicating an intention to 
have one fairly large, expensive set 
and one or more table models, was re- 


vealed by a recently completed survey | 


by the Electronic Corp. of America. 

S. J. Novick, chairman of the board 
of the corporation, said that conclu- 
sions were based on the answers of 
3,000 recent small-set buyers. These 
consumers do not feel, Mr. Novick 
said, that their recent purchases are 
their “ultimate radio buy.” This, he 
pointed out, presages a growth in radio 
set business in terms of the larger, 
more expensive and complex sets 
which will be the basic units in the 
nation’s homes. 


More Small Radios 


Nine-hundred of the 3,000 pur- 
chasers said that they intend to buy 
another small radio for their home 
within a year. Slightly over 60% of 
the consumers approached revealed 
that they did not consider their recent 
table model purchase their final radio 
buy for the next two years. Further- 
more, many indicated that their small 
set purchases were for present or 
future use in rooms other than the 
living room. 





According to Mr. Novick, this in- 


formation leads the company to believe 
that a majority of small set buyers 
have up to now made rather hasty 
purchases to fill gaps left by worn out 
pre-war radios. The next purchases 
will probably be of more expensive 
sets, and will be their major home 


radios. The survey indicated that buy- | 
ing in the price class will be more | 


discriminating. 


As for television, less than 100 of 


those questioned stated any intention | 
of buying video receivers at the present | 


time. FM, on the other hand, had 
fairly wide support, with 32 percent 
of the respondees saying that they 
would like to have it in their large, 
living room sets. 


Weston Named Executive By 
Refrigeration Contractors 


Gerald W. Weston was appointed 


* executive vice-president of the Na- 


tional Assn. of Refrigeration Con- 
tractors at the first annual convention 
in Cleveland held on October 28 and 
29. 





GERALD W. WESTON 


Mr. Weston was at one time mana- 
ger of the Electric Assn. of Kansas 
City, Mo., which position he held for 
14 years. From there he went to 
Washington, D. C. as an employee 
of the contractors group. During 
the war he served with the WPB. 
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SEE THE COMPLETE LINE OF 
ae 

Steadi-Glo 

ELECTRICAL APPLIANCES 


At these two BIG shows: 


NATIONAL HOUSEWARES SHOW 


Atlantic City, N. J., Jan. 5-10 


Auditorium 
Our Space: Booth 216-218 





APPLIANCE INDUSTRIES OF AMERICA 


1830 N. Winchester 


Permanent display: Furniture Mart, Chicago 


PPPPIOP 


PPP LOO CE 


NATIONAL FURNITURE SHOW 
Chicago, Ill., Jan. 6-18 


to in atc 


Chicago Furniture Mart 
Our Space: Booth 17125 : 


Chicago 22 
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HAVE YOU HEARD... 











LETTERS 


Norway Gets Underway 


T the Editor 

At the request of “Narvesens 
Kioskkompani” we send you a state- 
ment of our activity. 

Our firm is a wholesale business and 
leals in sets and electrical articles. We 


have 400 licensed set dealers spread 
over the whole country and they are 
iged to buy their goods from us. 
Besides that we have 600 other retail- 


ers that sell electrical articles 
We have recently established a new 
factory, Kooperative Elektriske In- 


dustri A/S, 
radios, cooking and warming appara- 
tus. The production is not get into 
working, but we hope to send out on 
our marked some sets all ready in 
the beginning of 1947. 


This one shall produce 


FinN Bercu 
Norges Kooperative 
Landsforaning 
Elektrisk avdeling 


Trade-In Viewpoint 
To the Edito» 


In reference to your article on 


“Trade-Ins” which appeared in the 


November issue of ELEctRICAL MeEr- 
CHANDISING, I believe the following 
statements will enable you to realize 
why dealers, especially those in the 
refrigeration industry, are not encour- 


aging trade-ins. 


In the first place, refrigerator sealed 
units are only replaceable to authorized 
dealers, which means that used refrig- 
erators turned in for resale are prac- 
tically useless to unauthorized dealers. 

In the second place, a great per- 

entage of the refrigerators now in use 
are obsolete makes, for which parts 
are almost impossible to obtain. 

In the third place, certain other parts 
of well known and recent refrigerators 
are also difficult to obtain. 

I believe, therefore, that the above 
three reasons will enable you to see 
clearly that the above mentioned trade- 
ins would create more of a loss than 
a gain and is, therefore, discouraged 
by most dealers, especially those not 
authorized. 

Yours very truly, 


KENNETH WESTLING 
Kenneth Westling & Co., 
803 Main Street, 
Boonton, New Jersey. 
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NEW GROOVE 


Mixing our metaphors, we note that 
a new groove has been cut in the road- 
bed of record merchandising by the 
Record Album of the Month Associ- 
ates, Inc. Operating on the general 
idea of the Book of the Month Club, 
the new firm is making available to 
department stores and record shops a 
packaged Record Album-of-the-Month. 
Selections are picked from releases of 
major record companies and an- 
nounced in the club’s magazine, Rec- 
ord Review. The idea originated with 
Lt. Robert D. Stenberg while he was 
a prisoner in Germany. 


TIME SAVER 


Comedian Al Bernie, recently play- 
ing on the stage of New York’s Roxy, 
referred to the woman who bought a 
Time-Saver pressure cooker and proud- 
ly told her husband how it would save 
four cents in fuel costs. “Yeah,” re- 
marked her cynical spouse, “and you'll 
probably spend $40 extra on beauty 
parlor visits during the time you save 
by using the cooker.” The fact that 
Traubee sent us that story indicates 
that there is one manufacturer who is 
realistically facing the facts of mar- 
ried life. 


STILL GOING 


Edwin D. Jacobs, division sales 
manager in Indiana, Ohio and Illinois 





EDWIN D. JACOBS 


for the Gibson Refrigerator Co., re- 
cently completed 35 years of service 
with the company. Salesmen novices 
stymied by current disruptions in the 
appliance world can take comfort from 
the hale and hearty appearance of Mr. 
Jacobs who has weathered confusions 
and contusions before and is still going 
strong. 


DIRECTOR 


Douglas C. Lynch, assistant general 
manager of Westinghouse Interna- 
tional, was recently elected to a di- 
rectorship of Great American Indus- 
tries, Inc. 


PORST AND STUFFT 


Two Pemco executives were recent- 
ly honored by the American Standards 
Assn. for their work in contributing 
to the development of standards for 
Army and Navy equipment and pro- 
cedure. They are E. G. Porst, chief 
chemist, and P. C. Stufft, assistant 
director of research. 


DECEMBER 15, 


SIGNAL HONOR 


Ross B. Siragusa, Admiral Corp 
president, was recently presented with 
a certificate of appreciation from the 
Army Signal Assn. for services rend- 
ered to the Army Signal Corps dur- 
ing the war. 


ADMAN MAUS 


Erwin Maus, former general man- 
ager of Western Reserve Distributors, 
has a new job as director of the busi- 
ness department of Gregory and 
House, Inc., a Cleveland advertising 
agency. The shift marks a return to 
Mr. Maus’ first love. Before entering 





ERWIN MAUS 


the home appliance field he spent 17 
years in sales and editorial depart- 
ments of various newspapers, includ- 
ing the New York American and the 
Cleveland News. In 1940 he resigned 
as general advertising manager for 
the News to become general manager 
of Western Reserve. 


DECENTRALIZER 


The obvious and not-so-obvious rea- 
sons why the Norge division of Borg- 
Warner Corp. is decentralizing its 
manufacturing operations are outlined 
by president Howard E. Blood in the 
November issue of the E-recutives 
Service Bulletin, a publication of the 
Metropolitan Life Insurance Co. Mr. 
Blood sums all of the reasons up under 
efficiency—efficiency in production, 
efficiency in personnel, and efficiency 
in the perpetuation of democracy. 
Norge ‘now has plants in Chicago, 
Detroit, New Castle, Rockford, Flint, 
Windsor, Kalamazoo, Gary, Muncie, 
Effingham, Herrin, Chattanooga, 
Ithaca, Auburn, Muskegon, and Letch- 
worth (England). 


CLEANER CLEANOUT 


Tom Blackburn’s midwest appliance 
roundup in the October 15 issue of 
Electrical Merchandising mentioned 
the trials and tribulations of a 57 year- 
old bridegroom in attempting to pur- 
chase appliances for his new domestic 
establishment and his success in ob- 
taining a Filter Queen vacuum clean- 
er from the North Shore Refrigera- 
tion Co. of Evanston, Ill. As a result 
of this unpremeditated publicity, the 
refrigeration concern got 14 telephone 
calls—all from other dealers who 
wanted to know where the hell the 
cleaners came from. 
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TAX FREE! Penetray isn’t a light bulb. It’s a home-use infra-red heat lamp 
It sells as an appliance. Display it with other traffic appliances and cash in on the 
ever-growing demand for Penetray . . . the “handiest heat in the house”. Try asking, 


“Incidentally, have you tried Penetray”. It’s an easy way to pick up extra profits. 


NATIONAL ADS IN COLOR -— now appearing in 
Ladies’ Home Journal, Better Homes and Gardens, 
Collier’s, Cosmopolitan and Saturday Evening Post— 
play up many everyday uses for infra-red heat in the home. 
You'll have more prospects — sales will come easier — 
thanks to this program. 


PYREX bran suis 
Brings new safety feature and 


sales appeal of a $3.50 


famous name... . 










RUBY 


Leader of the line, Lo-glo for 
aches and pains. Ideal wher- 


ever heat is recom- $3.60 







50-50 COOPERATION on your newspaper advertising. 
you use our mats or approved copy and contract at local space rates, we will 
pay half the cost. No limit on size or frequency of insertion. 









mended ....... 










SEXTETTE DISPLAY holds six individually packaged 
Penetray infra-red heat lamps — makes counter space profitable. 


AMBER 


Distinctive color. High effi- 


ciency-all-around 5? 00 


Pe ae 





DESCRIPTIVE FOLDERS on each of the 5 Penetray 


lamps shown at right are packed with each shipment. 7 : 
The lamps above come in attractively 


designed individual packages. 


ONE LAMP DISPLAY takes 





only 8 x 10 inch area of counter or 
window. Brilliantly lichographed 
by Forbes in red and black. All 
Penetray lamps fit holder cut-out. 





“Dp PENETRAY CORPORATION 


TOLEDO 5, OHIO 





IN CHICAGO: 








CERAMIC COATED 


A dark bronze-colored lamp. 
High efficiency at a popular price. 


comes in corrugated $7.60 


slip-over package. 


INSIDE FROST 


You'll never lose a sale on price 


with this unit on $7.25 


ME a yu eo ae 


When you come to Chicago in January for the Chicago Home Furnishings Market — 


January 6 through 18 — visit Penetray's Chicago office at 30 WEST WASHINGTON STREET. 


Call Central 1995 for an appointment if you desire. 















































KELVINATOR = 1. LEONARI 


Divisions of 


NASH-KELVINATOR CORPORATION ¢ DETROI 











